




















MIRO Oe 4 BV UE 





A 





KONDO GOI OIIOIO RIO NAAN 








KG 


CES 








% 
me 


are 
Le 


¢ 


, iv/ O7¢ 


¢ 


sof merchand 
ed 


e 
fh 





- 


1¢ pric 
of t 


pace 
ELLIOT 


CEILING PRI 
be aT 


iW 


Th 
OPS 












haven * ae ati 




















VAN DELL CORPORATION > 


PROVIDENCE 3 *- R° 1° AMERICA'S FINEST GOLD FILLED JEWELRY” 








tne 
RO 


cc 






A NEW, HANDSOME STRAP, 
DESIGNED WITH A PURPOSE 





It “stays put” on the wrist 
in any desired position — 
no slip —no slide! 





For the conservative fellow who likes to wear his 
watch in the normal manner — on top of his wrist 





For the crystal cracker who feels more at ease 
with his watch down under his wrist—like this 





<S > 


For the pilot who checks his flying course by his 
watch worn in constant view at the side of his wrist 








Built-in staves keep the 

strap from. slipping—hold 
the watch where you want 
without binding the wrist. 





x 


ct 
Novelty “ | 
taves, made of clear Lucite, 
transmit light. When held toward source 
of light the stave ends glow softly as if 
illuminated from within. Very attractive. 





A MAN’S 
Stave Put WATCH STRAP Patents Pending 


Made only by A. SAUER & COMPANY, KON-ITE BLDG., CINCINNATI 2, OHIO 
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Simplest of the jeweler's obligations 
under Ceiling Price Regulation 7 is 
the posting of a sign, worded gs 
shown on the cover, in a prominent 
spot in his stcre. 

Jewelers’ Circular-Keystone has pre- 
pared this sign which the jeweler 
may reproduce for his own use. See 
page 120 in this issue. 
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by More 


Platinum and Diamond 
Watch executed by 






To do justice to the superlative 





beauty of Marce conceptions 
WBO craftsmen marshal the best 
skills in the jewelry world... 
This supreme collaboration is 


evident in every piece identified 


by the famed WBO Symbol... 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W() NEW YORK 23, N. Y. 
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\Wi0K. GOLD-FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the 
quality of the case. It is also your assurance that 
the fine movement has the protection of precision 
case craftsmanship . . . plus the distinctive 
beauty for which Wadsworth is renowned. 


Va 





Atti: i) 
WATCH CASES 


designed to custom-fit fine watch movements 


In the same fine tradition...beautiful, nationally advertised WADSWORTH POWDER CASES 
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sealed with 


MTG. 163/4617 /280 
W.R. 4617/281 


MTG. 157 /47021 /35 
W.R. 44056/223 


MTG. 4925 /3 Tr. 
WAR. 44088 /3 Tr. 


YALE sof ertecl Ang nds 188 WEST FOURTH SIBEET MEW YORK /4.N ¥ 





FOR QUALITY LADIES’ & GENTS’ STONE RINGS—IT’S — 


$ > 


STONE RING MANUFACTURING COMPANY. inc 
A DIVISION OF KARLAN & BLEICHER” 
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Here’s one of the fastest-stepping new Men’s Sets in the 


great new Simmons line. We call it the ‘‘Mogul’’ . . . Those who’ve seen it 
call it magnificent! And you’ll marvel at its sales - making pace. 

Get humpin’ .. . get jumpin’ . . . get your order in for the ‘‘Mogul’’ today. 
If you’re first to stock it — and first to show it — 


you’re bound to be first to sell it! 





ATTLEBORO, MASSACHUSETTS 


Order by the name 
**Mogul”’ or by stock numbers: 


Set: MS 2504, Links: CL 250, Clip: TK 250 


MAKERS OF QUALITY GOLD FILLED JEWELRY * SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 





THE JEWELERS’ CIRCULAR-KEYSTONE 



















42308 
2 each 


$s 


ide 
7640D — 6 


FOR May, 1951 
7 











RPL S 


- 





The 


§ 
i 


Vg 








APO 


eee EPOHHOSFOSMOHIH 





ORO LGOLE 


TO WHOLESALERS AND MANUFACTURERS 


WE ARE ONE OF THE LARGEST PRODUCERS OF 
SEAMLESS GOLD WEDDING RINGS 


ASK ABOUT OUR DEAL ON 
PLAIN and MILGRAINED 
POLISHED WEDDING RINGS 


* Carry a minimum stock 
¢ Order any quant it 


+ AT LOWESiat 


PRECIOUS METALS SPECIALTIES CO. Inc. 


1] Vincent Street, Newark 5, N.J. ¢ Telephone: MArket 2-4287 


FOR May, 1951 




















Here’s another Catamore first! 

A unique idea to help increase your 

sales volume. These rosary and prayer 
book sets have been designed with the same 
care that distinguishes all Catamore goods. 
The rosaries are available in sterling or gold 
filled with a wide variety of beads. The prayer 
books are beautifully bound with simulated 
pearl covers both beautifully gift boxed as a 
set. Ask your wholesaler about these new sales 


builders. 
\ 
\ Shown with the rosary No. R42 is the “Key 
N\) of Heaven”. Directly above is the “Marriage 
Sacrament”. Either book is available in the set 
aya with any of the many Catamore Rosaries. 


New York West Coast Mid West East 








\ FRED W. MARKS DON CARLBERG DICK SHOWERMAN WILLIAM PEACH 
meseeeiie STREET * PROVIDENCE 3°Rei-° 373 Fifth Ave. 657 Mission St. 29 E. Madison St. 231 Pine Street 
| Chicago, III. Providence 3, R. I. 


New York, N. Y. San Francisco 5. Calif. 
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DIAMOND RING SETS 
WITH FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices 


FROM $36.50 RETAIL 
FROM $79.50 RETAIL 
FROM $99.50 RETAIL 
FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 















Semone 






Princess Rings and a 


varied line of Diamond 






Wedding Rings, set part- 






way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 














We manufacture one of the most complete 
lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 





RINGS ENLARGED 
TO SHOW DETAIL 





NEWSPAPER MATS AVAILABLE 
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_DIAMOND RINGS 





BRISTOL SEAMLESS RING COMPANY + 71 NASSAU STREET, NEW YORK 7, N. Y. 
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PROVIDENCE, R. 


Makers of Bracelets, Watch Attachments, Co-Star Jewelry, Jack ‘N Jill Jewels 


New York Middle West Chicago South West Coast 


Represented by: 
P y LEO ZUCKER SIG HOROVITZ FRED WHITNEY BILL RICHARDS AL TRACHMAN 
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Will they love you in December 
as they did in May ? 
















HAT depends on how they feel coming back for more, especially at 
next Christmas about the things the year’s biggest gift buying season. 
they buy in your store now! One of the surest ways to bring 
Most jewelry customers don’t them back to buy again is to sell 
really know much about what they them a watch which lives up to their 
are buying. That’s why they come to trust in you. A Hamilton watch. 
you, the jewelry expert, for your And best of all, selling Hamiltons 
advice and recommendation. They not only builds confidence, it builds 
trust you once and if they are happy profits ... for Hamilton is America’s 
and satisfied, you can count on them high net profit watch! a 
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HAMILTON WATCH COMPANY e LANCASTER, PA. 


SELLABLE 25225 
two more eS 


and markers on silver 


dial. Suéde strap, $90.00 


as 
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DALE—17 jewels. 14K 
natural or white gold. 
18K gold numerals and 
dots on silver dial. Alli- 
gator strap... .$90.00 
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THE FINE AMERICAN 
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Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 















HONESTY (6243 ACCURACY 


REFINERS & SMELTERS 
FOR HALF A CENTURY 





JOSEPH B. COOPER & SON nc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
FOR May, 1951 15 








UNUSUAL IN DESIGN, UNIQUE IN 
MERCHANDISING OPPORTUNITIES! 











16 DIAMONDS 


as DIAMONDS 7 
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DIAMOND 
WATCHES 


8 DIAMONDS 





19 JEWEL 


Five brilliant new models inspired by the graceful and 
symbolic lily of the valley! Famed 19-jewel Lady Elgin 
movements in 14K white gold die struck cases set with 
diamonds of the finest cut and color. rvs es 
And here’s the special merchandising feature of the SSS wwe 
Lily of the Valley Series: The five models of the series Pee ISO 4 
start at a retail price of $125, and progress to $275 — 
according to the number of diamonds. Your sales strat- 
egy begins with a highly desirable basic design, and each 
model gives you another opportunity to “trade up”. 
To help increase your sales in the new Lily of the 
Valley Series, Elgin has prepared a complete local cam- 
paign. You have a beautiful window and counter display, 
18 newspaper ads, a direct mail folder and a selection 
of radio announcements. 
In addition Elgin is scheduling TV spots in major 
markets and an ad in Bride’s Magazine and in Guide for 
the Bride to promote greater business for you in these new 
Lily of the Valley Series Lady Elgin diamond watches. 
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Elgin National Wateh 


ELGIN, ILLINOIS 
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Elio COMBINATION! A DISPLAY 


with 6 of the fastest selling 






Sterling Silver identification bracelets. 


SSCETR ANNE 





NINES eMe More Sales for Cvery 
6 assorted bracelets FICO DEALER 


D i S e [ A Y A display that can be set up as an easel, 
h 
Your cost $25.00 hung on the wall or placed in your show 


window. It’s yours with this NEW assort- 
Sug. Retail $66.25 ment of identification bracelets. A beau- 
tiful two-tone, rich velvet display that 
will increase your sales, 
















See Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY 
302 Fifth Avenue, New York 1, N. Y. 


Chicago: H. Charmack, 36 South State St., Chicago, Ill.; Pacific Coast: M. J. Newman, 57 Post St., San Francisco, Calif. 
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WwW Archeological discoveries show that the chain 
has been a popular item in the jewelry of all peoples 
and all periods. 


Gold chains were worn as necklaces, girdles and 
bracelets and served also to connect and to suspend 
all kinds of gems, coins and trinkets. In ancient 
Greece, for example, pendants were all the rage and 
Grecian ladies were bedecked with woven gold 
chains from which as many as 75 tiny vases might 





dangle on finer chains. Earrings, too, had small 
images of gods and other pendants hanging from 
them on delicate chains. 


Gold chains have traditionally been worn as 
emblems of high position and power. They were par- 
ticularly prominent in the adornment of the kings 


and queens of France and England of 
Byzantine Gold Necklace 


the 15th century. Their wearing reached 
Vi Century 


its height in the reign of Henry VIII. 
The king himself set the fashion with a 
lavish display. 

The snake motif, popular today, goes 
back to ancient times. The Egyptians 
used it as a symbol of divine sovereignty, 


(lds gy a ‘ a * a . | Etruscan Gold Necklace 
aad vee | IV-Ilf Century B.C. 


Egyptian Gold Earrings 
VI-Vil Century 
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THAT EASE 
THE CHAINMAKER’S TASK 


Available to modern chainmakers are Karat Golds 
that have the working properties specially needed 
for today’s machine production — golds that lend 
themselves to extreme bending and twisting and at 
the same time, offer excellent resistance to friction 
wear. These compositions are part of the series, 
developed by Handy & Harman metallurgists, which 
includes a Karat Gold with the right properties for 
each type of work in jewelry manufacturing. Infor- 


Photos courtesy of the Metropolitan Museum of Art 
mation about these golds will be supplied on request. : 





Be issctis 


HANDY & HARMAN 


82 FULTON STREET e NEW YORK 38, N. Y. 








BRIDGEPORT, CONN. © CHICAGO, ILL. © LOSANGELES, CAL. * PROVIDENCE, R.1I. © TORONTO, CANADA 
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Superb quality, beautifully designed, made with traditional Forstner | 


attention to detail. Headed for greater popularity than ever. 
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MaDEES 1DENTIFICATION BRACELETS 
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POR FHE SERVICE MAN AND EVERY MAN 
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FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY JEWELRY'S NAME FOR QUALITY 
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Tu Howie of Wedamendl 


One Caral lo Fifly Earals, those who 
tnow diamonds, choose from the House 
of Dtamonds...one of the world's larges 
collections. 
Merchandise ihiified on Memorandum 
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pick Your Own SURE 


Take a good look at five of the grandest, most successful 
sales-boosters ever offered to clock dealers! All of these 
Sessions Displays have been tested—all of them really 
pull sales. Whatever your clock volume, select one or 
more, and popular Sessions Clocks will help you to quicker 
turn-over, better profits. 


FREE DISPLAYS! 


TEAPOT DISPLAY 


Effective 34” x 28” white masonite with 
black border, easel or wall mounting. 
Displays 6 clocks. Deal includes 12 clocks 
and free display. 
i. —_ Retail Price $59.40* 
cor a : Dealer Price 37.44 


—> Your Profit $21.96 


KITTY-BELLE DISPLAY 


A price-featuring counter display, for 
low-priced, popular alarms. 11” x 12”, 
it displays 1 clock. Deal includes 2 496A 
Kitty-Belle alarms, and 1 496AL with 
luminous hands and numerals, and free 
display. 

Retail Price $14.50* 

Doaler Price 9.13 


—> Your Profit $5.37 


CHEF DISPLAY 


ou J | he. tad Sturdy 5-color easel-type display, 1914” 
———— Uy : x1314” with simulated kitchen wall back- 
eS ground. Displays 1 clock. Deal includes 
3 487W “Pierre” chef clocks, and free 
display. 
Retail Price $14.85* 
Dealer Price 9.36 


—>» Your Profit $5.49 
tte sary 
Y WSU? / 
OWL DISPLAY CO ms 


Colorful 1214” x 1214” easel-type counter 
display features “Ollie The Owl” alarm. 
Displays 1 clock. Deal includes 2 494A 
“Ollie” alarm clocks, and 1 494AL with 
luminous hands and numerals, and free 
display. 

Retail Price $18.85* 

Dealer Price 11.84 


—> Your Profit $7.01 
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SUPER-MARKETER DISPLAY 


Letters are pouring in from dealers everywhere, 
acclaiming this Sessions Display the finest and 
most successful ever offered the trade. 

A “live” display in the form of a richly tra- 
ditional New England corner cupboard, built by 
skilled cabinet makers from beautiful knotty 
pine—it operates quarter-hour Westminster 
Chime clocks—it illuminates table models—it 
mounts wall clocks. 6’ 6” high, 5’ wide, 1’ 8’ 
deep, it displays 28 Sessions Clocks. Deal in- 
cludes 36 clocks, 2 free chimes and self-liquidat- 
ing cupboard. (Send Coupon for complete details). 


Retail! Price $350.40* 
Dealer Price 240.13 


—> Your Profit $110.27 





The Sessions Clock Company 
Forestville, Connecticut 


Bo) 
Please send me all the details, without obligation, on your Sessions Clock Cupboard 
“Super-Marketer” deal. | understand this to be the equivalent of a handsome free cup- 


s 
e S S Z O Tl S board display, combined with a profitable deal in clocks, 
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City... 
My Jobber’s Name is... cinta auialala iiasaeall 
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KESTENMADE Bands 


She Can Change sQ@@enyy ira: 
Her Clothes 





No. 3N131 
$8.75 FTI 


\ 


Gor Daylime 


For casual wear... for sports... 
the tailored, simple grace of 





"Tambourine" 


Extra-Slender Expansion 


“Spring-A-Tach" Ends™ 


Attach or detach in sec- 
onds, without tools . . . fit 
right and hold tight. 


*Patent Pending 


Through Your Wholesaler 


The Finest Watc 
K ESTENMADE 
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Kustiner & Pines, Inc. 


MAKERS OF DISTINCTIVE MOUNTINGS 


15 WEST 47th STREET* NEW YORK 19 


KH KNOWN FOR QUALITY 


FOR May, 1951 
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THE traditionally pop- 
ular Tiffany setting with 
the luxuriously new 
K&P “illusion” top—is 
illustrated above. Notice 
the superlative construc- 
tion which enhances 
the appearance of the 
“small” diamond . . . to 
give it the illusion of 


size,value and brilliance. 
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ON A SOLID FOUNDATION OF GENUINE PARTS AND CABINETS! 


& GENUINE BULOVA PARTS save you money by cutting labor time and 

speeding repairs because the parts really fit! Bulova cabinets are standardized for stacking. 
Drawers have model indicators for quick location of parts. Movable dividers for expansion 
help you keep your cabinet system up-to-date. It's the best watch service set-up in the 
world—saves handling time and makes it easy to check inventory. 

















PLUS PLANNED LABOR ECONOMY_..5.; is your most costly 


item; lost minutes cost dollars! Improved shop layout, proper tools and equipment— 
keeping informed with up-to-date manuals and information—all save labor time. Work 
with your jobber! 








4 PLUS SMART REPAIR MERCHANDISING —_ advertise your su- 


perior service and workmanship by using the merchandising aids your jobber offers! 
Attractive repair envelopes and tags, thank you cards and reminders; clever mailing 
pieces, eye-catching displays and signs, etc. 


AND PROFITS WILL BULGE FROM THE ROOF! you can’ 


miss! Build a solid foundation on Genuine parts and cabinets. Save costly labor. Add 
smart merchandising. They all add up to bigger business—and profits—for you! 
























Now! 


33/2 


reg. value $59.50 













Save $22 on New Bulova Hand Cabinet! 


Cabinet Contains: FOR YOUR PROTECTION EACH GENUINE BULOVA 
? PART IS INDIVIDUALLY PACKAGED AND FACTORY 

e 108 prs. blue, gold and white hands SEALED IN SEALPACK! 

¢ 6 prs. radium hands TO OWNERS OF THE BULOVA 2-DRAWER CABINET! 

e 18 second hands The popular Bulova 2-drawer cabinet stacks with 


this new Hand Cabinet. If you've already started 
your foundation with the 2-drawer cabinet, don't 


Newest Improved Cabinet: fail to add the Hand Cabinet! 


Standard size for stacking @ The New Bulova Hand Cabinet has been de- 
signed for use in the House of Watch Repairs 
Program of the Watch Material Distributors Asso- 
ciation of America. It conforms with the standard 
size established by the Association. 


e 18 sweep second hands 


Model Indicators for quick part location 
¢ Movable Dividers for future expansion 
Cuts time and increases efficiency 








ORDER Him GENUINE 
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PARTS AND CABINETS FROM YOUR JOBBER 








Material Sales Division, BULOVA WATCH COMPANY, Woodside, New York 
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708 STATE STREET—ERIE, PA. 


A. H- pond Company >» Inc. April Lie 1951 
120 E.- washington St. 
Syracuse 2, N. 











his complete satisfaction wi recen urcnas¢ an 
with the courteous treatmen ne receive our stores 
We were pleasee, course » near from this satis- 
fied customer thought tha ou, turn, uld 


get a pang out of nearing now well pleased we are to 
pe 2 Franchised Keepsake pealer- 


window pecause of the many aesirable displays that 
you have available. Your excellent service, newspaper 
mats, ana the simplicity of your re-order system all 
aid smmeasurably in enabling us tO maintain 4 fast- 





to make Keepsake more aesirablé, put Knowing the con- 
stant change? in aealer nelps;, etc., We suspect you 
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Hipucke Al” 


High Quality of Keepsake is Well Known, 
writes Jeweler in Erie, Pa. 


Many Benefits of Keepsake Line 
Please SEYMOUR’S, Help Maintain 
Fast-Turning, Minimum Inventory WS | 


Franklyn J. Fox, Mgr. ae, REGISTERED ak y i if 
SEYMOUR’S K psa —— Ae 
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‘REPAIR PARTS 
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The New “Supplement” PLUS ‘‘A Few Innovations” 


These two new aids—22 loose-leaf pages in all The Complete Repair Program Works For 
—will bring your Official Catalogue of Swiss You! If you are now making full use of the 


Watch Repair Parts (PART I) up to date! complete Repair Program offered by The 
The “Supplement” identifies the latest | Watchmakers of Switzerland, you already know 

Ebauches movements—and “‘A Few Innova- how valuable it is in boosting your profits and 

tions’ lists some of the most recent technical __ prestige! 

developments in special-feature watches! With- However, if you are not yet taking full ad- 


in the next few weeks, both will be mailed toall vantage of this service, drop usa line c/o Room 
members of the Swiss Watch Repair Parts Pro- 1106, 730 Fifth Avenue, New York 19, N. Y., 


gram who now have the Official Catalogue! and we'll send you detailed information cover- 
Better Service Means Bigger Profits! As ing all aspects of this Program, including: 

part of the extensive Repair Program of ‘The The Official Dictionary of Watch Parts 
Watchmakers of Switzerland, these two new The Official Catalogue of Swiss Watch 

aids increase the fine watch repair service you, Repair Parts (Parts I & II) 

as a quality jeweler, can give your customers. The Official Cabinet for Swiss Watch 

Better service means bigger repair profits—and Repair Parts 

increased store traffic that you can turn into Official Packaged Parts 

new sales! Official Information on “Hard-To-Get” Parts 
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THE WATCHMAKERS OF SWITZERLAND 
REPAIR for PROFIT! 


Scenes taken from the motion picture ‘‘Repair for Profit’ produced by The Watchmakers of Switzerland 








RS 


NOT TOO LONG AGO, jewelers often had to disappoint 


Pee S, By ee 
> . Ree 





their customers simply because it took so long to identify ter, Inc. (Repair Division), at 730 Fifth Avenue, New York, 
and order the proper repair parts. Now, however, the N. Y., is set up to advise on every type of Swiss watch re- 
whole ordering procedure has been simplified and stand- pair problem. Drop in or write—trained technicians are 
ardized to give quicker, better repair service through the ready to supply you with any information you may need! 
official Swiss Watch Repair Parts Program. There’s no charge for this service. 


Pn ial : 
ope 





a ‘% | iF = 
OFFICIAL PACKAGED PARTS come to you factory-perfect CUSTOMERS COME IN FOR RE 





—in tightly closed foil packages that keep out moisture, More and more, this is the story in up-to-date jewelry 
dust, dirt and help prevent corrosion. And each package stores that make full use of the Swiss Watch Repair Parts 
is completely labeled in accordance with the Official Cata- Program. For a well-run repair department—in addition 
logue, to make identification quick, easy, sure! Always to being profitable in itself—will open the door to in- 
insist On genuine parts. creased watch and jewelry volume! 


INCREASE YOUR SALES, REPAIR BUSINESS AND PRESTIGE THE EASY WAY— 
THROUGH THE OFFICIAL SWISS WATCH REPAIR PARTS PROGRAM! 


The WATCHMAKERS OF SWITZERLAND 
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Oy iginality of styling in good taste— 
fine quality—priced modestly—value you recog- 


nize. No wonder Seidman creations meet with 


55% 1 RU RE LARPS MN REET 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 
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SMARTEST NEW JEWELRY 
IDEA THIS SEASON.... 
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necklace and 
ear-rings to 
match! 


it in your window ond 
you'll sell it! Gotham’s 
smart new covered brace- 
let watch ensemble set 
with simulated sapphires, 
or rubies, and pearls. 


























p All PRICES : | 17 Jewel Gotham 
g NCUDE | \ Sl : move ments. 
> {DERAL TAX | | oT a ; : 
E OF SIMULATED STONES 
“Watch Keystone ton 
AS ADVERTISED IN - as os a a te 
BONS . wea $75.00 $69.50 $53.90 BD 1149S or R SAPPHIRE or RUBY... $95.00 $79.90 $71.50 $57.90 
; : BO 11326 ers "GARNET 0 or SAPPHIRE os $89, $9 $75.00 $69.50 $53.98 and PEARL (As shown above) 
POST: BD 11337 TURQUOISE MATRIX... $89.50 $75.00 $69.50 $53.99 BD +t59R jf oe 2 ee $71.50 $6490 $59.50 $43.90 
& DB 1134A ANUAMARINE..... .. $69.50 $57.98 $39.75 $37.50 DB TISIA AQUAMARINE eee ee $71.50 $67.50 $6250 $50.90 
| BD 1135€ orl or T CHRYSOPRASE™ .... . $95.00 $79.90 $71.50 $57.98 (With beautifal pin instead of necklace) 
RADIO TIME SIGNALS or BLUE LAPIS of TURQUOISE MATRIX BB 2122 RUUESIOme 3 cS ce. $29.75 $29 90 
JTHERS FROM $] 9.95 TO $2500.00 *These sets include new style locket wotch. Two stones odjacent to watch lift, also, revealing two double lockets to hold four favorite snapshots or photographs. 


Lotham Watches 
Product of Mlendorff Watch 6o INC., 20 W. 47th STREET, 


5 i,’ ce oe @ ee: 22 Bae’ Ss - NEW vYoow 
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JEWELERY 


CLOCKS & WATCHES | 
Artcarved Diamond & Wedding Rings 


Croton Watches 

De Beers Diamonds 
Deltah Pearls 

Elgin Watches 
Elgin-American Compacts 
G-E Clocks 
Girard-Perregaux Watches 
Keepsake Diamond Rings 
Krementz Jewelry 
Marvella Pearls 

Mido Watches 

Movado Watches 

Swank Men’s Jewelry & Accessories 


Vacheron-Constantin-Le Coultre Clocks & 


Watches 


* From A Study of the Accumulative Audience of LIFE 
by Alfred Politz Research, Inc. This study measures 
the number of people over age 10 who read a single 
issue of LIFE (23,950,000) and reveals how this audi- 


9%. 


of all persons buying watches 


read 





Here are good reasons why LIFE reaches 6 out of 10 jewelry prospects... 


Only LIFE—through its pictorial jour- 
nalism—brings such vivid reports of all 
events (great and small) week after week. 


Only LIFE—with this editorial time- 
liness—creates such a sense of immedi- 
acy and urgency that carries over into 
its advertising pages. 


Only LIFE communicates this feeling 
to over half the nation* so quickly and 
so effectively. 


Jewelry advertisers, knowing this, in- 
vest more dollars-for-selling in LIFE than 
in any other magazine, more than for 
time on any radio or TV network. 


Profit by tying in with these current advertisers: 


Watchmakers of Switzerland 
Westclox 
Zodiac Watches 


SILVER AND 
Community Silverplate 
Holmes & Edwards Silverplate 
King Edward Silverplate 
Libbey Glassware 
1847 Rogers Bros. Silverplate 
1881 (R) Rogers (R) Silverplate 


CAMERAS 
GOODS 


Ansco 

Beacon Cameras 

Columbia Protektosite Sun Glasses 
Eastman Kodak 


GLASSWARE 


AND OPTICAL 


PENS AND TYPEWRITERS 
BB Pens 

Eversharp Writing Instruments 
Parker Pens 

Royal Typewriter 

Sheaffer Pens 

Smith-Corona Typewriter 
Waterman Pens 

Wearever Pens 


SMOKING REQUISITES 


Alfred Dunhill Holder 
Parker Flaminaire 
Ronson Lighters & Accessories 


OTHER 
Buxton Billfolds 
Schick S havers 


First in circulation 
First in readership 








First in advertising revenue 
First with jewelry advertisers 


ence accumulates—as occasional readers are added 
to regular readers—to a total of 62,600,000 different 
people in thirteen issues. 





9 Rockefeller Plaza, N. Y. 20, N. Y. 
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dispose oe 


handle anidatian or : re rea org ani 

Why do they call US? feta ‘ wah = : . us I 

time specialists in our field, they 

we know our business. Becau: 
appreciate our reputation fa , 
bility. Because they w ' t . t ‘the quickest, . 
surest way to the most profitable pos- 
sible result. Doesn't it make sense? “*As 
sure as your bank”’is an old saying but 
it has a special meaning y for you today 
if you're planning to sell your jewelry 
store. What surer ree Pon mmendation ? 
Call Gordon Brothers! 




















- = the oldest and largest firm of its kind in the United States 
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next to DAD’s watch... 


THESE si ; 





J BEAU BRUMMEL 
$13.95 


ty Bes | 
4 
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WATCH BAND 





A “Good Guy” Deserves a Good Gift. 


A FLEX-LET watch band has the 
distinctive appearance of custom- 
made jewelry. And Dad will appreci- 
ate FLEX-LET Tru-Rivet Construction 
—-an exclusive feature that assures 
more years of dependable service. 
Give him a FLEX-LET Band. Both 
you and he will be glad you did. 









No. 203 — BOW-ETTE $9.95 T. I. 





No. 135—CALVIN $9.95 T. I. 
In Stainless Steel $6.95 


DE-LUXE $11.50 FLEETWOOD 
$13.95 


FLEX-LET CORP. 


E. PROVIDENCE, R.1.* 580 FIFTH AVE.,N.Y. 


PRICES 
INCLUDE 
FED. TAX 




















STOCK FOR DAD-GRAD BUSINESS: 


LEX-LET BANDS FEATURED IN [41d] PLU 








MORE GIFTABLE! The fine, custom-made jewelry appeal of Flex-Let 
watchbands make them ideal gifts. Specially gift-packaged, too! 


MORE DURABLE! Exclusive, Tru-Rivet Constructions means long life: 


Rarely a repair—never—but never a repair charge! 





32883034 





MORE PROFITABLE! Priced to give your customers better value—to 
give you bigger volume and a bigger margin of profit. 





No. 165—FLEX-IDENT $14.95 T. I. 
Extra Heavy Sterling Plaque 


No. 102 In Yellow $17.95 T. I. 


For your Preferred Stock, your Extra Dividend Stock, your Gift-edged Stock, 
Write, wire or ’phone for these featured Flex-Let watchbands and Idents. 


FLEX-LET CORPORATION =~! Jip, ores tens ge 


EXECUTIVE SALES OFFICES: 580 Fifth Avenue, New York 19 
FACTORY: 373 Taunton Avenue, East Providence, R. I. * CANADA: Arennes, Inc., Montreal * MEXICO: Flex-Let de Mexico, Mexico City 
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WATCH STRAPS 





All watches need them— 
Fine watches deserve them! 





We knew before we introduced “Contourette” that this beautifully- 
made, rich looking, fine calfskin strap would be a great success 
—and sales results have even exceeded our expectations! 
Certainly, “Contourette” adds a quality look to any 
watch—and definitely belongs to the finest watches. 















What makes “Contourette” so distinctive is the 
gracefully domed center that holds its form 
when strapped around the wrist, following 
the contour of the wrist perfectly 
without crinkling. Soft—pliable— 
long wearing—”Contourette” is 
your best bet for faster sales 

and increased profits! 









“‘Contourette’s the 







strap every jeweler 







wants — to sell as a 










separate unit — or as 






an important part of the 






watches he features!” 














Neet “‘Contourette” 
straps are supplied 
in a sales-producing, 
easy-to-handle, 
book-type display 
holding a dozen 
assorted colors. 








CONSULT YOUR WHOLESALER | ws : Bote mee 














: LASKO STRAP COMPANY 
ARISTOCRAT OF 200 Hudson Street New York 13 


WATCH STRAPS CHICAGO: 29 East Madison 
LOS ANGELES: 220 West 5th Street 
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Just Kight.. and Tine lq... tor Bridal Cit? Promotions: 


= mx we 


G SILVER Gift Items 
STERLIN i e a. low as $ 
foie na 





.. .toRetal 


@ 12 PIECE STERLING SILVER ASSORTMENT 
@ 2 EACH OF 6 PIECES SHOWN 


This outstanding Sterling Silver 
Assortment boasts an incom- 
parable record of sales success 
with store after store across the 
country! Plan a promotion for 


# t 7° o 
Height 4 Y, " the Spring and Bridal Seasons 
Rim 51%” based on this tried-and-true, 


Weighted Base profit-building assortment of [2 
Sterling pieces. Available only 


ctl in complete assortments. 
eig 
BY,” 
Width (top) 3% ” 
Weighted Base 


PEAT PPT AS. 


| r aed Candlesticks 
Height 3 1/, © 
Width 3° 


ms - ~ Weighted Bases 


Key Value! 


ASSORTMENT of 12 ee Reap a ~ 
Matched Height 31%” * Rim 5” 
Weighted Base Salt & 


STERLING SILVER PIECES All Sterling Ladle Pepper Set 


2 of Each Item Shown Height 41/2 


‘A192 


Assortment of 12 
SOLD IN ASSORTMENT ONLY 


A. COHEN & SONS CORP. 
27 West 23rd Street, New York 10, N. Y. 








Please enter our order for 12 Piece Sterling 


| *Please order on your firm order-form or letterhead. We will make every effort to main- 
tain the price, but due to conditions all prices are subject to change without notice. 


A. COHEN & SONS CORP. 


27 West 23rd Street New York 10, N. Y. 


Silver Assortments @ $41.95 per assortment. 


Dealers Name 
Address 


Terms Net 30 Days—¥.O.B. New York 
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Grooms 


CHOICES. CHOICE 
for STYLE for VALUF 


Retailers’ 


CHOICE 
for EXTRA SALES 


COLE. 
OREO 
35 oO 0 





503 . 
$200.00 05040 D 759 D1022 D101 
5 diamonds $110.00 $48.00 $26.00 $40.00 
total weight total weight S Atamonde 3 diamonds with larger $160.00 
% carat 30 pts. Yellow or white gold diamonds _- 18 diamonds 
Yellow or white gold Yellow or white gold White gold only 


D 3049 D 3066 D 2012 


$80.00 $90.00 $59.00 $210.00 
11 diamonds 10 diamonds 9 diamonds 9 diamonds 23 diamonds 


White gold only White gold only White gold only White gold only White gold only 


Laut S. aren, Tuc. 37 W. 47th St., New York 19, N. Y. 


Leading Ring Stylists for More Than a Quarter Century 
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new Gift Ensemble 


NATIONALLY ADVERTISED 
IN LEADING MAGAZINES 
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Another in the series 
of national ads designed 


ty 
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y “ey to increase your 
Deltah pearl sales 





“Batting a Thousand” 


BASEBALL FANS would call it an impossible average, 
So would watchmakers. Yet, fantastic as it seems, 
1000% is Omega’s officially acknowledged score, 


How was it earned? 


Recently, Omega sent 1000 automatic move- 
ments, in series right off the production line, with 
consecutive serial numbers, to the Bureaux Officiels 
de Controle, the impartial Swiss Agency which 
judges the products of all Swiss watchmakers. 


The watches were submitted to the prolonged 
and rigorous series of chronometer tests — and every 
single one passed with flying colors! Every single 
one received the cherished “chronometer rating 
certificate”, plus the honor of “‘additional mention” 
for especially fine results. 


Even the Bureaux was astounded! Never 
before had such results been achieved. To Omega, 
however, this came as no surprise. All Omega 





watches are made to pass the severest tests. 


The point is clear. 








When you sell Omega, you sell unquestioned 
WORLD RENOWNED SYMBOL 
OF ACCURACY accuracy — a good way to satisfy your customers. 


OMEGA 


NORMAN M. MORRIS CORPORATION, 608 FIFTH AVENUE, NEW YORK 20 
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| Flash! Omega sets new record! 





As the advertisement on the opposite page was 
going to press, we received this cablegram. There is 
no need to embroider the facts. As always, Omega 
stands pre-eminent for “leadership in accuracy.” 
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NATIONALLY ADMIRED 
NATIONALLY DESIRED 





ALWAYS IN 
PERFECT POSITION 


ALWAYS THE LATEST 


rmwMH STYLE AND FASHION 
ALWAYS BEAUTIFULLY FINISHE-D 


i ohdkeyalol iM Amel oh’Z-1 ga01-o ME co Mt >t-$1 0101001010 Mn a-Yole(-1a; 
in Life, Look, Vogue, Charm, Seventeen, Pho- 
toplay, Modern Screen, N. Y. Times Magazine, 
True Confessions. 


SOLD ONLY THRU AUTHORIZED DISTRIBUTORS 


Window and Counter Displays, 


Feature Ring Ce., Tre Mats, Brochures, TV Films, Re: 


dio Scripts, ‘Enchantment 0! 


126 West 46th St., New York 19, N. Y. Rings’ Beyrest, Sterter 


Flasher Displays. 

















“| : Te 


4 17 | 18 
221 23 | 24 


To the convenience and novelty of the Calendar clock, 
Semca now adds the time-keeping precision of a 
fully-guaranteed 7-jewel Swiss alarm movement with 
automatic shut-off feature. Authentic 22-year automatic 
calendar can be adjusted for any month with a 

flip of the finger. Gilt finish bezel and numerals. 
Luminous hands and dots. 



































FOR TRAVELING 
In Brown, Tan, Redjand Blue 

yy ° 4 x Bi x LY" 
To retail at $16 


On West Coast $17.25 plus tax 











- FOR HOME 
OR OFFICE 
Size: 


3Y4"x 3Y, ” 
To retail at 


5 
139° plus tax 
On West Coast $14.45 plus tax 





Consult youn whplegale ¥ 





lock company, inc. 


a oe | 30 IRVING PLACE, NEW YORK 3, N.Y. 
and other countries. Manufacturers of Phinney-W alker Clocks Since 1915 





-*Pat. pending in U.S.A. ve 








don't trust 
your naked eye 
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Let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional] guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 
oe. and profitably selling LOUPE-TESTED LOVEBIRD 
, “Among ae? Diamond Rings. Franchises are still available. 


st 


Loupe-tested 
DIAMOND RINGS 









v @ 8, 
o ont Bees @ 


» 6 


b INC. 


630 FIFTH AVENUE. NEW YORK 20, N. Y. « —— 
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the perfect gift 
to feature for 












e bridesmaids 
e maids of honor 
e girl graduates 





“Wherever it’s shown, 


Put in a display 
and you'll see. 


FOR May, 1951 


Phyllis SELLS,” 
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You're sure to attract 


June Gift-Shoppers 


with a window of lovely Phyllis Jewelry 


Yes, with Phyllis Jewelry as 
a central feature of a window 
display, you’re just bound to 
attract attention... and sales. 


members. It’s so out-of-the- 
ordinary in its delicate de- 
signs and rich sparkling 
beauty. And the luxurious 
Phyllis Gift Package puts the 
finishing touch to your sale. 


Phyllis is made in 1/20th 12- 
Kt. Gold Filled and Sterling. 


For Phyllis has everything 
shoppers look for in a gift for 
a girl graduate or bridal party 


Order today from your wholesaler. 


Phillis 4) r ‘ g ina l S, Inc. Providence, Rhode Island 


Good ADVERTISING AIDS For You, Write for them today. 
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wonder-spring 


14 
KARA 
SOLID 
GOLD 
EXPANSION 
WATCH 


7 West 45th Street 
New York 19, N. Y. 


Makers of Fine Chains 
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exclusively 





designed by 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


NATIONALLY 
ACCEPTED 


AMET Spy. 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE + NEW YORK 19, N.Y. 


[| CATALOGUE SENT UPON REQUEST } 
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GENERAL PLATE DIVISION 
Metals & Controls Corporation 
Attleboro, Massachusetts 
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Mfg. Rolled Gold Plate 


FOR May, 1951 





When an old customer asked us for engineering assistance 
on a fabrication problem we were glad to oblige. 

The customer: a silversmith. The problem: the cracking 
and breaking of Sterling silver during spinning and 
drawing operations. 


General Plate’s engineers determined (by chemical analysis) 
that our customer was not adding enough phosphorus to 
the melt to absorb the dissolved oxygen in the silver. 
When proper chemical control of the phosphorus content 
was established, the trouble vanished. 


This simple solution demonstrates once again the need for 
engineers, laboratory equipment, and precise engineering 
analysis when fabricating rolled gold plate, silver, and other 
laminated metals at high speed with modern techniques. 

The “engineering approach” has been a fundamental part of 
General Plate’s production program for over a quarter century. 
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This lovely Eastern Star Ring, featuring a genuine cut center diamond 
. complimented by the surrounding hand enameled 
points in authentic colors ... is fast moving 
merchandise and will show the jeweler a good profit. 
Order today. 


neal ¢ 4 95 
- MADE TO RETAIL FOR 


Makers of Fine Jewelry, Since 1904 


42 W. WASHINGTON ST., INDIANAPOLIS 4, IND. 
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Foster identification bracelets of the 
expansion type dominate the market as 
the style leader for 1951. There’s a size 
for Mom, Pop, and the Kids. . . . By the 
way, how are you stocked for the tremen- 
dous market for child size idents? Foster 
numbers with Sterling plaques and rho- 

a dium plated stainless expansion units are 
— priced and boxed right—right for a serv- 
iceman’s gift or for the civilian market. 
























STYLE And UTILITY 


The Foster boxer symbolizes the great combination 
of style and utility that is characteristic of Foster 
creations. These expansion numbers tell the story. 















Manufacturers of the famous Bristol 
line of expansion watch bands and the 
exclusive, patented Foster FITS-ALL 
end lock. 


FOSTER METAL PRODUCTS, INC. 
ATTLEBORO, MASSACHUSETTS! 
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EASIEST-TO-SELL 





HAMILTON BEACH 


GIVES YOU MOST PROFIT 
ON FOOD MIXER SALES! 


MIXER “A" PAYS ELM PA/Aag dd (0a) 


36.13°/, PROFIT 


MIXER “‘B’’ PAYS 
MIXER ““c” PAYS EDMEDAMCIAN 
36.16°/, PROFIT 


HAMILTON BEACH -. : 


(Percentages based on List Prices, including tax.) 









MIXER **D"’ PAYS 
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AMERICA’S FASTEST-SELLING PORTABLE! 
A winner since its introduction little more 
than a year ago. Captures the $18.75 market 
for you. Mixette hangs on the wall 
or fits in a drawer. It’s the only 
3-speed mixer offering one- 
hand operation. Most im- 
portant, it’s not a toy but 
a powerful portable that 
takes heavy mixing jobs 

in stride. A gift-item nat- 


ural in its smart black- f/ ~ 
BY $1875" 


and-silver package! 
RETAIL 


Includes gift box, bracket, and 
screws for wall mounting. 





*Prices subject 
to change 
without notice. 
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costs your customers less... while it pays you more! 
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TOP 


quality » a 


HAMILTON BEACH ads in The Saturday Evening Post, Better 
Homes and Gardens, Ladies’ Home Journal, American Weekly, 
and Woman’s Day tell your customers the value-quality story! 


HAMILTON BEACH 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
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ARGIN! From the chart, ao price sheets. 
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BRIDAL BELLS 


Mother-of-Pearl Bridal Set 










has such a lovely rosary pray 
bination been offered to tt e 











BRIDAL BELLS 


BLACK OVAL 


~ tte | i 
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F. WHITAKER CO. 


50 ALEPPO ST., PROVIDENCE 5, R I. 


LA SALETTE 





MONTSERRAT 
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2 _ : i ast ood #6928 $24 
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—a ring that looks truly impressive at this sales-clinchin 
low price! Here's a set you can get behind and rea!) 


oh Zeliiels)(-Melsma-toltl-t1 8 





: att 
Jewelers, Diamond Importers Since I” 
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EEDLE-POINT SETTINGS 1, BERLAND 





‘ 


\ | } 
¥ ‘ 
; 


#6921 $31 the set // | 


’ 


& diamonds — unusual heart motif 


16924 $66 the set 


11 diamonds — exquisite ‘‘custom-type'’ mountings 


yy Beall 


7 


SWINE DIA gy, 
Ss 


t5299 $45 the set 


11 diamonds — tapered fishtail design - La 
- | INCREASE YOUR TRAFFIC, 
UP YOUR SALES 















How many times have 






you lost Diamond sales | 


to a competitor? 


















Diamond 
Sale ... like dozens of others you 


could have had . . . was made by the 


REGISTERED-INSURED 


feature am ZA 


PLVOCCIS 
DIAMONDS 


° “Reg. U. S. T. M. 


A, An OTE on Or 


DISTRIBUTORS of Princess REGISTERED- INSURED DIAMONDS 
MINNEAPOLIS : SALT LAKE CITY : SPOKANE 
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ONLY RETAIL 


Newest Telechron Electric Kitchen Clock Idea 





IVY takes real vines! —in twin, removable vases! These vases are color-styled in 
yellow, red, gray, green. * IVY stands on shelf or counter — hangs on wall or post! 


IVY pretests even better than today’s fastest selling kitchen clock! 7 IVY is 





backed by powerful national advertising in 4-color pages: LIFE, The Saturday Evening Post, 


Better Homes and Gardens throughout the month of June. ee IVY can make a mint 
of money for you. oe Order IVY today and show it! Once folks spy it they'll buy it! 


*Plus tax. Prices and specifications subject to change without notice. 
Telechron is a trademark of Telechron Inc., Ashland. Mass., a General Electric Affiliate. ® 





EXTRA! NEW IVY LAUNCHED BY MOST COLORFUL INTRODUCTORY OFFER EVER PUT BEHIND ANY KITCHEN CLOCK! 





Including color-styled 


Comes in package assortment of most popular kitchen clocks in country today! 
New offer on famous 


display unit and promotion suggestions! 4-color consumer folder also available! 
Telechron Time Table Display! FREE sales training booklet; full-line catalog; price list—on request. 


GET DETAILS ON THIS GREAT OFFER FROM YOUR DISTRIBUTOR TODAY! 


FOR May, 1951 57 

























WED-LOK Ensembles... 
re Made in 
/ ill/ 














and Wide 
Medium 


Narrow 


REASON? Adaptability of the Granat Locking Principle 


Dh ist Wed-Lok* diamond ensembles you can offer your customers a complete and unrestricted choice 
of styles, from the daintiest narrow rings to the most elaborate wide rings. The reason — the Granat- 
exclusive Multi-Grip Lock! No matter what the width of the rings, this patented, instant-action, guar- 
anteed lock clasps every ensemble in perfect alignment, the diamonds always in full view. Its two-point 


placement holds the rings firmly in position, protected from friction and wear. And with Wed-Lok* 





ensembles you offer your customers, in addition, the important plus factor of Granat quality! 


114 GEARY STREET - SAN FRANCISCO 8, CALIFORNIA 











*TRADEMARK REG. U.S. PAT. OFF. 






WED-LOK RINGS ARE PROTECTED BY U.S. PATS. 
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Hop aboard ARWINS 























This Arvin Flash-Fold 
Portable Chair 


P LUS cot Suite s] 


together worth $25” 


95 


(retail price) 


(less batteries) 


$50 
Sell both profitably for 22::.. 


Here’s a real “‘natural’’ to perk up spring 
and early summer sales! It’s the perfect 
combination package that budget-conscious 
vacationers and week-enders can’t resist. The 
portable is Arvin’s light-weight (4 lbs.), 
powerful 446P battery model with superhet 
circuit, Velvet-Voice tone, improved PM 


speaker . . . Sandalwood or Burgundy. The 
Portable Chair is Arvin’s all-purpose 
style PR-200 with super-strong steel frame 
and durable canvas back and seat. Folds flat 
in a flash. Together, they’d cost $25.90—but 
you sell both at the special combination 
price of only $22.50—and make a good profit! 


FREE! Eye-catching window trim and dynamic newspaper mats with your orders! 
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CHAINS 


BRACELETS 


MEMBER 


SOle eae 


New York 


a: a is no easier way of building customer con- 
fidence than by showing and selling the LeStage line. 


Ask your wholesaler — he knows. 


9 Maiden Lane 


A. H. Betz 


KNIVES 


BABY 








Chicago San Francisco 
29 E. Madison St. 657 Mission St. 
A. B. Pinero G. A. Harrah 


JEWELRY IDENTIFICATION BRACELETS 
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ccept no substitute 


for 


un watch cases 


quality 





The |.D. trademark is the symbol of complete dependability 
to those who demand watch cases that are smartly 


styled, precision-made, easy to assemble and engineered 





to fit movements perfectly. 





Standardize on 1.D. Watch Cases for ALL Your Needs 
, R.G.P. (S.S. back) Cases © 14 K Gold Cases ¢ Rhinestone Cases 
Bangle and Bracelet Cases * Diamond and Ruby Set Cases 


Water Resistant Cases * Novelty Watch Cases ¢ ‘Book of Time" Case 


es 


Iso Manufacturing Precision Parts for the Electronics (Radar) Industry 





1D. WATCH CASE COMPANY. wwe 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica, L. |. JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue ® Telephone PL 7-6373 

CHICAGO OFFICE: William Bart, 29 E. Madison Street 

LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 

EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau Street, New York, N.Y. 
SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau Street, New York, N.Y. 








EXCLUSIVE 
DISTRIBUTORS 


A. C. POSSIN CO. 
Milwaukee 


BALDWIN-MILLER CO. 
indianapolis 


J. ENGEL & CO., INC. 
Baltimore 


i. ALBERTS’ SONS, INC. 
Boston—Syracuse 


EDWARDS & COMPANY 
Kansas City, Mo. 


E. W. REYNOLDS CO. 
Los Angeles—San Francisco 
Phoenix—Honolulu 


THE GERWE BROWN CO. 
Cincinnati—New Orleans—Dallas 


"S. H. CLAUSIN & CO., INC. 


: _ Minneapolis—Spokane 
| Solt take City 
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FIRST CHOICE FOR 


every G EET 


FOR May, 1951 





A BEAUTIFUL MODERN EMBLEM DISPLAY CASE 


.. . available at terms that completely defray all cost to you. 


® Frame of handsome hand-finished blonde mahogany. 
© Base and slotted shelves of crystal-clear Lucite. 
® Dustproof construction — removable glass front and back. 











“FREE! 


No. 8401 — Tie Chain 
1/20 12K Gold Filled 








No. 5201 — Ti-Glide 
1/20 12K Gold Filled 


TERMS: Purchase through your wholesaler any 24 | & R emblems. 
With his cooperation case will be billed to you at actual cost of 
$9.75. We will drop ship emblems & case, postage paid with 


* 
FREE: 1 Emblematic Tie Chain Retail $6.25 IRONS & RUSSELL CO. 
. +a lj il , 
1 Emblematic Ti-Glide ae | EMBLEMS SINCE 1861 .. THRU THE WHOLESALER 
9.75T 
$9.75 Tota! = NEW YORK PROVIDENCE CHICAGO 


Retail sale completely defrays cost of case. 








For those who prefer, the case alone may be purchased at the 
cost price of $9.75 without emblems or free merchandise. 
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Established 1924 


ON TIME AND IN STYLE WITH 


chuls watches 


oO} Give | bn 01 @ Oe, KYL OTe A) 


Styled & Manufactured at our factory 


304 EAST 45th ST, NEW YORK 17_N. Y. 


*Reg. Trade Mark 
524,530 


Ladies’ 14 kt. Gold Mesh 
Bracelet with concealed !7 jewel 
Watch. Oriental Rubies or 
Sapphires and 20 full cut 
Diamonds set in Plati- 
num. 
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rading area — weal 
featuring MS 


ws, and in your 
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Get into the sa 


Millions of wome 
our counters, in you 


pierced earrings. 
pierced earrings in y 
advertising. 
The demand is greater th 
couturiers and famous 
frankly feminine creations. 


the picture. 

JMS has kept pace with this style 

inspired line of original creations In 

They are available in 4, different types of pierce 

packaged to make selling an easy pro table pleasure. 

Ask your distributor now to show you the line, or write 
don’t forget JMS regular earrings: 


JMS. And, of course. 


Jewelry Manufacturing LO. 


d, New Jersey 


Parisian 
rned to 
out 


possible. 
have retu 
can roun 


, dreamed 
designers 
erced earrings 


an you eve 
American 
Only pi 
developing 2” 
and gold led. 


d ear wires a ts 


demand by 
solid gold 


direct to 


256 Liberty Street, Bloomfie 
Eastern Midwest West Coast 
Representative Representative Representative 
Herbert Stein c. J. Leavitt ira W. Smith 
29 E. Madison St., 315 West 5th Stu 
Chicago Los Angeles 


Gerald W. Gelb: Sales Managet 
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LL you'll La in new business ..: :.. 


alk ote : 
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This miracle of modern watchmaking 
—at $71.50—is one of the finest values 
you can offer your customers. = 
Masterpiece of accuracy! Handsome, 
dustproof! — 
It’s the one watch that’s different 
. .. that appeals to every man. Order 
today! Mats, window disp displays and | 
- other free sales aids avarlable, . 


‘No. 1003 Gold-filled, wtalnlene ~ 
steel back; retail sriat 0 if 


No. 1001 All stainless steel; —_— 
- retail $71 : 


No. 1004 14K aolay retail $2 10.001 














you'll bring in better busin . 'S 
with —— S a 












NEW 
VULCAEIN 
"VICTORIA" 


NEW 
VULCAIN 
"VICTOR" 


Squarely modern, 
superbly smart for 
dress or sports wear. 
Raised gold 
numerals. 14K 
gold, 17 jewels. 
Retail $132.507 


Combining traditional 
and modern lines in 

a distinguished 

new design concept. 
14K gold, 17 jewels. 


Retail $180.00T 





Nationally advertised in 


fAaquire 
NEW YORKER 





F OULe. PAT. OFF. ce 
“tow ce — See 





VULCAIN WATCH COMPANY, INC. ©... 
630 FIFTH AVENUE *® NEW YORK 20 __ WEST CONST: 1 MUBERT A. wooo, 649 SOUTH ouve mma, S ANGELES 
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Your wholesaler has 
the Carl-Art line of 
1/20-12K Gold-Filled 

or aro MES) (cia llale MENTING =] mmonZeliele)(-man Oday 
Call him TODAY 





Genuine Onyx 
other sets with genuine Chrysophrase 


<p ee, aor " —_ So. - : 
ha ATR ey iS et F 
ee OF PO ta itn Bie i 


we 
% 
Mey, 


SOLD EXCLUSIVELY. THROUGH WHOLESALERS 


CARL-ART, inc. 


ist AN D 


PRO VAIDBiw C8? £2 Ss 


on 
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CCURATE TO THE SPLIT... seconp 


MINUTE 


HOUR 


A chronograph by BOVET, 4 
designed for business ) : 
and professional use... J B23 >> : ~ " Vv ONTH 


wherever precision accuracy 


LY OlO) Nida 7. W) = 


is essential. 


1 
i 
f 
f 
‘ 


Your sales are easy ... profitable when 
you show your customers BOVET chron- 
ographs and BOVET automatic and stop- 
watches. You get a display easel of this 
ad, in color, free with every purchase, 
to draw customers into your store. 


Write today for prices. 


BOVET WATCH CORPORATION 17 WEST 57th ST. NEW YORK 19,N. Y. 
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The test of beauty is its power to endure. 











. The coming CERTINA EA timepieces have that 
- quality, because they are endowed with an elegance 
ot everlasting fashion to make them cherished ' 





© aumtacseome: Irresistible appeal i is no accident in 


A. 1 . The « designi me —, which has made 





cnet "Styled ie All Time” 
qu ality is destined to make 




















ure—v with selling . 











i sips palepiied. 


























ee 
ee 
ee eee 
— 
r — 
—— a 
a an et ~~ ntti 
— — 
~ 
> 
a 






































Crafted in the Priced for Primed for 
Precision Tradition Certain Profit All-out Promotion 








WATCH THESE PAGES FOR THE STORY OF THE NEW Coedépea&A...THE WATCH IN Your FUTUR 


a 


ening night 


NO. A428 

in lovely turquoise 
gift box with stand- 
up oval frame. 


N STAGE for the whole fashion world to applaud. 
Shown for the first time are the exciting, new..... 


ANNIVERSARY LOCKETS by Hayward. 


Exquisitely designed . . . each locket fashioned in 
precious metals throughout . . . displayed in a defi- 
nitely feminine turquoise package with new 
stand-up oval frame. Unsurpassed in PROVEN 
sales acceptance the country over. See for your- 

self — order your sample tray today. 


WALTER E. HAYWARD CO., INC. 
ATTLEBORO, MASSACHUSETTS 


THE DESIGNS SHOWN ARE-TYPICAL — FOR <- 
HE LINE SEE YOUR WHOLESALER. 


hey 
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A NAME TO REMEMBER ... . 


~  LOREN RINGS = 


INC. 


















A complete new line of the smartest and | 


latest designs in the jewelry business. For better 





rings and something entirely new—something 


different —here it is— 





The most modern and latest designs in 
engagement ring sets. Fine quality at a reason- 


able price, 








Designed specifically to give your diamonds 
the illusion of being much larger and to enhance 


their brilliance. 





, = Wetter Kings — Y = y = Kings 
stiaditdiiadiniadiedies Wetter WS : errererree 
4 


SOLD THROUGH AUTHORIZED DISTRIBUTORS 


LOREN RINGS, INC. 


47 WEST 47TH ST. NEW YORK 19, N. Y. 


"Thirty Years of experience to give you the finest in 


engagement ring sets’ 


JOE S. ALEXANDER WEST COAST REPRESENTATIVE 
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Retailers Say, 
“CHECK JOHNSON,” 


for Bigger June Sales! 


1+ checks . . . because June weddings will soon be busting out all over 
and smart retailers will be busting out with bigger sales and bigger 
profits when they display Johnson's fast-selling wedding gift line. It 
checks . .. because Johnson has been serving America's leading jewelers 
for 82 years. Yessiree... with wedding bells ringing, you'll be singing 
a song of sales and then some! Call or write Johnson today. 


FLATWARE 


1847 Rogers Bros. 
Community Plate 
Wm. Rogers & Son 
Tudor Plate Flatware 
Sileo Stainless 
Diamondware 


Here’s Your Check List Oneida Craft 


a. « St inl 
of Johnson Profit Winners Alvin Sterling 


Rogers Sterling 
Manchester Sterling 
Oneida Sterling 
Carvel Hall Cutlery 


HOLLOWWARE 


1847 Rogers Bros. 
Community Plate 
Rogers 

Tudor Plate 


Poole 


JEWELRY 


American Beauty 


Deltah 
Anson 
Leo Glass 
' 5 Marcasite Jewelry 
. LIGHTERS 


Ronson 


A.S.R. 
CLOCKS Zippo 
Seth Thomas WATCH 
Telechron ATTACHMENTS 
Westclox Jacoby Bender 
New Haven cra 
Semca—Phinney 


Walker Clocks APPLIANCES 


Semca Watches Knapp Monarch 


Revere Manning Bowman 
Herschede Crown Broilers 


All merchandise listed here is illus- 
trated in our big, new 1951 catalogue. 
Send for your copy foday. 
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ALL STAR FAVORITES Fop 
EVERY CHOICE AND 
ALL DISCRIMINATING TAs} 


The great Robert Q. Lewis, 

Of television fame, 

Is promoting to millions 
The A*S*R ASCOT name. 

He brings top entertainment, 
And the lighter that never fais 
Creating for Jewelers, — 
Thousands of sales. _ 





















A°S*R Ascot ‘’Heritage’’ Set: 
Lighter with exclusive Ascot “Year 
L-o-n-g” Flint, Cigarette Server with 
ebony handles, and embossed Tray. 


Rhodium, copper, or brass finish. 
No Fed. Tax. Retail. .......$27.50 











Sy 4 7 

= GRADUATION 

Heritage Lighter: Rhodium, cop- 7 
per or brass finish. Beautifully gift 


packaged. No Fed. Tax. Retail. 
$13.95 






























3 






A°S°R 
ASCOT 


“Classic 
Lighter’ 


Perennial favorite. In 
Grecian design, Rhodi- 
um finish. No Fed Tax. 
Retail .........$13.95 


"Pr ey GAAP? : 3 ‘ : Y Se 


oes 













A°S°R ASCOT 


a : 
ae i 


LIGHTER 


With Exclusive “'Year-Long” Flint 


Built-in chimney. Ribbed design. 
Rugged, smart. “Light-switch” 
action. Extra fuel capacity with 
propel and repel action for 
easy adjustment.,......$8.95 














A*S°R Ascot “’Pagoda”’ 
Set: Oriental motif. 
Lighter, four golden ash 
- Ff Trays, compact utility 
mee ebony Stand. Gold fin- 
ished Lighter, lucite 
body in ebony, orient 
red or jade green. No 
ae Fed. Tax. Retail $17.50 




























Chrome finish. Vertical design. 
“Light-switch” action. No Fed. 
Tax. Retail .,.........$6.50 








“Pagoda” Lighter: De- Fs : : oe 
tails as above. Striking _ i. : — " | _ a 
black and gold gift a _ | . : <<. 

boxed. No Fed. Tax. 
Retail ........$14.95 
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EASY ON! EASY OFFS 


EASY 70 SELL! 


= a 


T1/101 





‘The demand for identification bracelets is zooming 


appealing packaging. ‘ ‘There's pr ofit in the Everfin 


Se 


JEWELRY MFG. CO. 


157 ORANGE STREET+- PROVIDENCE 3, RHODE ISLAND 
U 
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bracelets in the NIAGARA manner 


In the Niagara manner means 
something very special’... 
Tak olig-re mi eig-veiitelahee ol alilcelabmesavaliare) 
Meet) ol-ldomirolslokoreiiciire mm Celemudlimiiire 
Niagara Bracelets consistently 


very special” 


A QUALITY PRODUCT OF AUREL JEWELRY 
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SMART NEW DESK, BOUDOIR, 
AND TRAVELLING CLOCKS 


1. Powerful main spring storing up power 
for 10 days. 


. Pleasant and clear sounding bell. 
. Silent running movement. 


. All parts interchangeable. 


2 
3 
4 
5 


. Fully protected with dustproof cap. 





ALL ORIS CLOCKS ATTRACTIVELY 
GIFT-BOXED AND FULLY GUARANTEED 








Onis 
SEVEN SE WES 


ES 


No. 801 8-day — 7 jewel! travelling 7 Edi iia mms 

folding alarm, all gilt lacquered finish, : 5 iq No. 805 8-day —7 jewel (small 
in genuine leather assorted color cases, ae round) desk or boudoir alarm. Bright 
— — dials and hands. Size: 1ay ai gilt lacquered, and assorted color enamel 
2%x3x 1". Retail, $17.50 Ar \\ : Of finish cases. Assorted luminous dials. 
aes A \\ LIL ff Height 2%"; Width 2%”; Depth 1”. 


Retail, $14.95 








~~ .% No. 804 8-day —7 jewel desk or gree 
sen eae oe 4 boudoir alarm, fine gilt finish case with ees 
: . black base. Delicate gilt figure dial, lumi- pois: mee 
nous dots and hands. Height 3%”; 
Width 442”; Depth 1%”. 
Retail, $17.50 


white. * vo PR 








No. 806 8-day—7 jewel (easel) desk 
or boudoir alarm, bright gilt finish case. 
Gilt matching dial with clear luminous 
figures and hands. Height 344”; Width 


3”; Depth 1%". Retail, $14.95 











ORDER THRU YOUR WHOLESALER OR CONTACT 


| a HARRIS Company, Inc. No. 803 © 8-day —7 jewel desk or 


SOLE U. S. DISTRIBUTORS boudoir alarm. Square metal case, all gilt finish; also attrac- 
tive colored metal cases. Gilt figure dial, luminous dots and 


665 Fifth Avenue, New York 22, N.Y. 
Phone Plaza 8-1016 - hands. Height 4”; Width 32"; Depth 142”. Retail, $18.95 








Popularly priced, high quality jew- 
elry should not have to suffer during 
this present national emergency... for 
Gold Filled is now available with a 
sterling silver base. 


Made by the Old Sheffield Process 
... by fusing and rolling a layer of 
Karat Gold on sterling silver . . . this 
new, all-precious Gold Filled has a 


Research Division of GOld Filled and Rolled Gold Plate Manufacturers 

















hard, dense surface of Karat Gold that 
is highly resistant to wear. 

With its long-wearing beauty...with 
its greater intrinsic value...and with 
its price within reach of the public... 
Gold Filled jewelry with a sterling 
silver base, will create an ever- 
increasing public demand in the 
months that lie ahead. 











Quality is guaranteed under the terms of Commercial 
Standard CS 47-34 as issued by the United States 
Department of Commerce and approved by the 
American Standards Association 


- Providence 7, Rhode Island 
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PAULSON, ORIGINATORS OF WATCH CLEANING 
MACHINES NOW BRING YOU THE FINEST 


ATCH CLEANER 
aric ye LSON 
HEATED SOLUTIONS | 


PATENT APPLIED FOR 


weraccconme nnn NCAA TheSe 


SET IN WARM WATER "B", AUTO- 
MATICALLY MAINTAINING DESIRED 


* 
TEMPERATURE, HEATING UNIT IN 
METAL HOUSING "'C"'" 
















Featiii CS Above picture shows basket in 
starting position, ready to enter 


cleaning jar. 


ENTIRE ACTION AUTOMATIC 





@ Jars containing cleaning solutions set in water, 
automatically heated and controlled at proper 
degree of warmth for perfect cleaning. 


2) New vertical reciprocating cleaning action (up 
and down). Total of four thousand one-half 
inch strokes assures positive cleaning of all 
watch parts, including positive flow of fluid 

: ‘ ; This picture show: basket in 
through jewels. Complete operation, five and cleaning jar. Cleaning action 
one-half minutes. is UP AND DOWN. 











63 Automatically warmed watch parts assure no 
rusting of parts during hot, humid weather. 


@ Basket snaps on. One hand action, on or off. 


gO Jars are automatically covered when not in use. 


Ss This shows basket spinning off 
With pa UlsSON Solutions surplus solution. 
2. aii 


LESS 6% and 2% FOR CASH 
LIBERAL PAYMENT PLAN 

LIBERAL ALLOWANCE ON 
YOUR OLD MACHINE 




















This picture shows automatic 
movement of basket from jar 









Size 12 1/2 x 12 1/2 x 16" high. Shipping weight Operation simple. Place in starting position; a decorator oa 
45 pounds, Easily portable, Specially made machine does the rest. Automatic heat control © teney Paulson & Co. - 131 So, Wabash Ave., Chicago, IU. 
unbreakable anodized aluminum cleaning jars. maintains correctly heated water in tank, Jars , 

All aluminum frame and motor housing. Finished containing cleaning solutions are placed in the ee thin hands connie Bid anbebins Beton 

in crackled gray, The newest idea in baskets, warm water. (See picture at top of page) Electric Sotueeatia » rene gr-raincsatie 8 

snaps on instantly, heater unit consumes less than 10¢ per day. ; 






CO) For cash in 10 days, $275.00 less 6% and 2%. 
For payment plan $50.00 down, balance $22.50 
per month for 10 months. No carrying charge. 
ay have old watch cleaner to trade in, 


USE THIS HANDY COUPON 














Hi E N R Y P A U L Ss O Ni & C O s nit Year __Original Cost_—__ 
131 S. Wabash Ave. CHICAGO 3, ILLINOIS City —— 




















The finer the watch, the more its makers insist on INCABLOC...for only the 
INCABLOC shock absorber can give a watch the complete protection it deserves! 



















No other shock absorber can point to anything even remotely resembling INCABLOC’s 
record. Although more than 40,000,000 watches are already equipped with INCABLOC, 
not one INCABLOC assembly has ever been returned as imperfect! Five hundred 
employees are devoted to precision-checking every individual part that leaves the 
factory! 


Watches not only work better with INCABLOC...They sell better too! Every day 
more and more leading watchmakers like Suter are confirming this...so give your 
watches the indispensable advantages of INCABLOC’s peerless protection and extra 
sales appeal. Use INCABLOC and mention it in every watch you feature. 





Write for literature, tags and other valuable dealer aids. 











THE BEST /s 
EVEN BETTER WITH 
INCABLOC 









THE AMERICAN INCABLOC COMPANY, 
366 Fifth Avenue, New York 





Factories: La Chaux-de-Fonds, Switzerland 
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Only PACIHE Silver Cloth 


positively prevents silver tarnish 


LEADING MANUFACTURERS OF CHESTS Recommended by leading makers 
FEATURE PACIFIC SILVER CLOTH of sterling and fine silverplate 


For YOUR JUNE BRIDE PROMOTION, feature silver chests lined 
with Pacific Silver Cloth, the only fabric that positively pre- 
vents silver tarnish. Pacific Silver Cloth chest linings, bags 
and rolls give you a competitive advantage on sales of ster- 
ling, and trade up fine silverplate. No other fabric gives silver 
such complete and lasting protection. 

A special silver compound impregnated in the cloth filters 
tarnish-causing sulphur fumes out of the air, keeps silver 


bright without polishing. 





Marshall-White's Cameo chest made of The rich mahogany color of Pacific Silver Cloth flatters 
Plaskon*. Old ivory or mahogany color. : é, ‘tas 

Fadeproof, scratchproof, easy to clean. Holds silver, doesn’t show dust. The identifying label on every 
150 pieces. Lined with Pacific Silver Cloth. article made of Pacific Silver Cloth is your customer's assur- 


ance of the finest silver protection she can buy. It's nationally 
advertised! Ask your wholesaler for it. 





Eureka Mfg. Co.’s #102 chest. Has metal 
cover support. Made of fine grained wood. 
Holds about 150 pieces. Lined with Pacific 
Silver Cloth. Eureka Mfg. Co., 144 W. Britan- 





COMPARE THESE SPOONS FOR TARNISH! 
Unretouched photos* by U. S. Testing Co., Inc. 


nia St., Taunton, Mass. 


Spoon “A” wrapped in ordinary “anti-tarnish” cloth accumulated heavy 
tarnish during test. Spoon “B”, protected by Pacific Silver Cloth, re- 









are... . . a eo 
rn ee ; tained its original sparkle and luster under the same conditions. 
a fs paciFit th \ Ren. 6.5. Pa *Test #18035, March 23, 1950 
jiter” Ck . For extra gift sales, feature this 
a gor tO” ee self-service display of Pacific 
yes OT : Silver Cloth wraps: wraps 

if3 a ” ” ” 

" 4 fete 2 18”x31” and 36”x31”. RE EET ED SPT SE ET SR CS TR LA ETE mem rere 

Yee” . = > | re Ee. l “7 





PACIFIC MILLS, Dept. RR5, 
| 1407 Broadway, New York 18, N. Y. 





Gentlemen: I am interested in wraps__, chests__, holloware 
bags__., place-setting rolls__, packets___ made_ with Pacific 





Silver Cloth. Send me names of sources of supply and descrip- 
tive literature. 


Name. 





Position Dept 





Store 


Its PA eH Silver Cloth | :*s 


MADE BY PACIFIC MILLS... City Zone State 
WEAVERS OF FINE COTTONS, RAYONS, WORSTEDS, WOOLENS ra caetiicenmitinideaialin - = 
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* LABORATORY TESTS SHOWED THAT NAOMI-PAC INSURES FINDINGS 


TO BE DUST-PROOF, MOISTURE-PROOF AND TARNISH RESISTANT. 
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sthere’s no expansion watch bracelet 





in the world like the one and only 













uadha-Flex 


Trade Mark 


TI 

























STRETCHES 4 WAYS FOR COMFORT ALWAYS! 


say profit-minded retailers 
and value-conscious consumers 


HERE’S WHY! 


Quadra-Flex FOUR WAY, SUPER-CUSHIONED 
SPRING ACTION is the only new development in 


the manufacturing of flexible bracelets. It has sturdier 





construction, yet is as pliable as doeskin . . . which 


means greater comfort, perfect fit. 


In addition to its many outstanding features, there’s 
the new Universalok* Automatic Ends that fit most 
watches having up to % inch lug. It eliminates sizing 


problems and can be attached in a jiffy by anyone. 


Also reduces inventory requirements, 


all this, PLUS regular mark up, makes 
quadra-flex the world’s best bracelet “buy” 


: ye Ras , N .” 
ee - | a d } *T. M. Pat. Pending 














Automatically Custom 
Fits Most All Styles 


































MAKERS OF FAMOUS APEX WATCH CASES 
OLD TRACK ROAD, GREENWICH, CONN. 


CESSORIES SINC. 
epee SS Cars > —— { 
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gift occasion, 
ly select 
from a wide 


t gifts, including... 





pop-up . 
ce _ Pop-Up with an extra i : 
for small slices; extra — 
 evlor-controlrange; extra 
1 _—_— flavor from the toasting 
oven. And it’s gift styled 
ease oe fester sales! 





_ADIUST-O-MATIC IRONS 


S ee Always popular . . always depend- 
oe ae |.» a full line of finer irons ?--- 
offers 1 Foot best oe a Sag best 7 
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umy friend has a wonderful 
new ring made of PALLADIUM. 


May | see something in that?” 


ee 


“Yes, indeed. 
Palladium is the 
newest of the precious 
jewelry metals...and 

one of the rarest, too.” 





CUSTOMER: Oh, | like this. But just what is pal- |= more securely. You might be surprised to know that 
ladium? palladium has been used for years as the actual set- 


ting for stones in jewelry made of other metals — 
. i] 7 * e . 2 
JEWELER: It’s one of the six different metals in the because of its color and strength. 
platinum family ... platinum, palladium, rhodium, 


ruthenium, iridium, and osmium. CUSTOMER: That's interesting—and is palladium 


CUSTOMER: And is this a new kind of diamond, being used for other things, too? 


too? It’s so clear and brilliant! 
JEWELER: Why, yes. | can show you brooches, pins, 


JEWELER: Well, you see, lustrous white palladium and ear clips of palladium now. And we'll be having 
faithfully reflects the color and sparkle of a diamond. more of it, too, because the designers are using palla- 
And palladium is a strong metal — it holds the stone = dium now for all kinds of jewelry. 


JEWELERS! Be sure to send for your free copies of 
give-away booklets ard attractive counter cards fea- 
turing palladium jewelry. 


PALLADIUM 


NEWEST OF THE PRECIOUS JEWELRY METALS 






PLATINUM METALS DIVISION + THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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tcarve d advertising 


works twice as hard for you! 








This full-page ad appearing in LIFE 
and LOOK spearheads a great 
campaign reaching more than 
47,000,000 customers every 9 days! Ae 





















This extra wedding ring campaign 
is an Artcarved exclusive that 
brings you extra sales—extra profits! 
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Week after week throughout your busiest bridal 
season, prospective customers of yours see 
Artcarved ring advertising in the nation’s greatest magazines! 





Both the diamond ring campaign and the only-one-of- 
its-kind wedding ring campaign are helping to sell actual, 
specific merchandise—and building confidence in your 
store because you stock these recognized-quality rings. 





Tie in with Aricarved national advertising during your big reeks © | | 


Spring bridal season. Display both Artcarved diamond and creme F | | 
wedding rings prominently. Display reprints of the two advertising ps Se ee 
campaigns in your windows, on your counters. 


You'll find twice as much interest—twice as much profit— 7 
resulting from these two great campaigns that are working 
for you! And they'll keep on, paying off all year long! ie = | 
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Boleved Hy ideo fo mare thon lundred yrare— 


Artcarved « WOODCREST” 
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DIAMOND RINGS 





DIAMOND AND WEDDING RINGS 


created by 
J. R. WOOD & SONS, Inc. 


216 EAST 45TH STREET, NEW YORK 17,N. Y. 


MEMBER 





*Trade Marks Reg. 
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DIAMOND DIGEST 


THE STORY OF DIAMONDS 
(Part Three) 


In recent years, more people have 
bought diamonds than ever before. 
Also, judging from letters we have 
received from interested readers of 
this column, more questions are being 
asked about diamonds by prospective 
retail purchasers. Consequently, we 
feel it timely to sketch some 
important and valuable highlights 
about diamonds. 


The hardest substance known to man 
is a diamond, which is virtually 
indestructible and cannot ever "wear 
out." Consequently, unlike anything 
else, the diamond is an everlasting 
heirloom. 


True, the diamond is only carbon, a 
very ordinary substance. But through 
some miraculous natural process which 
science has not yet fathomed, the 
carbon is transformed into the 
beautiful Queen of Gems. Since man 
doesn't know what makes a diamond, he, 
himself, cannot imitate Nature's 
handiwork. 


A diamond has a greater power to 
bend rays of light than any other gen. 
It can also be said that it has the 
highest index of refraction —— about 
2.42. Furthermore, because it is so 
hard, a well proportioned polished 
diamond gives off surface reflections 
more brilliant than any other precious 
stone. 


The tradition of the diamond, like 
the diamond itself, cannot be equalled 
either. Some of the ancients referred 
to the diamond as "the Venus Stone," 
believing the astral fire of Venus was 
trapped within the diamond. This is 
one of the reasons, perhaps, that the 
diamond became the symbol of everlast-— 
ing love, a proper token for the 
engaged girl. 


For Similar reasons, more married 
men than ever before are buying 
diamond engagement rings for their 
wives on the "better late than never" 
theory. Arnstein Bros. & Co. is 
gratified to have been the first 
diamond source to suggest this 
promotion, which proved most success— 
ful to its accounts. Such service is 
as valuable as the Arnstein system of 
standardized diamonds. 


NN inativr. Ubu, b ~C, 


DIAMOND CUTTERS AND IMPORTERS 








608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELER S' 


Y now, with April passed, you 

are more familiar with the prob- 
lem of price regulation and its many 
ramifications. Indeed, if you did not 
wind things up in April with the feel- 
ing that you had been thumped 
throughout the month with that blunt 
piece of Governmental machinery 
known as CPR 7, then you are the 
exceptional merchant. Most retailers, 
because they assumed it was their 
patriotic duty, had no violent objec- 
tion to the idea behind controlled 
prices. The thorn which jabbed with 
the greatest persistency was the com- 
plexity of the regulation, not its 
fundamental principle. In short, no- 
body could understand it. 


In mid-April, just two weeks be- 
fore the originally scheduled deadline 
for filing charts, the New York Office 
of Price Stabilization reported that 
only 750 retailers had filed charts 
with OPS. And there are 45,000 re- 
tailers in this area had to send in 
charts before the end of the month. 
Lest you think that New York can 
claim as many as 750 persons who 
can understand the regulation, we 
must add that only one in four of 
those 750 early-birds was given ap- 
proval by the OPS. The 562 others 
received their charts right back again, 
because they had not been made out 
properly. 


> © 
NE of the shady underworld fig- 


ures who was called before the 
Senate Crime Investigating Commit- 
tee in New York used the no-jewelry- 
on-me gimmick in an effort to exon- 
erate himself before the committee. 
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The gentleman made his claim to pov- 
erty, unpretentiousness and — there- 
fore—honesty and good citizenship 
by showing off to Senators Kefauver 
and Tobey his complete lack of 
jeweled ornamentation. We were 
happy to see this effort fail to impress 
the committee members. He received 
the same going-over his more re- 
splendent predecessors were given. 


© © 


en can still be a prize winner. If 

you have not yet entered the JC-K 
Silverware Pattern Contest—it first 
appeared in the April issue—you still 
have 20 days to submit your entry. 
For another look at the contest rules 
(and some helpful hints), turn to 
page 160 of this issue. To be eligible 
for one of the 30 valuable prizes, be 
sure to have your entry postmarked 


on or before May 20. 





Something to Think About 


NEWSPAPER 
= ADVERTISING 


TOTAL LINAGE = 52 U.S. CITIES 
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AST fall, 1847 Rogers Bros. an- 

nounced they were going to give 

a silver spoon, fork ard plastic plate 

to each child born on New Year’s 

Day, 1951. Each new set of twins 

would receive a six piece Step-Up 
silver service. 

First person to pop up with a twin- 
claim on New Year's Day was a 
fellow named Squires of Meriden, 
Conn. In fact, the Squires’ twins 
were the first ones born anywhere in 
the country this year. And whom do 
you suppose this Mr. Squires works 


for? 1847 Rogers Bros.! 
© © 


NCIDENTALLY, when “1847” 

planned the New Year’s Day pro- 
motion last fall, they called on the 
Metropolitan Life Insurance Co. to ad- 
vise on how many sets of twins to be 
ready for. Metropolitan statisticians 
said there would be 105. Nobody 
expects the experts to be right every 
time. Final count: 106. 


© © 


E cannot prove that every alert 
jeweler subscribes to JC-K, nor 
that every JC-K subscriber is alert. 
But quite often we get evidence that 
among our readers are the cream of 


the crop. Example: 


On April 11, in the grand ballroom 
of The Commodore Hotel in New 
York, the Brand Names Foundation 
made its annual awards to retailers 
who did the most outstanding jobs in 
the profitable promotion of brand 
name merchandise. The “Jewelry 
Store Brand Name Retailer of the 
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Hs the thing to sell ! 


She Willion= Bellon, Baby. Leno,! 


Over a million dollars’ worth of children’s silverplate gifts 
will be sold this year by 1847 Rogers Bros.—the sales leader. 
Don’t miss your share of this market or lose the terrific traffic 
and extra sales these gifts can bring you! Be wise. Stock up 
on this million dollar line now! 




























Koko—Cute, practical, safe crib 
toy or rattle ........ $2.00 


Step-up set —1847 Rogers Bros, 
matched silverware for baby’s needs 
from birth to ten years. Includes: 
Baby Feeding Spoon, 2-pc. Educator 
Set, 3-pe. Youngster Set all in plastic 
OMG osceneveev ewes oe Oe 





Bent-handle baby spoon—A lovely spoon 
in the traditional shape. For the first time 
baby feeds himself. ........... $1.00 








BP nn > Se ee Merron 





Panda—a new friend for children—1847 
Rogers Bros, Educator Fork and Spoon 
gift-boxed inside a charming child’s story 
 SRUPETLETERT LTT LT. ... 





Feature this eye-getting, traffic-pulling line in your window and 
on your counter! Use the gifts which come in all five 1847 Rogers 
Bros, patterns as openers to sell customers complete sets of the pat- 
terns they choose! Suggest them as companion pieces to customers 
who buy or own complete sets! 


America’s Best-Selling Silverplate 
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Year” was S. & N. Katz, Inc., Balti- 
more, Md. The four stores awarded 
the “Jewelry Store Brand Name Cer- 
tificate of Distinction” were Budd & 
Co., Columbus, Ohio; Michaels, New 
Haven, Conn.; Ricky’s Jewelers, 
Klamath Falls, Oregon; and Schin- 
dler’s Jewelry, Sioux City, lowa. 

Every one of these is a subscriber 
to THE JEWELERS’ CIRCULAR-KEy- 
stoNE and Katz and Michaels are 
multiple subscribers with 10 and 13 
copies going to each respectively. 
(We might add respectfully.) 

Whether subscribers to JC-K are 
made alert by reading the editorial 
content—or whether alert retailers are 
attracted by the editorial content, is a 
question that modesty precludes our 
answering. In any event, we are 
proud of the quality of our sub- 
scribers and their conspicuousness as 
successful merchants. 


> © 
(* April 1 of this year, one Julius 


Huettner, a clockmaker in the 
Swedish town of Gothenburg, worked 
on no clocks. Tears filled his eyes; 
tears springing from emotional re- 
action. Delegates from 15 nations 
had come to honor him on that day. 








More than 1000 persons in 20 coun- 
tries had sent him birthday greetings. 
All of Gothenburg turned out for the 
celebration. Julius Huettner was 
remembered by thousands more 
throughout the world on that day, 
for—beginning in 1933 and continu- 
ing through the years—he had helped 
36,000 persons escape from the terror 
of the Nazis. 20,000 of those he 
befriended found a new life in the 
United States. 


© © 
yee story which Mrs. Gladys 


Hannaford did not include in 
her February JC-K story about dia- 
mond mining on Africa’s West Coast 
is one about the native workers in the 
diamond compounds. A compound 
is a guarded, barbed-wire enclosure 
in which the mining is done. The 
“boys” (as workers of all ages are 
called) are hired on four-month con- 
tracts, during which time they are 
prohibited from leaving the com- 
pound. Furthermore, they are not 
allowed to take anything out of the 
compound when their contracts ex- 
pire, a necessary regulation to guard 
against theft. Because of the regula- 
tions, the company discourages the 











‘Im all out of pear-shaped diamonds, Mrs. McCloskey, how's about a nice 
emerald brooch?" 


FOR MAy, 1951 


boys from bringing any items of 
value into the compound and the boys 
are satisfied and willing to leave all 
articles behind them when they leave. 


One day, one of the boys said he 
wanted to bring in a bicycle. Com- 
pany officials explained the regula- 
tions, because a bike is a pretty ex- 
pensive bit of equipment in that part 
of the world and, as the company rule 
goes, “you can’t take it with you” at 
the end of the four-month hitch. The 
boy said O * don’t have the West 
African equ¥@fent in our African- 
English dictionary). He convinced 
the officials that he was willing to 
leave the bike in the compound at the 
end of his contract. 

Later, company oflicials discovered 
why the boy so willingly accepted the 
company’s requirements. He was giv- 
ing lessons in bicycling to his col- 
leagues during his off-duty hours—at 
a price! Then he would rent the bike 
to those he had taught at an hourly 
rental, quite high enough to liquidate 
the cost. What’s more, before he left 
the compound, he sold the bicycle at 
a profit. 

© © 


_ many extra pages which are 

required to give you necessary in- 
formation on Office of Price Stabili- 
zation regulations have prohibited 
our publishing two scheduled articles 
in this issue. We regret that circum- 
stances make it impossible for us to 
present either the follow-up article on 
“Mrs. America’s Silverware—1950” 
or “A Practical Course in Artistic 
kngraving.” Both will be resumed in 
an early issue of JC-K. 


© © 


DIAMOND was lost by Leo 

Kaplan of Lazare Kaplan and 
Sons, Inc., diamond cutters of New 
York, while it was being sawed. Mr. 
Kaplan thought it had been thrown 
by the saw in the direction of the 
window. But he could find no stone 
when he looked there. He looked 
all over the room, but found no stone. 
Only one other place it could have 
gone, he thought. It must have slipped 
through the crack where the window 
joins the sill and dropped to the 
street. No results there either. He 
forgot about the diamond until, 
months later, he accidentally hap- 
pened to notice the stone, embedded 
in the putty of the window pane. 
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Over and over again the Holmes & Edwards “806” 
idea has demonstrated: 


e That it will bring into stores a greater num- 
ber of silverware prospects... 


e That it will sell a greater volume of com- 
plete sets... 


e That it can double and redouble the vol- 
ume of silverplate sales .. 


Here are the simple, logical reasons for the suc- 


cess of “806”: 


“806” cashes in on the fact that the place setting 
has become the accepted unit price in flatware. 





-.. and it pulls them up to this 








“806” cashes in on the fact that a price of $8.06 
effectively dramatizes how inexpensive it is to 
own quality Holmes & Edwards silverplate... 
particularly in comparison with the average ster]- 
ing place setting price. 


“806” cashes in on the fact that a low unit price is 
easy to promote on a true volume basis... and 
when it is tied up to attractive Club Plan terms 
it sells complete sets in volume! 


For a more detailed story of what you can expect 


“806” to do for your store, speak to your Holmes 


& Edwards’ salesman in the near future. 


MADE BY THE INTERNATIONAL SILVER COMPANY 


HOLMES & EDWARDS Stoting Ondaid Stang 


COPYRIGHT 1951, THE INTERNATIONAL SILVER CO., HOLMES & EDWARDS DIVISION, MERIDEN, CONN. OREG. U.S. PAT. OFF, 
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Educational Display 
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Shows Public How to Evaluate Diamonds 


by EVERETT SMITH 


KF IVE fine diamond rings, all with identical 
mountings, and all priced at $300 each, formed the cen- 
tral theme in a window display at Kennard & Company, 
Boston, Mass., which attracted wide attention, and 
brought a big stack of mail requests for a diamond 
pamphlet. 

A display card asked window shoppers to note the 
difference in size and quality of the diamonds shown, 
which ranged from 35/100 of a carat to 75/100 of a 
carat. 

Back of these rings Mr. Kennard had shown his dia- 
mond evaluator, with 10 things to remember in choosing 
a diamond. A series of newspaper advertisements also 
called attention to these 10 points under a heading, “Are 
You Confused About Diamond Prices?” 

Shoppers were thus given an opportunity to learn how 
to evaluate a diamond through the diamond evaluator 
window display. 

The 35/100-carat diamond carried a card showing the 
gem to be flawless and of a blue white color. 

Next to it, the 40/100-carat diamond was shown to be 
flawless and of fine white color. 

(Please turn to page 141) 
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Flanked by photos showing 
the mining and cutting of 
diamonds, this display’ by 
Kennard & Co. (above} drew 
wide attention. A series 
of ads such as at right, 
emphasized ten points for 
the customer to remember 
when choosing a_ diamond. 


ABOUT DIAMOND PRICES?8 
Here are 10 important things to } 


4 =~ te an an tan 


ARE YOU CONFUSED 


} remember in choosing a diamond 2 
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Spend what you had in miad, do aot be persuaded qo overbuy 








If you have aot saved for her ring and have no owsside finan- +, : 
cial help, a recommended practice is to spead between one J 


aad two months’ income. 


Put the major portion of your money into the diamoad, 
change 


mounungs wear out and styles 








Do not be p ded b y any di aad a4 aa ™ invesement.” 
Diamonds pay Ifetime dividends oaly i ty. pt aod 2 
security. 


When the term “perfect” is being featured in a sales calk, & 
remember a diamoad might be “perfece” (that is, fawless) @ 


end still be a very poor d 


Remember that the term “blue white” has become so abused § 


that it no longer denotes a specific color good or bad. 


How large should her diamond be? If you are quality minded, J 
lec che size be determined by your pocketbook and gooduxe @ 


aad judgment. 


If you are buying out of income, do as in purchasing acag 3 . 
—know exactly what financing cos are. In diamond pricing, §& 
excessive charges can be concealgd under the slogan “no . 


interest or carry charge.” 


Do not forget, there is no substitute for a trustworthy repu- 
tation coupicd with specialized gem knowledge. Registered 


< 


Jewelers of the Americana Gem Society possess both of these yi 


priceless ingredients. 


Lucky you??? Unfortunately, the young engaged man who € 


Sf 


is looking for a diamond “deal” sets himself up as a target § 


for every type of diamond manipulation. Stcop— and ask 


yourself these questions: How come my money has suddenly j 


become so much more valuable than that of other intelligent 
purchasers? How come these “once ia a lifetime deals” just 
happened to be waiting for “lucky me"? cova, 1950. 043 co. 


} These are typical Kennard diamond rings 


$115. $325. 


€ Learn how to Evaluate a diamond— 
j —See our Diamond Evaluator Window 3 
If you're considering a diamond purchase, be sure to see 


Diamond Evaluator Window, which shows you simply and clearly 
how diamonds are priced, and — Then come in and discuss 


ad prefereaces with us. We'll tell 
| prices 
ing. We believe you'll 


the i 
find a talk with us genuinely helpful. But re you can’t come im, 
send for our free booklet “Diamodds.” It's full of facts you pught 


to know. 


Prices include Federal Tax 


Kennard Gp 
1S ARLINGTON STREET, BOSTON, MASS. 





FIVE GENERATIONS OF SERVING NEW ENGLAND 
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One of the many suggested window displays from 
the JIC "Idea Book" for the 1951 Diamond Exhibit. 
This display, using JIC-supplied cards, suggests 
diamonds for four of the most important gift-giving 
Loccasions. 


Diamond bracelet shown here is 
from Raymond Abrahams, N. Y. 
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EXHIBE 


FOR May, 1951 


This annual industry-wide promotion sponsored by the Jewelry Industry 
Council for the third time this year, is designed to stimulate diamond 


sales as well as to increase the jeweler's prestige in his community. 


On May 24th, the retail jewelers across the country will simul- 
taneously launch what has become one of the most profitable industry-wide 


T... May 24 to June 9 


promotions—the Annual Diamond Exhibit, sponsored by the Jewelry 
Industry Council. This event, the third of similar promotions, is designed 
not only to furnish a stimulus for the jeweler’s sale of diamonds, but also 
to further his prestige and reputation among the public as the logical and 
only place to go in buying a diamond—the one place where they can be 
assured of receiving honest information on this most important purchase 
and full value for the money they spend. — " 


We are now in an era of full employment; the marriage rate is on the 
increase for the first time since 1946. Any jeweler whose diamond sales are 
not keeping abreast of the national average or who is looking to better his 
present sales volume should not pass up the opportunity presented by this 
nation-wide promotion, the purpose of which is to create public interest in 
diamonds and focus their attention on his store as the only place to buy them. 


The JIC’s 1951 Idea Book contains a systematic and complete plan for 
capitalizing on this event. Drawing upon the most successful and proven 
experiences of the past two promotions, this year’s idea book presents a com- 
plete program of plans for window displays, promotion ideas and advertis- 
ing themes in all forms of presentation. 


In terms of attention-getting and selling techniques in the new idea 
book, the layouts, headlines, copy for newspaper advertising, together with 
practical window displays and ideas, radio commercials, and timely direct- 
mail promotions, are all geared into the nationwide unified concept behind 
this year’s Diamond Exhibit. 


In addition, new promotion values appear. These can be called, truth- 
fully, intrinsic values—that is, values inherent in the nature of the mer- 
chandise, as demonstrated during former diamond promotions. These are 
long-range values, paying off in future sales through a growing public aware- 
ness of your store and what it stands for as the purveyor of honest values. 


It all adds up to the strong likelihood that at no other time is it pos- 
sible for the jeweler to reap such outstanding diamond sales gains from so 
little individual effort and (Please turn to page 139) 


95 





PART I 


JC-K Survey of Jewelers Reveals, 


41.3 Per Cent of Business Is 





Attributed to Wedding Market 


attributed to weddings amounted to 41.3 per cent as com. 
pared with 44 per cent in 1949. 

This information is based on replies to the question 
asked jewelers: “During 1950, what percentage of your 
total sales consisted of items directly connected with wed. 
dings (such as rings, silverware, glassware, appliances 
and other gifts)?” 

Answers were as follows: 


- past year, 1950, saw the first upsurge 
in the number of marriages in the United States since 
1946 when the all-time high was established. Again it 
was the influence of a war that brought about the rush to 
the altar. Nineteen fifty, like each preceding year since 
1946, started off with a decreased number of marriages 
from the year before. It was not until the latter part of 
June when the Korean situation turned into a shooting 
war that the marriage rate jumped up and for the rest 
of the year, the increasing number of couples treading 
down the aisle resulted in a gain of 514 per cent in the 


Percentages of 
those who replied 


Estimated percentage 
of annual sales 


number of marriages for 1950 over the preceding year. — ~~ a 
This slight gain in the number of marriages was not 15.7 cd q 60% 
great enough to result in any great change in jewelers’ 13.1 said 200% 
° ° ° . . /O 
business attributed to weddings, according to THE 119 said 50% 


JEWELERS’ CIRCULAR-KEYSTONE’S annual survey of jewelry 
stores. The survey reveals that there was only a slight 
decrease in the percentage of jewelers’ volume directly 
attributable to business generated by wedding and engage- 
ment ring purchases and gift buying for the new brides 
and grooms. According to this JC-K survey of jewelers 
throughout the country, their 1950 percentage of volume 


Only 4 per cent estimated that as little as 10 per cent 
of their volume resulted from wedding business, while 
estimates over 80 per cent were negligible. Approxi- 
mately 9 per cent said weddings were responsible for 
70 per cent of their business volume. 

(Please turn to page 171) 
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MARRIAGE LICENSES SHOW MARKED JUMP IN LAST SIX MONTHS OF 1950 


TABLE 1.—MARRIAGE LICENSES IN CITIES OF 100,000 OR MORE (OR THEIR COUNTIES) COMBINED, BY MONTE: 1940-50 
(Figures for 1950 provisional, for 1949 revised) 














































































































PERCENTAGE 
NUMBER CHANGE 

MONTH 1949 | (1941- 

1950 1949 1948 1947 1946 1945 1944 1943 1942 1941 | 1940 to | 45) to 

1950 | 1950 
TOTAL - 

(12 months)-/553,794 |529,597 |614,029 1673,440 | 769,249 |569,269 | 513,147 | 561,962 | 594,908 {547,177 [476,904] +4.6 -0. 
January-- ---| 34,593 | 38,227 | 46,443 | 52,139 | 62,495 | 42,084 | 41,140] 42,042 | 51,572 | 350,694 | 26,751] -9.5 +" 
February 32,151 | 36,022 | 34,205 | 43,551 | 59,809 | 35,635 | 39,727 | 41,321 | 42,035 | 31,453 | 22,567] -10.7 iy 
March 31,870 | 31,368 | 45,538 | 46,195 | 51,147 | 41,256 | 40,119 | 41,684 | 40,870 | 32,663 | 28,457] +1.6 -— 
April 43,515 | 44,975 | 49,827 | 55,302 | 63,694 | 39,817 | 43,032 | 45,783 | 47,998 | 45,3581 | 51,855] -5.2 — 
May 50,253 | 51,086 | 56,016 | 64,543 | 74,026 | 45,005 | 45,165 | 47,680 | 49,487 | 54,589 | 45,565} -1.6 +3. 
June---------- 63,490 | 65,435 | 76,206 | 80,466 | 86,302 | 55,325 | 52,153 | 60,502 | 60,723 | 63,956 | 51,950} -5.0 ry 
July---------- 46,372 | 40,246 | 49,985 | 52,504 | 59,083 | 49,348 | 40,390 | 48,625 | 46,085 | 43,424 | 357,527] +15.2 =< 
August 63,072 | 55,267 | 62,716 | 64,851 | 74,632 | 50,108 | 43,498 | 48,419 | 52,033 | 54,880 | 64,515] +14.1 yg 
September 55,272 | 48,707 | 57,078 | 61,186 | 64,211 | 45,689 | 42,043 | 48,094 | 50,968 | 47,190 | 50,848] +15.5 = 
October------- 47,741 | 42,582 | 48,159 | 54,571 | 61,093 | 52,026 | 42,056 | 45,844 | 52,915 | 47,406 | 49,507] +12.1 > 
November 42,494 | 38,929 | 46,417 | 51,374 | 60,176 | 55,691 | 40,610 | 45,910 | 49,901 | 42,503 | 56,459] +9.2 se 
December 42,971 | 36,753 | 41,439 | 46,758 | 52,58] | 57,305 | 43,214 | 46,058 | 50,323 | 55,4358 | 55,765] +16.9 -14. 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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{= again the sound of marching feet of 
men in uniform echoes in the increasing numbers of 
couples walking down the middle aisle to the altar. Wars 
have always strongly influenced the marriage rate and 
the Korean situation which started at the end of June last 
year, was No exception. 

From the high point in the number of marriages 
reached in 1946, when 2,307,747 couples took their vows. 
there has been a gradual dropping off in the number of 
marriages in the United States. Each year since, up to and 
including 1949, showed a decline in the annual total of 
marriages from the year before. 

For the first six months, 1950 followed this same 
pattern; then came Korea and the rush to the altar was 
on again. From January to June, 1950, each month 
showed a decrease percentagewise from the corresponding 
month in 1949. The number of marriages was on the 
increase however, with the result that each succeeding 
month in 1950 showed a smaller decrease than the pre- 
ceding one. June was the first month since 1946 where 
the number of marriages exceeded that of the correspond- 
ing month the year before. 


PART II 


1950 Shows 5.5 Per Cent Gain 


In Marriages... 


. + Result of Upsurge in Latter Half of Year 


By the following month, July, the Korean situation had 
developed into a shooting war and the number of mar- 
riages zoomed to a plus 15 per cent over the same month 
of the preceding year. August and September continued 
at the same high rate; October and November saw a 
slight falling off but still above the same months in 1949, 
then the final month of the year saw the rate zooming 
upwards again. 

The result was that 1950, which started off with every 
indication that it would show a further decline in the 
number of marriages from the preceding year, ended up 
5.0 per cent ahead of 1949. 

According to the National Office of Vital Statistics, 
there were 1,690,697 marriage licenses issued in 1950 as 
against the 1949 total of 1,602,420. Neither the NOVS 
nor ourselves have any way of checking to see whether 
all those couples who announced their intention of being 
wed by applying for a license, follow through on their in- 
tentions and actually tie the knot. However, it’s a pretty 
safe bet that the majority of them do and so we're not 
shooting too wide of the mark by saying that the number 

(Please turn to page 173) 
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MARRIAGES SHOW FIRST GAIN SINCE 1946 








TeTTTTTTE MONTHLY PERCENTAGES 
NONI MN NN 1,690,694 OF 1950 TOTAL 
,9RRRAAaS JANUARY ............... 5.9 
_ i x i i a i R AS 1,988,830 FEBRUARY .............. 6.0 
af ke ks MARCH 5.9 
194 | A ce ‘a 4 
i Uy NN Rae a % 1,842,087 Me et ee 7.5 
ek em kk ve er 8.2 
_ a id % i i Ke iy if ty Vee 2,020,320 JUNE oon. 10.9 
a gst X10) 9.2 
1946 i i 4 a % x a a a x x % aR 2,307,747 AUGUST ................ 10.7 
tere SEPTEMBER .............. 10.2 
1940-5 x 4 i i % x i i i 1,631,694 OCTOBER ............... 8.7 
rere te NOVEMBER ...........-.. 1.9 
1939 % % a ’ % % DECEMBER .............. 8.9 
NARRA RR — vzzee0 














DIAMONDS 
On Display 


Prestige-building window displays can reflect 
quality and dignity and at the same time, be 


original, fresh and dramatic in their appeal. 


by VIRGINIA DIXON 


Because so large a percentage of the in- 
vestment in your store is in your diamonds and diamond 
jewelry, the promotion of this merchandise is of the great- 
est importance to you. Even when you have the backing 
of nationally advertised names for your diamonds, it is 
still the prestige of your own name and reputation which 
does the final selling job. In selling diamonds, such 
prestige is more essential than in selling almost any other 
merchandise because the expenditure is usually a large 
one for the average person and his lack of technical 
knowledge makes him almost wholly dependent on the 
jeweler’s word as far as judgment of quality and value 
is concerned. 

The jeweler, therefore, must be constantly busy building 
and publicizing a reputation of unquestioned integrity and 
friendly understanding. Participation in such promotions 
as the Jewelry Industry Council’s 1951 Diamond Exhibit 
offer an opportunity for publicity and display specifically 
designed to aid in accomplishing just this purpose. The 
market for diamond wedding and engagement rings will 

(Please turn to page 142) 
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Paper Sculpture Motifs Dramatize This Diamond Gift Display 


— simple paper sculpture motifs used to 
dramatize diamond gift giving in the above display are 
easy to make, requiring only a little skill with the scissors 
and material that is available at the corner stationery and 
dry goods store. Patterns are shown at the left. Five 
discs (about twelve inches in diameter) cut from heavy 
cardboard or composition board are covered with fabric, 
edged with quarter-inch rayon cord and suspended from 
the window ceiling with additional cord. The cord may 
be extended all the way to the window floor and secured 
there to keep the discs more firmly in place. A paper 
sculpture hand holds or wears a diamond ring or other 
piece of diamond jewelry against the lower half of each 
circle. The paper sculpture decorations are each pinned 
to a circle with their appropriate copy streamer. 

Diamond merchandise and copy cards for the 1951 
Diamond Exhibit, May 24th to June 9th, from the Jewelry 
Industry Council, are arranged on the window elevations. 

Paper sculpture has become a very popular and special- 
ized type of display decoration in recent years and is 
used in some very elaborate designs. However, it is pos- 
sible for an amateur to execute simple designs when he 
has a pattern to follow and the results can be very pleasing 
and very inexpensive. The motifs suggested for this 


FOR MAy, 1951 


diamond display are sketched separately showing both 
the flat patterns and the units assembled. These patterns 
can be enlarged to the necessary size either free-hand or 
by the system of squares described on page 81 of the 
January, 1951, issue of the JEWELERS’ CIRCULAR- 
KEYSTONE. 

In making paper sculpture, as much three dimensional 
effect as possible should be given. This is achieved by 
creasing the paper and curling it so that it stands away 

(Please turn to page 147) 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material 


Cardboard or composition board 
for discs 

Fabric for covering discs 

Cord for edging discs and suspend- 
them— 4” rayon 

Paper sculpture decorations and 
hands 

Copy cards 


Source 


Stationery shop or 
lumber yard 

Department store 

Department store 


Have made in store 


Jewelry Industry 
Council, 608 Fifth 
Avenue, New York 
20, N. Y. 


Elevations Use those on hand 
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FASHION BRIEFS 


Paris dress fashions come to Main street. 
Simple silhouettes increase jewelry importance. 
Watches play dominant role in fashion. 


Summer’s leading colors, black, white, gray— 
need lift of colorful jewelry. 


“Conversation” jewelry, “Skin-Pins,” Stocking- 
jewels open new medium for sales. 


Lavish use of jewelry in Paris—expected 
to influence American styles. 




















‘Influence in Gift Promotion 


My and June should be top selling months 
for jewelers! All sorts of special days are coming up on 
the calendar which are “naturals” for the promotion of 
jewelry store merchandise. Our current fashion news of 
clothes, compacts, watches and jewelry has been gathered 
expressly to stimulate your selling program for these 
events. 

Consider: Mother’s Day, Father’s Day, Graduations, 
Weddings, Gift Showers, Engagement Parties, School 
Proms and Formal Dances. These are all special occasions 
for which women will want new clothes and jewelry, and 
even more to the point, they are occasions requiring 
almost everyone to give a gift to someone else! 

First fashion news this month is that Paris fashions 
are coming to Main street! Since the recent Paris show- 
ing so many large stores throughout the country have 
arranged for American copies of Paris styles that part 
of the French scene will blend with the American all 
summer long. 

The essence of current French style is femininity, but 
it continues to be femininity expressed as a curve of line, 
a smart cut of cloth, and in clearly-defined silhouettes 
rather than with cluttering frills and furbelows. This is 
in complete accord with our prevailing American fashion 
mood and assures that jewelry will continue to be the 
focal point of costume interest like luscious icing piled 
on an otherwise plain cake. 

Paris is certainly piling jewelry on her portion with 
luxurious abandonment. Models appeared with as many 
as two and three clips sparkling from chignons, three 
scatter earrings worn upon one ear, enormous pins 
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WINIFRED PARKER 


emphasizing hiplines, innumerable pins edging huge hat 
brims, masses of coral and turquoise necklaces used like 
scarfs with new stand-away collars and leaf pins, fully 
six inches in diameter, blazing at the bodices of gowns. 

All that glitters is not French, however, and certain 
American trends indicate that jewels will soon flash from 
head to foot in many exciting and unexpected ways. 
“Skin-Pins” which were introduced in this country some 
months ago by the talented precious jewelry designer, 
Marianne Ostier, are now being promoted, and strongly, 
by at least two leading costume jewelry houses. These pins 
are worn directly upon the skin and can be placed any- 
where there is a bare spot in any of a hundred different 
ways. It is still to be determined whether this method of 
wearing jewelry is a fad or a fashion, but with bare arms 
and shoulders becoming as common for daytime as 
evening, there will be lots of natural background for it. 

And now, and newest, are frivolous detachable stock- 
ing pins designed by Gordon-Wolfe-McInvail, and _ in- 
tended for every mood from daytime to date-time! These 
are sparkly little pins in a variety of intriguing designs 
including tiny bugs, hearts and flowers, and can be 
changed from stocking to stocking of sheerest nylon with- 
out the slightest danger of runs. All of which makes us 

(Please turn to page 153) 
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En route to or from the theater 
in the evening, people constantly : 


Best stop before Corrigan's displays. 





| Salesmen Wir encourage sales problems? Corrigan’s 
of Houston, Tex., believe they have gone a long wry 
towards solving the always difficult problem of step*ap 
selling of diamonds. Step-up selling of any merchand:se 
usually involves, first, an unselling job, followed by an 
often unsuccessful reselling of the articles involved. 


Corrigan’s has virtually eliminated this clumsy method 
of selling diamonds by putting everything into and get- 


Corrigan’s has nearly eliminated ting the most from their window displays. Generally, it 

is common practice to pull diamond displays when stores 
step-up selling of diamonds by close at night, or at least remove the higher-priced stones 

from the window. “Diamond customers therefore,” says 
keeping them on display even at store manager Leon Davis, “are seldom exposed to the 

diamonds the jeweler really wants them to see.” 
night, a method which allows couples As everybody knows, most young couples who are 

about to become engaged, see each other in the evening | 
to choose within their own budget. and when they pause in front of a jeweler’s window, the 


diamonds they are interested in are lying in the jeweler’s 
safe. “It must be accepted that the average couple form 
their opinion by what they see,” Davis says. “And we've 
found, more often than not, that the actual selection is 
made from the night display.” What’s the result? The 
couple, after shopping the windows, is prepared to buy 
a ring or a wedding set within the price range displayed. 
Corrigan’s diamond displays remain in the windows 
around tfe clock and include gems priced as high as 
by C. THOMAS $2,000. More expensive gems are removed, but it is not 
uncommon to find a window in which the least expensive 
ring is priced at $350. A watchman, who is on duty all 
night, guards the precious displays from the outside. 
While people never seem to tire of the irresistible 
appeal of a jeweler’s window, Corrigan’s, good mer- 
chandisers that they are, have taken another step to insure 
giotice of their displays; music lulls the window shoppers 
as they watch sparkling displays. Corrigan’s subscribes 
to a music service. During the day, customers shop to 
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music and, for evening, it was a simple matter to install 
lord speakers in the foyer for the late window shoppers. 

.ewelers who are not in a position to avail themselves 
of a music service can duplicate it by installing a public 
address system and a record changer. For a nominal 
cost, radio dealers can furnish and install the equipment 
needed. However, if you select your own records, it’s 
best to stick to the light classics, dinner music, and stand- 
ard show tunes. Hot jazz, hillbilly, and hit tunes are 
classed as an annoyance factor when heard under these 
circumstances. The music should be soft, as though 
coming from a distance—the music you want is some- 
times called “mood music.” 

After all, you cannot sell all the intrinsic romance in a 
diamond to the rhythm of the Hop Scotch Polka. 

At night, couples on their way to or from the theater 
or cafe stop to admire Corrigan’s windows. Together, the 
couple looks at the window display and decide then and 
there which ring or set they want. “The following day,” 
Davis says, “the young man or his fiancée comes in and 
requests to see a specific ring that had been seen in the 
window the evening before. The customer already knows 
the price, and it has already been decided that it is within 
the couple’s means.” And Davis points out, the cus- 
tomers sold themselves up, for they invariably confess 
that the ring of their choice was more than they originally 
intended to pay. 

Since establishing their window policy, Corrigan’s 
have learned that a vast majority of young couples, self 
conscious anyway, don’t like a third party trying to 
help them decide on the ring, nor help iron out the 
financial situation. 

But young couples aren’t the only ones this night 
display of diamonds attract. Older people are not entirely 
divorced of affection and romance. An elderly couple 
passed the window one night. There was a beautiful 
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Corrigan's believes in keeping their best diamonds in the window at night. 
Soft music adds to the romantic atmosphere of the night diamond displays. 
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Diamonds 
are for 


A\pril 


APRIL BIRTHSTONES .. DIAMONDS 
—the most precious gift of ol! 

The only precious stome of absolute 
volue 


Give her o diamond from CORRIGAN’S 
e+ @ gift thot is FOREVER! 


Quality A CORRIGAN TRADITION FOR OVER THREE GENERATIONS 











Even in their advertising, Corrigan’s 
gives a wide price range of diamond 
rings from which couples can choose. 


wedding band included in the display that caught the 
woman’s fancy. It was priced at $450. The next day 
the husband dropped in the store, asked to see the ring 
and, during the conversation he told Davis why he was 
there. He wanted the ring to be a surprise for their 
25th wedding anniversary. He bought the ring, but with 
the understanding it would remain in the window until 
he called for it. “My wife is going to look at that ring 
every day,” he said to Davis. “I don’t want her to be 
disappointed seeing it gone, nor do I want her to know 
I bought it.” 

Al Gatto, Corrigan’s display director, says, “Jewelry 
windows should be put together with some imagination. 
The idea we want to put across is that our diamonds 
were carefully chosen and the customer can select any 
one with the assurance it conforms to current and ac- 
cepted good taste. The windows should be dramatic 
without being theatrical. To accomplish this, you let 
your merchandise steal the show—not the backgrounds 

(Please turn to page 147) 
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Identitication 


of 


Synthetic Emeralds 





Even in the rough, these man-made stones resemble the 


ik ‘ ; Wisp-like inclusions characteristic of nearly all 
natural but they can be positively identified according early synthetic emeralds and of recent poor qual- 
ity material. (Photo by Mr. and Mrs. Hastings). 


to the Gem Trade Laboratory of the Gemological Institute 
of America, telling here the different technique used. 


Moose conscientious jewelers are aware that thetic.” The Gem Trade Laboratory, during the past 
synthetic emeralds are available in the American market year, has had occasion to identify three entirely different 
and at present made only by Carrol F. Chatham of San materials which had been presented to the clients as 
Francisco. They have been sold since 1941, but only re- synthetic emerald. One such group of stones in a guard 
cently have they become available in any quantity. We ring was identified as green beryllium glass. The seller 
feel that it is timely to call jewelers’ attention to them and misused the term synthetic unintentionally as he was un- 
to review the methods of discriminating the real from the aware of the existence of true synthetic material. The 
synthetic. next stone presented as synthetic emerald proved to be 

It is well to reconsider for a moment the word “syn- two pieces of synthetic colorless spinel cemented together 


at the girdle with green cement. Similar stones of two 
parts of quartz or beryl, colored by green cement, known 
correctly as quartz or beryl triplets, have long been made. 
Again the dealer had appropriated the term synthetic 
without a_ true knowledge of what it means. The third 
material identified proved to be synthetic emerald. 

By way of review it is important to know that any 
synthetic gemstone is one which is made by man with 
properties which approximate all optical, physical and 
chemical properties of the natural material. If this be 
the case, it is readily seen that ordinary testing methods 
will not separate a natural from a synthetic stone. Al- 
though most gem materials have been synthesized in the 
laboratory, only four species are commercially available. 
These are synthetic corundum, sold as synthetic ruby 
and synthetic sapphire; synthetic spinel, synthetic beryl 
(emerald) and synthetic rutile. 

Unlike corundum, spinel, and rutile, which are syn- 
ee e thesized in an oxyhydrogen oven and occur as more OF 
less carrot or pear shaped boules, synthetic emerald is 
produced by a secret process which results in excellent 
hexagonal crystals. It is important for the purchaser 
gts a of rough emerald to be aware of this, for even in the 
A tunics! “Sephese" inclus rough the synthetic might look like the natural. 

ypica -phase" inclusion seen in a natural ; — : ; ' . 
Colombian emerald under 60 magnifications. It The jeweler of course is interested in the identification 
consists of jagged liquid-filled cavity in which of this material as a cut gemstone. It is positively identi- 


are to be seen an oval gas bubble and two tiny , . . 
crystals, one squarish and the other elongated. fiable, but the — is woasean ay that used for 
(Flease turn to page 


(Photomicrograph by Dr. Edward Gubelin, Lucerne). 
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FREE DIAMOND PROMOTION HELPS 























FREE 30-MINUTE LECTURE... 


“Diamonds with d Past IN COMPLETE TEXT...AND NOTE FORM 





Flere is a fascinating talk on diamonds . . . and the 
histories of 30 famous stones. Both have been en- 
thusiastically received by audiences throughout the 
country ... they're yours free to use in speaking before 
club groups of men or women, schools and trade 





associations. 


This material has been prepared to help you get 
more diamond publicity for your store, and win new 
friends and customers. It’s part of the planned all-out 
diamond promotion that stimulates diamond publicity, 
and uses diamond advertising to help you sell. 





of 








Order the lecture, ‘Diamonds with a Past”. . . and 
“The Histories of 30 Famous Diamonds,” from Diamond 
Promotion Department, The Reuben H. Donnelley 
Corp., 305 E. 45th Street, New York 17, N. Y. 








THIRTY 
© ~~ Saono 5 














De Beers helps you sell diamonds with: 


Three National Advertising.Campaigns: 1. The Engage- 
ment Diamond Tradition—in Life and Look magazines. 2. Later- 
in-Life Diamonds—in The Saturday Evening Post. 3. Diamonds As 
Gems of Fashion—in Vogue and Harper's Bazaar. 





Publicity in newspapers, magazines, on the radio and television. 


Movies —The Eternal Gem’’— to show in your town. Write to 
Association Films, 347 Madison Avenue, New York 17, N. Y. 


Lectures throughout the country. 
Diamond Sales Manual. Helpful FREE booklet, “More Dollars 


Histories of 30 Fa mMOus Dia monds from Diamonds.’ Order from Diamond Promotion Department, 


The Reuben H. Donnelley Corp., 305 E. 45th Street, New York 17. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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Offer Jeweler Triple Opportunity 


Fron early May until the end of June, the 
alert, promotion-minded jeweler will have his biggest sell- 
ing season until Christmas. One large manufacturer esti- 
mates the May-June potential to be over 85 million 
individual gift sales. 

To assist member-jewelers in their triple-promotion this 
spring, the Jewelry Industry Council is furnishing a 1951 
Retail Idea Promotion Book, including promotional sug- 
gestions for three important gift-giving occasions: 
Mother’s Day on May 13, Father’s Day on June 17 and 
spring graduations. 

All indications point to a great spring selling season. 
Family ties have been strengthened since pre-Korean days 
of only one year ago. Young men and their families con- 
template the future with few peacetime illusions. The JIC 
stresses these facts in its three spring jewelry promotions 
for 1951. The theme of this year’s campaign is “There 
has never been a gift so unmistakably from the heart as 
the gift that comes from the jeweler’s.” This theme sets 
the tone of each of the three promotions and gives com- 
petitive strength to a series of suggested advertisements, 
radio commercials, direct-mail suggestions, and drawings 
for practical, easy-to-do window displays. 

In presenting its Mother’s Day promotional suggestion, 
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FATHER'S DAY 





These three important gift-giving 
occasions are highlighted by the 
Jewelry Industry Council in their 
1951 Idea Book themed to promote 


cifts from the jeweler. 


Gift Occasions . . . 


the JIC stresses the need for real conviction in all selling 
appeals. Recognizing the competitive angles which are 
inherent in a national promotion of this nature, and the 
prevailing price range of Mother’s Day gifts, the Council 
has woven a secondary theme into its campaign this year: 
the simplest gift borrows a significance from the jewelry 
store tradition, as few things purchased elsewhere can. 

The sub-theme for Father’s Day takes cognizance of the 
average expenditures for Father’s Day gifts, and focuses 
squarely on the jewelry store, by using a similar approach 
to that used for Mother’s Day. The sub-theme suggests, in 
effect, that no gift, whether it be costly or not, can ever 
mean as much as even the simplest gift, purchased in good 
taste, which comes from the jewelry store. 

Efforts have been made to establish and hold a desirable 
tone for the jewelry store, as well as to develop strong 
commercial appeals. This particular tone, the Council 
points out, cannot be used readily by competitors in other 
fields of merchandising. Flippancy is avoided, though the 
mood is always pleasant. All advertisements feature a 
phrase meant to jog the memory a bit: “Gifts of sense and 
sentiment” . . . “Gifts skillfully selected to please him, 
certain to make him pleased with you” ... “The best 


often comes in the smallest package.” » 
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Smith-Patterson, Boston, Mass., 
featured a varied selection of 
items from their gift department 
in this Father's Day window dis- 
play which they used last year. 


Advertising layouts and other suggestions for Father’s 
Day feature a wide range of gifts in applicable price 
ranges. The jeweler should use these suggestions for 
selecting his own lists of feature merchandise. 

The major theme item, “There has never been a gift so 
unmistakably from the heart as the gift that comes from 
the jeweler’s,” is stressed in all advertising and layout 
suggestions for the jeweler’s graduation promotion. Recog- 
nition is made of the role played by the family and its 
members in the graduation. Graduation is seen as a joint 
achievement, the gift itself a symbol of shared family 


pride. This general idea is supported in the JIC book with 


>... ak 
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sketches for window arrangements which are readily 
adaptable by the jeweler. Gift suggestions shown in the 
layouts reflect the fact that the 1951 graduation is an 
occasion of greater moment than in “normal” years. 

The idea book offers specific newspaper, radio, and 
direct-mail suggestions for each of the three selling events. 
The jeweler may adapt these ideas to his store personality, 
in order to reaffirm the advantages of dealing with the 
jeweler. With the book, the jeweler will receive three 
attractive window display cards, one for each event, which 
express the appropriate, point-of-sale message for the 
three gift-giving occasions. 


Eye-catching fabric background 
drew attention to this display 
of suggested gifts for Father 
at Shreve, Crump & Low, Boston, 
last year. Note novel way they 
showed cuff links —on folded 


papers to resemble shirt cuffs. 
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At this point The Circle of Light Diamond 

departs from the conventional and presents a 

brighter face for your customers to see. Here, at the rim or 
girdle of the Circle of Light Diamond is a continuous, polished 
facet that gives a greater radiance, greater beauty, greater size 
appearance to this brilliant gem. We differ in value . . . but 
carat for carat our prices are no higher. 


That's why the Circle of Light is your best diamond buy! 


CIRCLE or 
LIGHT diamond 


The diamond with the signature no other can copy 


Los Angeles Office: 


220 West 5th St. 
saneeiiaa 62 WEST 47th STREET, NEW YORK CITY, N. Y. 


Brothers, Ine. 








M Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
elee Plant: 


305 East 45th Street, N. Y. C. 
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Bu" America's fastest growing Diamond house can 
help you merchandise more Diamonds every 
month in the year... and especially in June. Your 


inquiry cordially invited. 


<i SWIRSHY « EHRLICH 


LOS ANGELES 13, CALIFORNIA 
220 West Fifth Street 
MUtual 3720 - VAndike 3809 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-7791 


DALLAS 1, TEXAS 
7 1802 Main Street 
x PRospect 1041 


ANTWERP, BELGIUM 
62, Rue du Pélican 
296.29 





















Diamond Photographs Courtesy of 
De Beers Consolidated Mines, Ltd. 
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Cutting Works: 
64 West 48th Street 





ESTABLISH EB OD | 





IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


London 
32/34 Holborn Viaduct 
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4 


DIAMONDS : 


4 


Emerald Cut and Marquise 4 
STAR SAPPHIRES 


RUBIES: EMERALDS+STAR RUBIES 
SAPPHIRES « PEARLS « CAT’S EYES 







We have a large stock of Precious 
Stones, mounted and unmounted from 
which to make your selection. Let us 
cooperate with you on your special calls. 


eee Sane 
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A Jewelers’ Circular-Keystone Industry Service 





[hi LNCS Of MEK hander 
tu this store are 
NO HIGHER THAN THE 
OPS CEILING PRICES 
of the wlicles 
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JC-K has prepared this lettered sign which you can reproduce. (See page 120.) 


What the Retail Jeweler Must Do Under 


UEILING PRICE REGULATION 7 


QO, April 5, the Office of Price Stabilization 
issued Amendment 2 to Ceiling Price Regulation 7 which 
brings under the markup system of price ceiling regula- 
tion practically all items sold by the retail jeweler. This 
new amendment, effective April 10, makes it mandatory 
that the jeweler who does $20,000 or more sales volume 
at retail on the merchandise categories listed, (see list 
on pages 117-118) prepare price list charts which he 
must file with his district OPS office. (See list page 118.) 

The deadline under the new amendment for filing price 
charts with OPS is May 30, 1951. JEWELERS’ CIRCULAR- 
KEYSTONE, as well as national and state trade associa- 
tions, had wired, written and personally appealed to 
Washington for an extension of the original date which 
was April 30. 

The only changes in dates on this new amendment from 
the original CPR 7 is that the list date on which the 
selling price of the jeweler’s items is based is set at 
March 31, 1951, instead of February 24, 1951 (the list 
date set for those categories listed in CPR 7), and the 
deadline for the jewelers filing of schedules which has 
been extended to May 30. 


NEW AMENDMENT ALLOWS 'INCREASES' 


An important provision in Amendment 2 to CPR 7 
allows for “permitted increases” by retailers. Under the 
original CPR 7 order issued in February, retailers were 
obliged to absorb increases in the cost of new mer- 
chandise. 

Some OPS regulations may provide for increases in 
manufacturers’ and wholesalers’ ceiling prices. Now, 
under a special provision in the latest order, a retailer is 
allowed to raise his prices and pass on to consumers 
certain increases in the cost of goods he buys, but only on 
the net amount of the increase, not on the overall price. 


FOR May, 1951 


In other words, some of these regulations may require 
a supplier to break down his price to you into two parts, 
the first part being the basic price and the second a “per- 
mitted increase,” that is, the portion of the increase 
granted the supplier which the retailer is allowed to pass 
on to the consumer. 

In finding his net cost to determine his ceiling price 
under this order, the retailer must use the supplier’s basic 
price, without adding the “permitted increase.” After 
applying his percentage markup figured on the basic 
price, the retailer then adds the amount designated as a 
‘permitted increase’ to his ceiling price. 


PRECIOUS JEWELRY EXCEPTED FROM CEILINGS 

The only category of jewelry not subject to price ceil- 
ing or the provisions of this order is precious jewelry 
and precious stones. As termed in the order, “precious 
jewelry” means any jewelry a component part of which 
is a precious stone, or a mounting into which a precious 
stone is to be set. In every case, the value of the precious 
stone must exceed the value of the total of the other 
component parts of the article. 

A ““precious stone” for this purpose means a natural 
or cultured pearl, diamond, ruby, sapphire or emerald. 
Any other genuine stone, including semi-precious stones, 
shall be considered a “precious stone” when the selling 
price of the stone by the cutter, wholesale dealer, or im- 
porter is $25.00 or more. 


HOW THE MARKUP PRICE REGULATION WORKS 


Here’s the way the markup system of price regulation 
works and what the jeweler must do in complying with 
the regulation: 

1. The list date on which the jeweler’s selling prices 

are pegged is March 31, 1951. This is the date which 
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the jeweler uses as the basis for his selling prices in 
establishing his markup percentages for his price chart. 
All goods offered for sale on this date must be listed on 
your pricing chart. 

2. The deadline for filing his pricing charts (originally 
April 30) is now May 30, 1951. 

3. As soon as he has filed his price list and base pe- 
riod report (more about this later) a jeweler may use 
the pricing regulations of this order. 

4. On and after June 30, 1951, no retailer may sell 
articles covered by this regulation unless he has re- 
ceived an acknowledgment of the filing of his price 
list chart from his OPS district office. 

9. On and after July 1, 1951, every item covered by 
this regulation must be marked or tagged with the 
established selling price of that article. Also, on and 
after that date, the jeweler may not sell any article 
covered by this regulation unless he has posted in a 
prominent and clearly visible position in his store, 2 
sign stating: “The prices of merchandise in this store 
are no higher than the OPS ceiling prices of the 
articles.” 

6. Along with his price chart to be filed with OPS, the 
jeweler at the same time must also file a base period 
report of initial percentage markups or gross margins. 
This is made out on OPS Public Form No. 3, available 
through the district OPS office. One copy of this report 
as well as his price chart is retained by the jeweler. At 
the bottom of the OPS Public Form No. 3 there is a 
section which will be taken off and returned to the 
jeweler by OPS. This is his acknowledgment of the 
filing of his price listing. 


OPS Public Form No. 3 





OPS PUBLIC FOmM moO. 3 (2.91) BUDGET BUREAU NO. 04.5112 
APPROVAL EXPIRES JUNE 30, 1951 


The individual company Information reported 
on this form ~ ~ In connec . . 

OFFICE OF PRICE STABILIZATION a sean hg to Gissheset Geusmns eee 

WASHINGTON 25, D.C. mation are subject to penaities for unauthore 
Ized disclosure. 

BASE PERIOD INITIAL PERCENTAGE MARKUP OR GROSS MARGIN REPORT 

PURSUANT TO CEILING PRICE REGULATION NO. 7, SEC. 53 

See the back of this form for instructions -~ This form may be reproduced without change 


NAME OF ESTABLISHMENT (Address) (City and State? 








MAIN OR BRANCH TYPE OF STORE 





APPROXIMATE ANNUAL SALES VOLUME AS SHOWN ON YOUR CHART MARKUPS REPORTED ARE On 


INITIAL MARKUP INITIAL MARKUP GROSS MARGIN 
Cj ON COST C ON RETAIL Cj BASIS 
s £ Fi GIRED Wi TH OR BI THOUT OISCOUNTS, INWARD FREIGHT OR OTHER SIGNIFICANT FACTORS 











If Column ({) is used, entry should be for calendar year 1949, or fiscal year beginning nearest June 1, 1949 
NAME OF DEPARTMENT INITIAL PERCENTAGE MARKUP OR GROSS MARGIN 


UARTER BEGINNING NEAREST TO 
(If your store records are not departmentalized, note that “ YEAR 
fact in this column ond give figures for entire store) i A ' ag ~' — ' 1949 
(e) (b) (c) (4) (e) (f) 




















Men's Clothing 39.7% 38.9% 40.1% 39.42 
Men's Furnishings 39.9 40.1 41.1 39.8 
Boys' Wear 37.8 37.5 37.0 37.0 


























ee el ee tl eee 


Above: Example of a store reporting initial percentage markups 
on quarterly basis, by department. 
Celow: Examr'e of a store r2porting gross margins on annual 
bests by cenartment. 


Pe cecenneanadiatonetipren-~ernteenmmemane, 


























Women's and Misses Coats, Suits 35.62 
Wonen's and Misses Dresses 34.7 
Blouses, Skirts, Sportswear 35.4 











a 


Bolow: Example of a store reporting gross margins on annual 


Bien crlaes 


asic, for the entire cttre. 





Entire Store 
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This base period report requirement is explained jn a 
detailed explanation in the CPR 7 Order. You MUST 
have a copy of the order to know all the various regula. 
tions that apply to just this requirement alone. 

Basically, this requirement makes it necessary for 4 
jeweler to prepare a report of his initial percentage mark. 
up on total purchases for the calendar quarter beginning 
July 1, 1949 and, the corresponding initial percentage 
markup for each of the subsequent three calendar 9 
fiscal quarters. This initial markup may be figured on 
the basis of cost or retail selling price. 

OPS Public Form No. 3 which is available through 
the district OPS office is made up for this purpose. _ 

If you do not have the records to enable you to report 
on your initial percentage markup and your annual dollar 
volume of articles covered by this regulation exceeds 
$90,000 for the calendar year 1949 or your fiscal year 
beginning nearest to July 1, 1949, you can file this base 
period report on the basis of gross margins for each 
subdivision of your business for which you maintain 
records. This can be done on the basis of department 
or on a store-wide basis if you do not maintain such 
records for each department. 

On the back of OPS Public Form No. 3 there are 
examples of both methods of reporting this information. 

You must continue to prepare and preserve such rec- 
ords for the same periods and on the same accounting 
basis as you used in preparing this base period report. 

One copy of this report must be filed with your price 
list charts with OPS; the other must be maintained in 
your store available for inspection by OPS. 


Do NOT send these to Washington. They MUST be 


_sent to your District OPS office. 


Depending upon the type of base period report you 
file, you must also file a similar report for any succeeding 
period in which either your initial percentage markup or 
gross margin percentage for whatever subdivision of 
your business you reported on, exceeds that of your base 
period report. This report must indicate the period which 
it covers, the current initial percentage markup or gross 
margin, and must also state the number of percentage 
points by which the current report exceeds that of the 
base period report. 

Followup reports on initial percentage markup must be 
filed with the Office of Price Stabilization, Distribution 
Price Branch, Washington 25, D. C., within a set period 
(see CPR 7) depending upon the type of report. 


Preparing Your Price Charts 
Before You Do Anything—First Get This Material From 
Your OPS Office: 

1. Copy of Ceiling Price Regulation 7. 

2. Copy of Amendment 2 to CPR 7. 

3. Two copies of OPS Public Form No. 3. 
4. Booklet:—“OPS Guide to CPR 7.” 


While this explanation of the methods in making out 
and filing a pricing chart covers generally the steps to be 
followed, it is important that the retailer first secure a copy 
of the OPS order. Ask for Ceiling Price Regulation 7 and 
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Amendment 2, the latter applying to jewelry store mer- 
chandise. Space limitations preclude our providing ‘an 
explanation of all the different ramifications of the order. 
The OPS has issued in booklet form a “Retailer’s Basic 
Guide to Ceiling Price Regulation 7.” It will be well 
worth the jeweler’s while to secure a copy of this from his 
local OPS office to prepare himself in making up his 
markup pricing lists. 

Before you can prepare your “List Date Pricing 
Charts,” you will have to have certain information about 
the article you offered for sale on the list date, March 31, 
1951. You will probably find it easier to make up work- 
sheets and then transfer the information to your final 
copies. (See samples of worksheets illustrated. ) 

The following step-by-step procedure is digested from 
the “Retailer’s Basic Guide to Ceiling Price Regulation 7” 
available through the OPS: 


1. Make a list of every article you offered for sale on 
the list date, specifically setting down each model, style 
or lot number. As you make this list, you should note 
beside each entry the list date offering price. (The 
price you charged for that item on March 31, 1951.) 


2. Separate your listed articles into general categories 
such as “Watches,” “Clocks,” “Silverware,” etc., ac- 
cording to the category listing and number as given in 
Amendment 2 to CPR 7. 

3. Locate from your records the last invoice for each 
item on this list and note the net cost beside each. (Cost 
of item less discounts, freight and handling charges, 
insurance, etc. ) 


If the last invoice was received after January 1 and 
your selling price on the list date (March 31, 1951) 
was unchanged from your initial offering price based 
on the next to the last invoice which you had received 
for that article, you may list the net cost on the next 
to last invoice. Then note beside the next to the last 
invoice the letter I, which you will later place on your 
chart beside the identification of the invoice to indicate 
you used a net cost from an earlier invoice than your 
last one. 


In other words, if you were selling an item on the 
list date on which the markup was based on an earlier 
invoice, and you then received a later invoice for the 
same item at a higher price, your percentage markup 
would be inequitable if based on the relationship be- 
tween your list date selling price and the higher cost 
of the latest invoice. 


4. If in any one category you have listed two or more 
articles having exact cost-price relationships, strike out 
all but one. For example, if you find that under any 
one category you had listed six items with the same 
cost and the same offering price, strike out all except 
one of these. 


9. Your worksheet list should be ruled out into five 
columns, headed as follows: (1) Category, (2) Net 


STEP 5: 


Cost (per unit), (3) Offering Price (per unit), (4) 
Percentage Markup (on net cost), (5) Supporting In- 
voices. 

6. List all the categories you offered for sale on the list 
date, each category having its separate five-column 


listings headed as in Step 5. 


STEP 6: 





Q) 





Category 91| 


Corti 


al tureiny 
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7. List for each category every different net cost for 
all articles included in the category which you offered 


STEP 7: 





(2) 





$10.15( alo EOM) 
$12 (a\10 Eom) 
$1 (2/0 Eom) 
$1O01S(AA0EOM 
$18. (2/10 LOM) 
$15 (2/0EOM) 
$10. (1/0€0m) 
$3 (1/0EOM) 
$ 3.90(2/0 Eom) 
$¢ 5—(2/10E OM) 




















(3) (4) (5) 
Cat Cast (eer unit) | Mid |Pectalinl Sut wontons invoice 
yet Me x (phe a thes 























FOR May, 1951 


Ti eee ae ee vee 





You must list "net costs" (defined in Sec. 31), 





deducting all discounts, and not including freight, 
handling charges, etc. (You may use a method which 
treats freight differently for categories 701-752. 
See Sec. 5 of Supplementary Regulation 2.) 











Prices on above “worksheet when transferred to final List Date 
Pricing Chart, must begin with lowest costs at top graduating to 


highest cost at bottom of list. 


for sale on the list date, beginning with the lowest cost 
at the top and putting each different cost down in order. 


8. List opposite each net cost every offering price you 
had on the list date for articles of that net cost in 
that category. 

The excise tax is not to be considered by the jeweler 
in setting down his offering or selling price of an item. 
Percentage markups are figured solely on the basis 
of net cost and selling price exclusive of tax. Items 
marked or tagged with the ceiling price must have the 
tax stated as a separate item. 

9. Compute your category percentage markup by add- 
ing all the net costs in one column and all the offering 
prices in another. Subtract the total of the net costs 
from the total of the offering prices. Divide the re- 
mainder by the total of the costs. The result is the 
average percentage markup for that category. Next 
put this average percentage markup figure under the 
category to which it applies in Column 1. 

10. Where you have listed more than one offering 
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price for a net cost, you must circle the offering price 
which comes closest to reflecting the average percent- 


age markup for the category. You do this by multi- 





Where you received an invoice and marked 

the article at a price above what you nor- 
mally would have charged, you must put on 
your chart the normal price. You mst put 





the letter "R" beside the normal price and 
put the original high price in parenthesis 
beside the net cost in column 2. (See Sec. 


17(a)). 











STEP 8: / 





(3) / 








17.50 
(25-)| 20.-8 y 

















anal 











Where you had originally offered 
an article at one price, and then 
had raised the price you mst put 
on your chart the first offering 
price and put the letter "U" beside 
it. (See Sec. 17(c)). 


If you had an article which you 
had marked down, you put on 
your chart the first offering 
price and put the letter "M* 
beside it. (See Sec. 17(»d)). 




















plying the net cost by the category average percentage 
markup and then draw a circle around the offering 
price which is closest to the resull. 

11. The percentage markups for each cost line are next 
computed and entered in Column 4. Where you have 



































STEP 11: 

(1) (2) (3) | @) 

75. 
- 
A ; _ stem 9 | 177 
ww Aid, 52.7 
chutage mankup 9.6 
59.1%, See Step 20 | 65.7 
66-6 

+350 G09] 425 

9.00| $0.- ——————— 





a circled price you compute the percentage markup for 
that line but not for the other offering prices for that 
net cost. 

12. In Column 5 you list the last invoice you received 
for each net cost listed in Column 2. Your worksheet 


chart for the category will then be complete. These 

worksheets are for your records and must be retained 

NOW — from these worksheets you can prepare the 
final draft for filing with OPS. Make two copies of this 
List Date Pricing Chart, file one with your OPS district 
office on or before the deadline—May 30, 1951. 

On top of the first page of your List Date Pricing Char 


set down: 


1. Your business name and address. 

2. List date (as set by OPS) or most recent date before 
that on which you were open for business. 

3. Type of store: (a) Independent Retailer, Chain Oy. 
let, etc. (b) Nature of business—‘“Jeweler.” 

4. The bracket of net dollar volume in which your 
annual sales of articles covered by this regulation fall, 
(See the section in the order which gives this listing.) 
Next copy all of the information from the worksheet 








STEP 12: 
(3) | (4) (5) 
Ceotegory Vet coat (Par unit) [Daeg H fortry Ss ing tapelbe, 
o (2) (eae) |taaieg| FF é) 
10. (2/1 EOM) 17.50 | 15.%|#75xyZ 11/5: BaaceletE 
Cogeny “4 we Eom) 10.- 66.6 Hilo aie aaiedeae h 
Costume 167. (2/mEoM) [12.50) TES | izgemroify r{5/50Eannt 
Aewely 1610.15 (2/i0€OM) | 17-50. | G27 fe 3c01 ABCG [10] 50 Lock 
A #18. (2[10EOM) [27.60 | 52] F5650XMCo 1f19{51 Pondaut” 
vonage PR" 1415. (rf EOM) |29.50| Gao PESIOMNCo 12/x/5 Brooches 
centage markub] $10. (2/ioEOM) | 16.50] G5. [#3979 RZCo 1220/50 Lavthen| 
54.1% | 4%. (2foeom) | S- | 6b [R402 BTCe. — 
$350(2|0 €OM) | 5— | 425 fFST HTECO 9) 1s|S0 Zubiens 











$5. (2/0EOM) | 9— | 0. /*bOFABCC 1o]is]50 Sim far 


ne NCAR WEES Ri —_+ 


Where your last invoice was received after Jamary 1, and 




















your selling price was unchanged on March 31, from the 
original offering price on the next to last invoice, you can 
list the next to last invoice. (Sec. 16(a)). You mst put a 
letter "Z* after the invoice (See Sec. 21(a)). 











for each category. Number all of the pages of the chart. 
Sign the chart at the end. (The signature may be by 
an owner or officer, store manager or department head.) 
You must keep all the worksheets used by you in pre: 
paring your chart. 

In closing we repeat our recommendations that you 
get from your local OPS office, or your bank, a copy of 
the General Ceiling Price Regulation, CPR 7 and the new 
Amendment 2. There may be items which you sell which 
are covered by this new listing. While we have combed 
the list for all items a jewelry store might conceivably 
carry, there might possibly be items listed that we have 
not included. You best know your own stock. 





CONTACT YOUR DISTRICT OPS OFFICE FOR COPY OF ACTUAL ORDER 


We must emphasize again that it is necessary that you 


contact your District Office of Price Stabilization for: 


1. A copy of Ceiling Price Regulation 7. 
2. A copy of Amendment 2 to CPR 7. 
3. Two copies of OPS Public Form No. 3. 
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4. The booklet—“OPS Guide to CPR 7. 

Particular problems can only be answered by the sp* 
cific regulations in the actual order. Your District OPS 
office will answer specific questions about order. 

For list of OPS offices and addresses, see page 118. 
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Category Listings of Jewelry Store Items 


JEWELRY STORE ITEMS LISTED UNDER 
ORIGINAL CPR 7 ORDER 


(List date February 24, 1951) 


Category 121—Men’'s and Boys’ Sundries. 
The articles included are: 


Suspenders, garters, and arm bands 
Belts 


Category 218—-Women’s and Children’s Hand- 
bags. 
This category includes: 
Handbags, purses, and pocketbooks 
Muff bags 
Belts 
Wallets, keyholders, etc. 
Appliance to attach handbag to a table 


Category 310—Infants’ Novelties. 


Included in this category are such items 
usually designated as gifts. Some of the items 
included are: 

Comb and brush sets’___ Bottle sterlizers 

Record books Food dishes 

Baby scales Rattles 

Bottle warmers Teethers 


Category 352—Umbrellas and Canes. 


This is a ‘“‘specific’’ category. The articles 
covered are: 


Umbrellas 

Parasols and sunshades. 

Umbrella cases and separate umbrella covers 
Canes 


Category 502—-Blankets and Electric Blankets. 


Electric blankets 
Auto robes 
Steamer rugs 


Category 504—-Fancy Table and Household 
Linens. 


In this category are items made of woven 
materials, plastics, cork, etc., whose value has 
been enhanced by printing, embroidery, hem- 
stitching, or other embellishments. Among the 
articles included are: 


Table cloths 

Napkins 

Table cloth and napkin sets 
Bridge sets 

Place mats and luncheon sets 


Category 715—Living-Room Novelty Pieces. 


This category includes smokers, cellarets, rec- 
ord cabinets, sewing cabinets, telephone sets, 
portable and stationary bars, bar stools and 
bar benches. 


Category 720—Pictures and Mirrors. 


Included in this category are all framed and 
unframed pictures and mirrors. 


Category 851—Floor Lamps. 


This category includes floor lamps, reflector 
lamps, bridge lamps, etc., of all types and ma- 
terials. 


Category 852—Table and Desk Lamps costing 
over $2.94. 


Category 852A—Table and Desk Lamps costing 
$2.94 and under. 


JEWELRY STORE ITEMS COVERED IN 
AMENDMENT 2 TO CPR 7 


(List date March 31, 1951) 


(6) Radios 


Category 871—Table Radios. 

Category 872—Portable Radios. 

Category 873—Table Radio-Phonograph Com- 
binations. 

Category 874—-Amateur or Communications 
Type Short-Wave Table Radios. 

Category 875—Console and Consolette Radios. 

Category 876—Console Radio-Phonograph Com- 
binations, with a net cost of less than $225. 

Category 877—All types of radios and radio- 
phonograph combinations (custom cabinet, 
etc.) with a net cost of $225 or more. 

Category 878—Radio Replacement Parts. 


(7) Television Sets and Television Accessories 


Category 880—Table Television Sets. 

Category 881—Console Television Sets up to 
and Including 16 in. Picture Tube. 

Category 882—Console Television Sets, 17 in. 
Picture Tube and Larger. 
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Category 883—All Television Combinations. 
Examples: Television-Radio Combinations 
Television-Radio-Phonograph Combinations 

Category 884—Television Antennae, Boosters, 
Accessories, Replacement Parts. 


(8) Phonographs and Recorders 


Combinations are covered by Categories 873, 

876, 877, and 883. 

Category 890—Record Player Attachments with 
a net cost of less than $17. 

Category 891—Record Player Attachments with 
a net cost of $17 and over. 

Category 892—Portable Phonographs and Sepa- 
rate Phonographs 

Category 893—Magnetic Recorders, Tape or 
Wire (not including office equipment for 
recording correspondence). . 

Category 894—Phonograph Records (all types). 

Category 895—Tape and Wire for Magnetic 
Recording. 


(9) Housewares 
Category 903—-Household Thermometers 


This category includes all types of household 
thermometers. Excluded from this category are 
clinical thermometers. Examples of the arti- 
cles included are: 


Oven thermometers 
Outdoor thermometers 
Room thermometers, etc. 


Category 904—-Kitchen Cutlery. 


This category includes all types of kitchen 
cutlery. Excluded from this category is silver 
cutlery, which is covered by Category 940. 
Examples of the articles included are: 


Kitchen forks Steak sets 
Kitchen knives Kitchen shears 
Slicers Kitchen saws 
Carving sets and Food choppers 
carving aids Poultry shears 
Knife and fork sets Boning shears 


Category 906—Small Electrical (Houseware) 
Appliances. 


This category includes all types of small elec- 
trical houseware appliances. Excluded are large 
major appliances, such as refrigerators. 

Examples of the articles included are: 


Electric toasters Electric roasters 
Electric mixers Electric portable 
Electric grills heaters 
Electric waffle irons Electric bottle 
Electric irons (includ- warmers 
ing steam iron and Electric curling irons 
travel irons) Electric hair dryers 
Electric heating pads Electric casseroles 
Electric coffeemakers Electric chafing 
Electric fans dishes 
Electric ventilators Electric corn poppers 
Electric juicers Electric egg cookers 
Electric sun lamps Electric teakettles, 
Electric broilers etc. 
Electric hot plates 


Category 908—General Housewares. 


5. Cooking Utensils (pots and pans) 
Examples of the articles included are: 


Aluminum ware cooking utensils 
Cast iron ware cooking utensils 
Tin ware cooking utensils 
Copper ware cooking utensils 
Glass ware cooking utensils 
Enamel ware cooking utensils 
Stainless steel cooking utensils 
Plastic cooking utensils, etc. 


8. Kitchen Aids and Gadgets and Kitchen 


Tools. 
Examples of the articles included are: 
Corks shakers 
Cork Screw Tea balls 
Ice picks Nut crackers 
Ice crushers Peppermills 


Knife sharpeners 


Bottle openers 
Kitchen scales, etc. 


Salt and pepper 


13. Kitchen Glassware and Pottery (including 
plastics). ; 
Examples of the articles included are: 
Cocktail shakers Bowls and Bow! sets 
Range sets Coffeemakers (not 


Servers electric) 
Casseroles Refrigerator sets, etc. 


15. Kitchen Wooden Ware (plain). 
Examples of the articles included are: 


Knife and fork Spoons ‘ 
boxes Cutting or bread 
Knife racks boards, etc. 





19. Picnic Supplies. 
Examples of the articles included are: 
Picnic jugs Fitted picnic suit 
Picnic grills cases 
Picnic baskets Vacuum bottles, etc. 


(10) Categories of Notions 
Category 919—-General Notions. 
2. Closet Shop Accessories. 
Examples of the articles included are: 


Hose boxes Handkerchief boxes 
Glove boxes Tie racks 
Jewelry boxes 


9. Sewing and gift cutlery sets. 

This category does not include poultry, bon- 
ing and and other shears which are included 
in Category 904. 

Examples of articles included are: 


All scissors, shears 

Manicure scissors 

Pedicure scissors 

Baby scissors 

Scissor sets for sewing uses 
Scissor sets for manicure uses 


(11) Luggage and Sporting Goods 
Category 920—Luggage and Related Items. 


Included are men’s and women’s hard-side 
and soft-side luggage and other related ar- 
ticles made of plastic, canvas, leather, fiber, 
nylon, ete. Not included are golf bags in- 
cluded in category 921. 


Examples of the articles included are: 


Attache cases Nurses bags 
Binocular and One suiters 

Camera cases Overnight and 
Boston bags weekend bags and 
Bottle cases cases 
Brief bags and cases Physicians’ bags 
Companion bags Pullman cases 
Duffie bags and Sample cases 

cases Tourists’ cases 
Fitted cases Traincases 
Fiber cases Two suiters 
Gladstone bags Wardrobe bags and 
Hat and shoe bags cases 
Jackknife cases Zipper envelopes 


(12) Silverware, China and Glassware 
Category 940—Sterling Flatware. 
Examples of articles included are: 


Cutlery (sets and separate pieces) 
Flatware (sets and individual pieces) 
Serving pieces 


Category 941—Plated Flatware. 
Examples of articles included are: 


Flatware (individual pieces or sets) 

Serving pieces 

Cutlery with plated blades or handles (sets 
or separate pieces) 


Category 942—Sterling or Plated Hollowware. 


This category includes articles of hollow- 
ware which are sterling silver, silver-plated, 
chromium plated, or plated with other mate- 
rials. 


Examples of articles included are: 


Butter dishes 

Vegetable dishes 

Water pitchers 

Cheese and cracker dishes 
Casseroles 

Ice buckets 

Cocktail shakers 

Salad sets 

Salt and pepper shakers 
Bowls 

Candle holders 
Candelabras 

Trays and platters 
Sugar and creamers 


Category 943—Silverware Accessory Items. 
Examples of articles included are: 


Silverware chests 
Covered bags for silverware 
Silverware Polishing Cloths 


Category 944—Chinaware, Earthenware and 
Plastic Sets. 
Examples of articles included are: 


China and earthenware and plastic sets for 
table use 


Category 945 — Chinaware, Earthenware and 
Plastic, Open Stock or Individual Pieces. 
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This category includes open stock and in- 
dividual pieces of china, earthenware and 
plastic for table use. 


Category 946—China and Earthenware Gift- 
ware. 


This category includes individual decorative 
items made of china and earthenware. 
Examples of articles included are: 


Vases Ash trays 
Figurines Artificial fruit 
Cigarette sets Plaques 

Bowls 


Category 950—Machine-made Glassware Sets 
and Individual Glass Pieces. 


; This category does not include glass cook- 
ing ware which is covered by category 908. 
Examples of articles included are: 


Tumblers 

Drinkware sets or separate pieces 

Salt and pepper sets ° 

Dinner, bridge and luncheon sets 

Console sets and individual pieces of these 
sets 


Category 951—Handmade Glassware Sets and 
Individual Glass Pieces. 


This category includes hand-pressed, hand- 
blown and hand-molded glassware sets and 
individual glass pieces; and hand-cut, hand- 
etched, hand-painted and engraved stemware, 
drinkware items and individual pieces. 


(13) Jewelry, Watches, and Clocks 


Note: Categories 970-985 do not include 
articles described here ‘“‘precious jewelry.”’ 
“Precious jewelry” for” this purpose means 
(1) any jewelry a component part of which 
is a “precious stone;” or (2) a mounting into 
which a “precious stone’”’ is set when the value 
of such precious stone exceeds the value of 
the total of the other component parts of 
the finished article. 

A “precious stone” for this purpose means 
a natural or cultured pearl, diamond, ruby, 
sapphire, or emerald. Any other genuine 
stone, including semi-precious stones, shall be 
deemed a “precious stone’’ when the selling 
price for the stone by the cutter, wholesale 
dealer, or importer is $25.00 or more. 


Category 970—Precious Metal Jewelry (Gold, 
platinum, etc.). 


This precious metal jewelry category does 
not include sterling silver jewelry which is 
included in Category 971. 


Examples of articles included are: 


Rings Brooches 
Bracelets Lavalieres 
Necklaces Men’s jewelry 
Earrings Charms 
Lockets Emblem Pins 
Pendants 





Category 971—Costume Jewelry. 


This category includes articles which are 
gold filled or gold or silver plated, or are made 
of base metals. 


Examples of articles which are included are: 


Rings Lavalieres 
Bracelets Charms 
Necklaces Emblem Pins 
Earrings Simulated pearl 
Lockets jewelry 
Pendants Bead jewelry 
Brooches Plastic jewelry 


Category 972—Ring Mountings and Mountings 
for Other Jewelry Items. 

This category includes all mountings for 
jewelry made from gold, platinum, silver, or 
any other metal. (Note the exception in the 
headnote preceding section 970.) 


Category 973—Wedding Rings. 

This category includes all wedding rings 
made of gold, platinum, silver, or any other 
metal. 


Category 974—Religious Jewelry. 


Category 975—Watch attachments (Precious 
Metal). 
This category includes articles made of 
gold, platinum and sterling silver. 


Examples of articles included are: 


Watch Bands 
Watch Fobs 
Watch Charms 


Category 976— Watch Attachments (Other 

Than Precieus Metal). 

This category includes. gold-filled, gold- 
plated, silver-plated, base metal, leather, plastic 
and any other watch attachments. Not in- 
cluded are watch attachments made of precious 
metals which are included in Category 975. 


Examples of articles included are: 
Watch Fobs 


Watch Charms 
Watch Bands 


Category 977—Precious Metal Unfitted Com- 
pacts, Cigarette Cases and Miscellaneous 
Cases. 

This category includes unfitted compacts, 
cigarette cases and miscellaneous cases made 
of gold, sterling silver, platinum and other 
precious metals. 

Examples of articles included are: 


Compacts (unfitted) Match cases 
Cigarette cases Pill boxes 
Cigar cases Snuff boxes 


Category 978—Unfitted Compacts, Cigarette 
Cases and Miscellaneous Cases (Other Than 
Precious Metal). 





This category includes gold-filled, gold. 
plated, silver-plated unfitted compacts, cig- 
arette cases, and miscellaneous cases, and all 
such cases made of any base metal, plastic 
wood or any other material. Excluded from 
this category are such cases made of precious 
metal which are included in Category 977. 


Examples of articles included are: 


Compacts Snuff boxes 
(unfitted) Match cases 
Cigarette cases Pill boxes 


Category 979—Dresser Sets and Military Sets 
(Precious Metal). 


This category includes dresser sets and 
military sets made of gold, sterling silver and 
platinum. Excluded are infants’ sets which 
are covered by Category 310. 


Category 980—Dresser Sets and Military Sets 
(Other Than Precious Metal). 


This category includes dresser sets and 
military sets made of any material other than 
precious metals. Excluded are the articles 
covered by Category 979; also excluded are 
a sets which are covered by Category 
310. 


Category 981—Watches. 
This category includes all watches. 


Category 982—Men’s Jewelry (Precious Metal). 
This category includes articles made of gold, 
sterling silver, platinum, or other precious 
metal. 
Examples of articles included are: 
Cuff links Tie ornaments 
Tie clips i 
Tie holders 


Category 983—Men’s Jewelry (Other Than 

Precious Metal). 

This category includes articles made of any 
material other than precious metals. Ex- 
cluded are the articles made of precious meta!s 
which are included in Category 982. 


Examples of articles included are: 


Pins 
Collar buttons 


Cuff links Tie ornaments 
Tie clips Pins 
Tie holders Collar buttons 


Category 984—Clocks (Electric). 
This category includes all electric clocks. 
Examples of articles included are: 
Desk and table clocks Novelty clocks 
Kitchen clocks ‘“‘Grandfather”’ clocks 
Alarm clocks 


Category 985—Clocks (Non-Electric). 
This category includes all non-electric clocks. 
Examples of articles included are: 
Desk and table clocks Novelty clocks 
Kitchen clocks “Grandfather” clocks 
Alarm clocks 





Regional 


REGION I: Connecticut, Massachusetts, 
Maine, New Hampshire, Rhode Island, 
Vermont. 


REGIONAL OFFICE 
Boston, Massachusetts, 141 Milk Street. 


DISTRICT OFFICES 


Hartford, Connecticut, 179 Allyn Street. This 
office will serve the entire state of Connecticut. 

Montpelier, Vermont, 126 Main Street. This 
office will serve the entire State of Vermont. 

Concord, New Hampshire, 44 South Main 
Street. This office will serve the entire State 
of New Hampshire. 

Portland, Maine, Post Office Building. This 
office will serve the entire State of Maine. 

Providence, Rhode Island, 49 Westminster 
Street. This office will serve the entire State 
of Rhode Island. 

Boston, Massachusetts, 141 Milk Street. This 
office will serve the Eastern half of the State 
of Massachusetts, its Western boundary being 
the county of Worcester. 

Springfield, Massachusetts, 1597 Main Street. 
This office will serve the Western half of the 
State of Massachusetts, its Eastern boundary 
being composed of the counties of Frankland, 
Hampshire, and Hampden. 
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REGION II: New York, New Jersey. 


REGIONAL OFFICE 
New York, New York, 2 Park Avenue. 


DISTRICT OFFICES 


Syracuse, New York, Wood Building. This 
office will serve the counties of Jefferson, Lewis, 
Herkimer, Oswego, Oneida, Cayuga, Onondaga, 
Madison, Tompkins, Cortland, Chenango, Ot- 
sego, Tioga, Broome and Delaware. 

Rochester, New York, 360 East Avenue. This 
office will serve the counties of Monroe, Wayne, 
Livingston, Ontario, Yates, Seneca, Steuben, 
Schuyler and Chemung. 

Buffalo, New York, Ellicott Square Building. 
This office will serve the counties of Niagara, 
Orleans, Erie, Genesee, Wyoming, Chautauqua, 
Cattaraugus and Alleghany. 

New York, New York, 405 Fifth Avenue. 
This office will serve the Eastern portion of 
the State of New York, its Western bound- 
ary being composed of the counties of St. 
Lawrence, Hamilton, Fulton, Montgomery, 
Schoharie, Greene, Ulster, Sullivan, Orange, 
Rockland, Westchester, Bronx, New York and 
Richmond. 

Newark, New Jersey, 185 Washington Street. 
This office will serve the counties of Sussex, 





and District Offices of OPS 


Warren, Morris, Passaic, Bergen, Essex, Union 
and Hudson. 

Trenton, New Jersey, Old Post Office Build- 
ing. This office will serve the counties of 
Middlesex, Hunterdon, Somerset, Mercer, Mon- 
mouth, Ocean and Burlington. ; 

Camden, New Jersey, City Hall Annex. This 
office will serve the counties of Camden, Glou- 
cester, Atlantic, Salem, Cumberland, and Cape 
May. 


REGION III: Pennsylvania and Dela- 


ware. 


REGIONAL OFFICE 


Philadelphia, Pennsylvania, Fifteenth and 
Market Streets. 


DISTRICT OFFICES 


Erie, Pennsylvania, 10th Avenue and State 
Street. This office will serve the Northwestern 
portion of the State of Pennsylvania, its 
Eastern and Southern boundaries being com- 
posed of the counties of Potter, Clinton, Centre, 
Clearfield, Jefferson, Clarion, Venango and 
Mercer. 

Pittsburgh, Pennsylvania, Fulton Building. 
This office will serve the Southwestern portion 
of the State of Pennsylvania, its Northern and 
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boundaries being composed of the 
f Lawrence, Butler, Armstrong, In- 
bria, Blair, Huntingdon and Frank- 


Eastern 
counties 0 
diana, Cam 


i philadelphia, Pennsylvania, Regional Office. 
Until the establishment of District Offices in 
the area the Philadelphia, Pennsylvania, Re- 
gional Office will operate as a District Office 
serving the Eastern portion of the State of 
Pennsylvania, its Western boundary being 
eomposed of the counties of Tioga, Lycoming, 
Union, Mifflin, Juniata, Perry, Cumberland and 
Adams. 

Wilmington, Delaware, 901 West Eighth 
Street. This office will serve the entire State 
of Delaware. 


REGION IV: Maryland, North Carolina, 
Virginia, West Virginia, District of 
Columbia. 


REGIONAL OFFICE 
Richmond, Virginia, 900 North Lombardy 


Street. 
DISTRICT OFFICES 


Baltimore, Maryland, 103 South Gay Street. 
This office will serve the entire State of Mary- 
land. 

Washington, D. C., 310 Sixth Street NW. 
This office will serve the entire District of 
Columbia. 

Norfolk, Virginia, 1214 Granby Street. This 
office will serve the Eastern portion of the 
State of Virginia, its Western boundary being 
composed of the counties of Westmoreland, 
Essex, King and Queen, York, Warwick, Surry, 
Sussex and Greensville. 

Richmond, Virginia, Regional Office. Until 
the establishment of District Offices in the 
area, the Richmond, Virginia, Regional Office 
will serve that portion of the State of Vir- 
ginia not served by the Norfolk, Virginia, Dis- 
trict Office. 

Charleston, West Virginia, 601 Virginia 
Street East. This office will serve the entire 
State of West Virginia. 

Raleigh, North Carolina, Brooks Recreation 
Building. This office will serve the Eastern 
portion of the State of North Carolina, 
its Western boundary being composed of the 
counties of Caswell, Alamance, Chatham, 
Moore, Hoke and Scotland. 

Charlotte, North Carolina, 500 West Trade 
Street. This office will serve that portion of 
the State of North Carolina not served by 
the Raleigh, North Carolina, District Office. 


REGION V: Alabama, Florida, Georgia, 
Mississippi, South Carolina, Tennes- 
see. 


REGIONAL OFFICE 
Atlanta, Georgia, 114 Marietta Street NW. 


DISTRICT OFFICES 


Columbia, South Carolina, 1313 Main Street. 
This office will serve the entire State of South 
Carolina. 

Atlanta, Georgia, Regional Office. Until the 
establishment of District Offices in the area 
this office will serve as the District Office for 
the Northern portion of the State of Georgia, 
its Southern boundary being composed of the 
counties of Quitman, Randolph, Terrell, Lee, 
Crisp, Wileox, Dodge, Laurens, Johnson, Wash- 
— Hancock, Taliaferro, Wilkes and Lin- 
coln. 

Savannah, Georgia, Blumenthal Building. 
This office will serve that portion of the State 
of Georgia not served by the Atlanta, Georgia, 
Regional Office. 

Jacksonville, Florida, 610 Julia Street. This 
office will serve the Northern portion of the 
State of Florida, its Southern boundary being 
composed of the counties of Citrus, Sumter, 
Polk, Osceola and Brevard. 

Miami, Florida, Roper Building. This office 
will serve that portion of the State of Florida 
not served by the Jacksonville, Florida, office. 

Birmingham, Alabama, 1814 Second Avenue. 

This office will serve the Northern portion of 
the State of Alabama, its Southern boundary 
being composed of the counties of Pickens, 
Tuscaloosa, Bibb, Shelby, Talladega, Clay and 
Randolph. 
_ Montgomery, Alabama, 14 Commerce Build- 
ing. This office will serve that portion of the 
State of Alabama not served by the Birming- 
ham, Alabama, office. 

Nashville, Tennessee, 406 Nashville Trust 
Building. This office will serve the Eastern 
Portion of the State of Tennessee, its West- 
ern boundary being composed of the counties 
of Robertson, Cheatham, Williamson, Ruther- 
ford, Cannon, Warren, Sequatchie and 
Hamilton. 
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Memphis, Tennessee, Marx and Bensdorf 
Building. This office will serve that portion 
of the State of Tennessee not served by the 
Nashville, Tennessee, office. 

Jackson, Mississippi, 407 West Capitol. 
This office will serve the entire State of 
Mississippi. 


REGION VI: Kentucky, Michigan, Ohio. 


REGIONAL OFFICE 
Cleveland Ohio, 1620 Euclid Avenue. 


DISTRICT OFFICES 


Grand Rapids, Michigan, 148 Ransom Street. 
This office will serve the Western portion of 
the State of Michigan, its Eastern boundary 
being composed of the counties of Chippewa, 
Mackinac, Emmet, Charlevoix, Antrim, Kal- 
kaska, Missaukee, Osceola, Mecosta, Montcalm, 
Gratiot, Clinton, Eaton, Calhoun and Branch. 

Detroit, Michigan, Book Tower Building. 
This office will serve that portion of the 
State of Michigan not served by the Grand 
Rapids, Michigan, office. 

Toledo, Ohio, Summit-Cherry Building. This 
office will serve the Northwestern portion of 


*the State of Ohio, its Eastern and Southern 


boundaries being composed of the counties 
of Lucas, Ottawa, Sandusky, Seneca, Craw- 
ford, Wyandot, Hardin, Logan, Shelby and 
Mercer. 

Cincinnati, Ohio, 37 West Seventh Street. 
This office will serve the Southwestern por- 
tion of the State of Ohio, its Northern and 
Eastern boundaries being composed of the 
counties of Darke, Miami, Champaign, Clark, 
Greene, Clinton, Highland, Pike, Scioto, and 
Lawrence and the following counties in the 
State of Kentucky: Campbell, Boone and 
Kenton. 

Columbus, Ohio, 68 East Gay Street. This 
office will serve the Southeastern portion of 
the State of Ohio, its Northern and Western 
boundaries being composed of the counties of 
Jefferson, Harrison, Guernsey, Coshocton. 
Knox, Morrow, Marion, Union, Madison, Fay- 
ette, Ross, Jackson and Gallia. 

Cleveland, Ohio, 1901 East Thirteenth Street. 
Until the establishment of District Offices in 
the area the Cleveland, Ohio, Regional Office 
will serve the Northeastern purtion of the 
State of Ohio, its Western and Southern boun- 
daries being composed of the counties of 
Erie, Huron, Richland, Ashland, Holmes, Tus- 
carawas, Carroll, and Columbiana. 

Louisville, Kentucky, 307 South Fifth Street. 
This office will serve the entire State of Ken- 
tucky except the counties of Campbell, Boone 
and Kenton. 


REGION VII. Jllinois, Indiana, Wis- 


consin. 


REGIONAL OFFICE 
Chicago, Illinois, 219 South Clark Street. 


DISTRICT OFFICES 


Green Bay, Wisconsin, 1406 Main Street. 
This office will serve the Northern portion 
of the State of Wisconsin, its Southern boun- 
dary being composed of the counties of La 
Crosse, Monroe, Juneau, Adams, Marquette, 
Green Lake, Fond du Lac and Sheboygan. 

Milwaukee, Wisconsin, 161 West Wisconsin 
Avenue. This office will serve that portion of 
the State of Wisconsin not served by the 
Green Bay, Wisconsin, office. 

Peoria, Illinois, Clark Building. This office 
will serve the Northern portion of the State 
of Illinois, except Cook County, its Southern 
boundary being composed of the counties of 
Hancock, McDonough, Fulton, Tazewell, Mc- 
Lean, Ford and Iroquois. 

Springfield, Illinois, 628 East Adams Street. 
This office will serve that portion of the State 
of Illinois excluding Cook county not served 
by the Peoria, Illinois, office. 

Chicago, Illinois. Until the establishment of 
a District Office in this area the Chicago, 
Illinois, Regional Office will serve Cook county. 

Indianapolis, Indiana, 730 East Washington 
Street. This office will serve the entire State 
of Indiana. 


REGION VIII: Minnesota, North Da- 
kota, South Dakota, Montana. 


REGIONAL OFFICE 
Minneapolis, Minnesota, 620 Marquette. 


DISTRICT OFFICES 


St. Paul, Minnesota, Guardian Building. This 
office will serve the Southern portion of the 





State of Minnesota, its Northern boundary 
being composed of the counties of Traverse, 
Grant, Douglas, Todd, Morrison, Mille Lacs, 
Kanabec and Chisago. 

Duluth, Minnesota, 120 Fourth Avenue 
West. This office will serve the Northern por- 
tion of the State of Minnesota, its Southern 
boundary being composed of the counties of 
Wilkin, Otter Tail, Wadena, Cass, Crow Wing, 
Aitkin and Pine. 

Fargo, North Dakota, 16 Eighth Street 
South. This office will serve the entire State 
of North Dakota. 

Sioux Falls, South Dakota, 114 South Main 
Avenue. This office will serve the entire State 
of South Dakota. 

Helena, Montana, Federal Building. This 
office will serve the entire State of Montana. 


REGION IX: Jowa, Kansas, Missouri, 
Nebraska. 


REGIONAL OFFICE 
Kansas City, Missouri, 112 Ninth Street. 


DISTRICT OFFICES 


Des Moines, Iowa, 418 Seventh Street. This 
office will serve the entire State of Iowa. 

Omaha, Nebraska, 1516 Harney Street. This 
office will serve the entire State of Nebraska. 

Wichita, Kansas, 3234 East Douglas Street. 
This office will serve the entire State of 
Kansas. 

St. Louis, Missouri, 314 North Broadway. 
This office will serve the Eastern portion of 
the State of Missouri, its Western boundary 
being composed of the counties of Schuyler, 
Adair, Linn, Charlton, Randolph, Audrian, 
Montgomery, Gasconade, Maries, Phelps, Dent, 
Shannon, Carter and Ripley. 

Kansas City, Missouri, Regional Office. Un- 
til the establishment of a District Office in 
tke area the Kansas City, Missouri, Regional 
Office will serve the Western portion of the 
State of Missouri, its Eastern boundary being 
composed of the counties of Putnam, Sullivan, 
Grundy, Livingston, Carroll, Saline, Howard, 
Boone, Callaway, Osage, Miller, Pulaski, 
Texas, Howell and Oregon. 


REGION X: Louisiana, Oklahoma, Ar- 
kansas, Texas. 


REGIONAL OFFICE 
Dallas, Texas, 3306 Main Street. 


DISTRICT OFFICES 


Little Rock, Arkansas, 555 Building. This 
office will serve the entire State of Arkansas. 

Tulsa, Oklahoma, 920 South Boston Street. 
This office will serve the Eastern portion of 
the State of Oklahoma, its Western boundary 
being composed of the counties of Osage, 
Pawnee, Creek, Okfuskee, Hughes, Coal, Atoka 
and Bryan. 

Oklahoma City, Oklahoma, 32 North Robin- 
son Street. This office will serve the Western 
portion of the State of Oklahoma, its Eastern 
koundary being composed of the counties of 
Kay, Noble, Payne, Lincoln, Seminole, Ponto- 
tac, Johnston and Marshall. 

Shreveport, Louisiana, 501 Okey Drive. This 
office will serve the Northern portion of the 
State of Louisiana, its Southern boundary be- 
ing composed of the parishes of Vernon, 
Rapides, Avoyelles and Concordia. 

New Orleans, Louisiana, Standard Oil Build- 
ing. This office will serve the Southern por- 
tion of the State of Louisiana, its Northern 
boundary being composed of the parishes of 
Beauregard, Allen, Evangeline, St. Landry 
and Pointe Coupee. 

Lubbock, Texas, 1202 Texas Avenue. This 
office will serve the Western portion of the 
State of Texas, its Eastern boundary being 
composed of the State Line and the counties 
of Childress, Cottle, King, Dickens, Garza, 
Borden, Howard, Glasscock, Reagan, Upton, 
Pecos and Terrell. 

Fort Worth, Texas, Courthouse Building. 
This office will serve the North Central por- 
tion of the State of Texas, its Western, South- 
ern and Eastern boundaries being composed 
of the counties of Hardeman, Foard, Knox, 
Stonewall, Kent, Scurry, Mitchell, Sterling, 
Irion, Crockett, Sutton, Menard, McCulloch, 
San Saba, Lampasas, Hamilton, Erath, Somer- 
vell, Johnson, Tarrant, Denton and Cooke. 

Dallas, Texas, Regional Office. Until the 
establishment of District Offices in the area 
the Dallas, Texas, Regional Office will serve 
the Northeastern portion of the State of 
Texas, its Southern and Western boundaries 
being composed of the counties of Panola, 
Rusk, Nacagdoches, Cherokee, Anderson, Free- 
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stone, Limestone, Falls, Bell, Coryell, Bosque, 
Hill, Ellis, Dallas, Collin and Grayson. 

Houston, Texas, 517 La Blanc Street. This 
office will serve the Southeastern portion of 
the State of Texas, its Eastern, Northern, 
and Western boundaries being composed of 
the counties of Jefferson, Orange, Newton, 
Sabine, Shelby, San Augustine, Angelina, 
Houston, Leon, Robertson, Milam, Lee, Fay- 
ette, Lavaca and Jackson. 

San Antonio, Texas, 128 South Flores Street. 
This office will serve the Southern portion of 
the State of Texas, its Eastern and Northern 
boundaries being composed of the counties 
of Calhoun, Victoria, DeWitt, Gonzales, Cald- 
well, Bastrop, Williamson, Burnet, Llano, 
Mason, Kimble, Edwards and Val Verde. 


REGION XI: Colorado, New Mexico, 
Utah, Wyoming. 


REGIONAL OFFICE 


Denver, Colorado, Central Savings Building. 


DISTRICT OFFICES 


Cheyenne, Wyoming, 1509 Bent Avenue. This 
office will serve the entire State of Wyoming. 

Salt Lake City, Utah, 222 South West Tem- 
ple. This office will serve the entire State of 
Utah. 

Albuquerque, New Mexico, 142 North Mon- 
roe Street. This office will serve the entire 
State of New Mexico. 

Denver, Colorado, Regional Office. Until the 
establishment of District Offices in the area 
the Denver, Colorado, Regional Office will 
serve the entire State of Colorado. 


REGION XII: 
Nevada. 


REGIONAL OFFICE 


Arizona, California, 


San Francisco, California, 820 Market Street. 





DISTRICT. OFFICES 


Reno, Nevada, 1475 Wells Avenue. This 
office will serve the entire State of Nevada 
and the following counties in the State of 
California: Modoc, Lassen, Plumas, Sierra and 
Alpine. 

Oakland, California, 1417 Clay Street. This 
office will serve the Northern portion of the 
State of California except the counties of 
Modoc, Lassen, Plumas, Sierra and Alpine, 
its Eastern and Southern boundaries being 
composed of the counties of Siskiyou, Shasta, 
Tehama, Butte, Yuba, Nevada, Placer, El Do- 


rado, Amador, Calaveras, Tuolumne, Mari- 
posa, Madera, Merced, San Benito and Mon- 
terey. 

Los Angeles, California, 108 West Sixth. 


This office will serve the Central portion of 
the State of California, its Northern boundary 
being composed of the counties of San Luis 
Obispo, Kings, Fresno, and Mono, and its 
Southern boundary being composed of the 
counties of Orange and San Bernardino. 

San Diego, California, Fox Theatre Building. 
This office will serve the following counties 
in the State of California: Riverside, San 
Diego and Imperial. 

Phoenix, Arizona, 315 North Central Ave- 


nue. This office will serve the entire State of 


Arizona. 
REGION XIII. Jdaho, Oregon, Wash- 


ington. 


REGIONAL OFFICE 


Washington, 1110 Second Avenue. 


DISTRICT OFFICES 


Portland, Oregon, Lincoln Building. This 
office will serve the entire State of Oregon 
except the countv of Malheur and the following 
counties in the State of Washington: Cowlitz. 
Clark, Skamania, Klickitat. 


Seattle, 





Boise, Idaho, American Legion Buildi 
This office will serve the county of Malho® 
in the State of Oregon and the Southern oo 
tion of the State of Idaho, its Northern 
boundary being composed of the counties of 
Adams, Valley and Lembhi. 

Spokane, Washington, 714 We!sch Building 
This office will serve the Eastern portion of 
the State of Washington, its Western bounda. 
ries being composed of the counties of Oka- 
nogan, Douglas, Grant and Benton, and the 
Northern portion of the State of Idaho, its 
Southern boundary being composed of the 
county of Idaho. 

Seattle, Washington, Regional Office. Unt] 
the establishment of District Offices in the 
area the Seattle, Washington, Regional Office 
will serve the Western portion of the State 
of Washington except the counties of Cowlitz 
Clark. Skamania and Klickitat, its Eastern 
houndary being composed of the counties of 
Whatcom, Scagit, Chelan, Kittitas and Yakima. 


REGION XIV: Alaska, Hawaii, Puerto 
Rico, Virgin Islands, Guam. 


REGIONAL OFFICE 
Washington, D. C., 1405 G Street NW. 


DISTRICT OFFICES 


Honolulu, Hawaii, 313 Federal Building. 
This office will serve the entire territory of 
Hawaii. 

Juneau, Alaska, Valentine Building. This 
office will serve the entire territ»ry of Alaska. 

San Juan, Puerto Rico, Stop FE, Feenandez. 
Junces Avenue. This office will serve the en- 
tire territory of Puerto Rico. 

St. Thomas, Virgin Islands, 14A Nerre Gade. 
This office will serve the entire territory of 
the Virgin Islands. 

Agana, Guam. This office will serve the 
entire territory of Guam. 





A SIGN WORDED EXACTLY AS BELOW MUST BE PROMINENTLY DISPLAYED IN YOUR STORE 








Lhe prices of merchantise 


in this store are 


NO HIGHER THAN THE 
OPS CEILING PRICES 


of the articles 








The regulation makes no specification as to the size of this sign other than it be prominently displayed 
in the store. The one shown here may be reproduced by the jeweler to whatever size he desires by 
making a photostat. (Look up "photostats” in your phone book.) 
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diamonds 





unlimited... 


® You can confidently count on the House of Winston to precisely 


fulfill your stipulated requirements as to weight, quantity, 





quality and color of the diamonds you need—promptly and 
at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 
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a TARRY WINSTON 


7 EAST Sits: STREET, NEW YORK 


rare jewels of the world 


) 


OWNERS ANDB CUTTERS OF THE JONKER AND VARGAS DIAMONDS 
THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CITY. 





A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 
to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part Il 





I, the jewelry stone list in Figure 5 last 
month, it was noted there are some cases where there is a 
possibility for slight confusion with some imitations or 
with glass. There is also the problem of synthetics which 
can best be discussed later when we take up their natural 
equivalents. The glass plate shown in our Figure 2, and 
three of the jewelry stones, stand in a separate group in 
respect to their refraction. because they, like water and 
oil, have only one amount of light bending, not two or 
three depending upon what way we look at them. In 
minerals, this is known as “single refraction,” the light 
that goes through them is not forced to travel in any 
definite plane as it goes through. 

With all others of the jewelry minerals the light is 
forced into two definite planes of vibration. The light 
that comes out may look just like the light which comes 
out of a similar looking-glass plate, but actually is quite 
different. (Fig. 6.) It is actually two beams vibrating in 
two distinct directions at right angles to each other, one 
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Figure 6. The effect created by a doubly refracting mineral, in 
contrast to the singly refracting example (Fig. 2). 


beam has been bent more than the other, and if the stone 
is colored, one may be slightly different in color than the 
other. (Fig. 7.) To separate them and see the differences 
we have only to look at the color of the light through a 
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by Dr. FREDERICK H. POUGH, Ph.D. 
Curator of Mineralogy and Gemology 
American Museum of Natural History. 


piece of Polaroid, or even through Polaroid glasses, 
Then as we turn the plate, we will see first only the ray 
parallel to the transmission direction of the classes; the 
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Figure 7. Vibration direction of light coming through a doubly re- 
fracting plate. The two rays vibrate at right angles to each other. 


other ray is vibrating in the position of the “glare” rays 
the glasses are designed to eliminate. Then, to see that 
ray, we just turn our plate 90 deg. (Fig. 8) (or turn your 


Other line is seen as 
Polaroid is turned. 








NV 


Figure 8. Polaroid plate on top of topaz plote passes only one of 
the rays of light in the one vibration direction, hence we see only 
one line through it. 
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Sales Formula 


Here’s a sales formula that will mean satisfied 
diamond customers for you. Choose your dia- 
monds from Kionka’s large selection, loose or 
mounted, at rock-bottom prices. Kionka’s qual- 
ity, prices, and dependable 24-hour memo ser- 


vice have been satisfying diamond retailers for 
more than fifty years. 


WRITE 


TODAY FOR LATEST PRICE LISTS 


H. C. KIONKA & CO., Inc. 


ESTABLISHED SEPTEMBER 1900 
15 MAIDEN LANE NEW YORK 7, N. Y. 
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head sideways if you want to see the glare when you are 
driving) and see it, with the first ray now eliminated. 
If we combine two adjoining pieces of Polaroid so that 

















Figure 9. Split Polaroid (dichroscope) passes one line (one vibra- 
tion direction) through one half; other (other vibration direction) 
through the other half. 


one passes colored light that the other cuts out, we could 
see (Fig. 9) both of the light colors at the same time, and 
contrast them more easily. Such an instrument is avail- 
able. It is known as a “dichroscope,” and useful to the 
jeweler. 

Since there are some directions in any stone in which 
there is only single refraction, a stone should always be 
examined in a second direction if no difference in its 
color is noted in the first test. (Fig. 10.) Of course, color- 
less stones can show no color differences though they still 
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Ruby in dichroscope in 

the doubly refracting 

position shows two 
colors. 


Ruby in singly refract- 
ing position in dichro- 
scope shows one color. 


Figure 10. The split Polaroid dichroscope absorbs one and then the 

other vibrating direction of a doubly refracting colored stone like 

a ruby. If the two rays are slightly differently absorbed by the 
ruby, two different colors will be seen. 


affect the transmitted light in the same way; clearly we 
need a different instrument of more general usefulness 
which will show, not the change in color of two rays 
coming through a doubly refracting stone, but merely the 
fact of the separation into two rays. This effect is known 
as polarization, the instrument to observe it is known as 
a “polariscope.” (Fig. 11.) 


a 
ae 





Figure I1. Polariscope. 
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As with the refractometer, it is not essential that the 
jeweler understand the principle by which it works, all he 
really needs is to know its result. However, the mechanics 
are not difficult. 

First it will be noted that the polariscope contains two 
separated discs of Polaroid, so adjusted that when one 
looks through both of them it is dark. A doubly refracting 
stone placed between these two discs and rotated will be 
seen to get light and dark as it turns; four times it be. 
comes light and four times dark in each full rotation, 
Glass and the singly refracting jewelry stones (Fig. 12) 
look dark and stay dark as they are rotated. | 

To explain this, and the exceptions( there always has 
to be an exception to complicate matters) the explanation 
of Polaroid itself is the best start. Polaroid contains a lot 


(Please turn to page 168) 













































































































































































GEM STONES USED IN JEWELRY 
Singly or 
Refractive Doubly 
Mineral Gem Name Index — Refracting 
Opal Precious Opal 1.45 SR 
Lazulite _ Lapis Lazuli | 1.50 SR 
Feldspar Moonstone 1.53-4 DR 
| Labradorite 
Quartz* | Amethyst | 1.54 | DR 
_ Agate | | 
| Onyx | 
| Quartz Topaz | 
| Rock Crystal | 
Beryl | Aquamarine -1.57-8 | ODOR 
| Emerald | 
| Morganite 
| Golden Beryl 
Nephrite | New Zealand Jade | 1.60-3 
Topaz Topaz | 1.61-2 DR 
Tourmaline | Tourmaline '1.63-4 | DR 
Turquoise | Turquoise 1.63 
Chrysolite Peridot 1.65-9 | DR 
Spodumene _ Kunzite 1.66-7 | DR 
Jadeite | Jade 1.66-8 
Spinel | Spinel 1.72 | SR 
Synthetic Spinel | Numerous | 1.73 ‘DR ( false) 
Chrysobery! | Alexandrite 1.745 | DR 
| Catseye 
| Chrysobery! 
Bohemian Garnet | Garnet 1.75 SR 
Garnet | Almandine | 1.79 SR 
Corundum Sapphire | 1.76-7 DR 
Ruby | 
Fancy Sapphire 
Zircon Zircon | 1.77-1.99 DR 
Diamond _ Diamond | 2.46 SR 
Synthetic Rutile | Titania (Others) | 2.60-2.90 OR 








Figure 12. Singly and doubly refractive gemstones. 
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A bracelet of gold. 
domed segments and 
scroll work decorated 
with diamonds, high. 
lighted with stones of 
cabochon color. The 
designer is R. Squirini. 








Stimulating Ideas Seen 


At Student Design Exhibit 


Annual exhibit of work of jewelry design students 


shown at Mechanics Institute, New York on April 5. 





Manhattan skyline in a novel pin of 
tapered baguettes and kite-shaped 


ROMISING innovations in jewelry design diamonds, by Maurice Damast. 
were exhibited by students of Christian A. Jakobb at 
their annual exhibition. at the Mechanics Institute in New 
York on April 5. Imagination and craftsmanship were 
apparent in the many student-designer displays. 

Especially noteworthy were fresh adaptations of modern 
themes as exemplified in a skyline pin designed by 
Maurice Damast. That traditional forms were not omitted 
was demonstrated in the modern renaissance bracelet 
which was designed by Romeo M. Squirini, who was 
awarded first prize for outstanding work at the school 
during the past year. Mr. Squirini shows an exceptional 
grasp of both modern and classical themes in his work. 

This year’s group showed such positive progress that 
committee members found it difficult to determine which 
students most deserved the six annual awards. This year’s 
winners were: Mr. Squirini, gold medal award—first ey a a 
prize; Edward R. Bush, silver medal award—second and hair of brilliant dia- 
prize; Michael P. Arnone, bronze medal award—third monds, by Magnocavallo. 
prize; Mr. Damast, first honor; Semeon A. Sokoloff, sec- 
ond honor; and Anthony D. Magnocavallo, honorable 


(Please turn to page 170) 








Heart-shaped pin consisting 
of brilliant cut diamonds, 
designed by P. Maitrejean. 
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Colored stones decorate 
this  three-dimensional 
gold pin by M. Arnone. 


A jewelry version of deep 
sea plant life, made up of 
diamonds, pearls and col- 
ored stones, was designed by 
Edward Bush, award winner. 
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Fine DIAMONDS 


made finer by 


Prospective diamond customers in your area will be attracted 
to the exciting diamond story being told this month in 

many of the leading national magazines. It is the story of the 
new Multi-Facet cut—40 extra angled facets around the 
girdle—which gives the diamond maximum brilliance and 
beauty, enhances its size; makes possible stronger, safer 
setting and prevents chipping at the girdle. 


This story of new diamond glory is now being told in the first 
of a long series of Multi-Facet full-color advertisements. 

Your customers will want to see and buy these fine diamonds 
made finer by Multi-Facet. You will be happy to show 

them the new beauty in diamonds and tell them about the most 
interesting diamond development in more than a century. 


Multi-Facet sells loose diamonds exclusively to reliable, 
franchised jewelers. Your inquiry is invited. 





a Multi-Facet diamond with — 





an ordinary diamond 
<: showing the grey | 40 extra facets: around the 








THE MULTI-FACET COMPANY, M4 666 FIFTH AVENUE, NEW YORK 19, N. Y.” 


*40 extra facets for greater brilliance and beauty. Patented 
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by W. B. STODDARD 


During the Portland Rose 
Festival, Greve had each 
of the "Princesses" come 
and choose her silverware 
pattern. He then placed 
their photographs in his 
window and revealed the 
pattern each had picked, 
which brought the store 
plenty of good publicity, 








Opportunity Knocks in June 


Carl Greve, Portland, Oregon jeweler, makes 
sure he gets his share of June business—and a 


good one it is— through good advertising. 


Yoo. you'll be Preed we soy, 
—— 


il\\ 


; ++ Boury DESTINED T@ TEEP Yop 

ae OE knew YOU'LE Tang 
Fokaw 
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I. June comes the graduate, the June bride. 
and Father’s Day, all special gift occasions, and the Carl 
Greve Jewelry Store, Portland, Ore., spotlights each of 
them in turn. “Newspaper advertising is the most effective 
publicity,” declared Carl Greve, Jr., “so we make use of pop’s THE 
it continually.” ; QUESTION 

The firm started off with a big calendar ad. All of the 
important occasions were mentioned—June | “Last call 
for graduation gifts”; June 5, Oregon Bankers Conven- 
tion; June 7, Portland Rose Festival starts; June 10, 
grand floral parade; June 13, “Don’t forget Father’s Day 
next Sunday”; June 14, Flag Day; June 19, Father’s Day 
—Don’t Forget Dad; June 20, National Swim for Health 
Week; June 23, Oregon State Dental Convention. Mingled 
with these were little reminders “Phone Carl Greve about 
sterling patterns; Tell John to see Carl Greve about wed- 
ding ensemble; Pick up wedding gift at Carl Greve; Don’t 
forget to pick up wedding ring at Carl Greve.” At the 
bottom the ad said: “June—A month destined to keep 
you busy—but we know you'll take time for a visit to 
Carl Greve.” 

On June 13th, a week in advance of Father’s Day, they Ads placed by Carl Greve 

' : ve " a in Portland newspapers re- 
came out with a big ad headed “Pop’s the Question.” Jt veal how aggressively this 
showed Dad in a comfortable chair, feet propped up on jeweler has strived for a 
a hassock, reading the newspaper. Twelve items for big share of June buying. 
Father’s Day gifts, including two types of watches, several 
types of rings, and many other items of masculine jewelry, 
were illustrated and priced. For the June bride and the 
hrides of yesteryear, they ran a large ad, showing two 
women at tea, with the caption, “What is your sterling 
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(Please turn to page 155) 
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KNOWN THE WORLD OVER 


Here Comes 


The Bride... 


in Imperial Cultured Pearls 


Pearls are the traditional jewels of the 


bride and the bridesmaid. 


Don’t delay your preparations to secure some 
of the lush business the bridal season 
ushers in. 


Imperial’s Cultured Pearl selections run the 
whole gamut of choice and price—from 
heirloom quality, perfectly-matched 
necklaces FOR THE BRIDE, that retail 
up to $15,000, to lovely graduated strands 


FOR BRIDESMAIDS, that sell as low as $50. 


Imperial selections also include exquisitely- 
fashioned Cultured Pearl 14 Karat Gold 
Jewelry—pins, earrings, bracelets, rings and 


other accessories. 


You may depend on Imperial for Popularity 





... we do more national advertising than 


all other cultured pearl brands combined. 


You may depend on Imperial for Integrity 





. each necklace is individually 
Registered and Insured to protect you and 


your customer. 


You may depend on Imperial for Quality 





. . as world’s largest importer we choose 


only the finest, from most dependable sources. 


Ask our nearest office for an Imperial 


representation—now. 


| Imperial Pearl Nyndicate 


5 No. Wabash Avenue, Chicago 
DEarborn 2-2844 


FOR May, 1951 


607 Fifth Avenue, New York 
PLaza 5-6387 


607 So. Hill St., Los Angeles 
Tucker 6159 








GI Training Days Will Soon Be Gone 





The World War II veteran who is still thinking of studying some phase of the 


jewelry business had better make up his mind soon. Training under the 


GI Bill closes in less than three months—July 25 is the deadline. 


(Directory of Trade Schools on Page 134) 


® you intend to study horology or jewelry 
repair or a related subject under the GI Bill of Rights— 
YOU HAD BETTER HURRY. 

The Veteran’s Administration will not authorize train- 
ing under the GI Bill unless that training was begun 
before July 25, 1951. After that date, there will no longer 
be a GI Bill of Rights (Public Law 346), except for 
those veterans who were enrolled for training before 
July 25, 1951. The enrolling process sometimes takes 
several weeks. Before he is officially enrolled, the veteran- 
student must satisfy the school which is accepting him 
that he is qualified to undertake a program of study in 
that school. In turn, the school must be allowed a certain 
period of time to put its records in order, then notify the 
Veteran's Administration that the veteran has _ been 
accepted for training. Therefore, the veteran who is con- 
templating training under the GI Bill should take action 
well in advance of the July deadline. 


SEVERAL SCHOOLS CLOSED SINCE 1948 


Beyond the warning that the person who is considering 
the study of a particular phase of the jewelry business 
must get busy before July 25, it is important that anyone 
who contemplates such study know something about the 
many jewelry trade schools in the United States before 
he makes a selection. It is of particular importance to 
veterans to note that a few schools are not authorized to 
accept veteran-students for training under the GI Bill. 
Those schools which are VA-approved are so designated 
in the accompanying Directory on page 134. 

The purpose of this article is to assist you in your 
selection of an institution in which you will learn the par- 
ticular phase of the jewelry business in which you are 
most interested. 

At the present time, according to the 1951 JC-K count, 
there are 95 such trade schools in the United States. Since 
the JC-K survey of jewelry trade schools in 1948, three 
new schools have opened. On the other hand, in that same 
three-year span, 14 schools have closed. In 1948, 106 
schools were reported operating. 

Of the 95 schools in operation today, only 30 (32.6 
per cent) were founded before World War II. Many of 
the new schools have won the recognition of leading asso- 
ciations in their particular fields, and have become sound, 
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respected institutions. Others have functioned only be-’ 
cause of government assistance. It is anticipated that a 
sizable decrease in the number of schools will follow the 
cessation of the GI Bill in July. 

Among the 83 horology schools listed in the JC-K 
Directory, 72 have been approved by the Veteran’s Ad- 
ministration. Only 16 of those 83 schools, however, were 
approved by both the Horological Institute of America 
and the United Horological Association of America. Both 
organizations require that a horological school maintain 
certain academic standards before it is eligible for 
approval by the HIA and the UHAA. The HIA gives 
examinations to watchmakers who wish to qualify as 
“Junior Watchmaker” or “Certified Watchmaker.” At- 
tendance at a particular school is not a prerequisite to the 
examinations, but approval of a school by these associa- 
tions is indicative of high academic standards. 

Eleven types of schools are listed in the directory. 
Horology schools head the list. Of the 95 schools which 
responded to the JC-K request for information, all but 
12 offered a course in horology. A majority (53 per cent) 
of the horology schools cost the student more than $700. 
This figure includes tuition, tool costs and extra fees. A 
course in horology can cost $100 or it can cost $1,680. 
All costs are listed in the Directory. 


MORE CLOSURES WITH END OF GI BENEFITS 


The high cost of many of these trade schools is a factor 
which may force certain schools to close when the GI Bill 
training program ends in July. Equipment and tool costs 
are necessarily high for many courses, yet the correspond- 
ingly high tuition fees will prohibit many prospective 
students from attending without the assistance of VA-paid 
benefits. 

Jewelry repair is taught in 43 schools, six more than in 
1948. Most courses in jewelry repair cost less than $500. 
Nearly half (48.7 per cent) run for two to six months. 
Very few jewelry repair courses extend for more than 
nine months. 

Engraving is taught in 39 schools, an increase of two 
over 1948. Most engraving courses cost less than $300 
and run for six months or less. However, three courses 
cost more than $500 and four extend for more than one 
year. (Please turn to page 170) 
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here’s a book that ¢ 
makes money 


for you 


READ HOW IT TURNS 
EVERYDAY QUESTIONS INTO SALES 


Again and again, knowing quickly who made a 
silver pattern, where to get replacement parts for a 
watch, or how to fill in a prized piece of fine china is 
the first step to making a sale—and making a steady 
customer. 


And you can have the answers . . . quick as the 
flip of a page .. . in the new, revised 1950 edition 
of TRADE MARKS OF THE JEWELRY AND 
KINDRED TRADES. 


This standard reference, the only book of its 
kind, and a sales-maker for jewelers for half a century, 
is now completely revised for the first time in seven 
years. It is packed with more trade marks and trade 
names than ever before—new addresses—all handily 
cross-indexed for easy finding. 


When customers ask questions, they expect you 
to have the answers. You are the authority, on silver, 
watches, jewelry and giftware of all kinds... and you 
want to keep that authority, by having all the facts of 
the field at your fingertips. 





TRADE-MARKS 
OF THE JEWELRY 
AND KINDRED TRADES 


YOUR 
COPY 
NOW 


new sixth edition 


$750 


postage prepaid 








Money back if you do not 


TRIAL OFFER . « « believe this book is 


ORDER 


% 


‘ TRADE-MARKS 


Of the Jewelry 
aid Kindred Trades 





In this new edition of TRADE MARKS OF 
THE JEWELRY AND KINDRED TRADES, you'll 
have 388 pages of important information . . . illustra- 
tions and lists of more than 4200 trade marks and 
names; about 3650 watch names; 3300 sterling silver 
and plated ware pattern names — all with current 
addresses of manufacturers and distributors. In addi- 
tion, you'll have reference data on giftwares, whole- 
salers’ names and addresses, and the current state and 
national Trade Mark and Stamping Laws as they affect 
your business . . . the result of two years of work by 
THE JEWELERS’ CIRCULAR-KEYSTONE, primary 


source of data for the jewelry field. 


As more and more people buy by trade-mark. 
and more and more manufacturers clearly identify 
their products, this book becomes an increasingly valu- 
able basic tool of your trade. At a mere $7.50, it can 
pay for itself over and over by closing sales you might 
have lost with an “I don’t know.” Order it today, and 
be sure every salesman uses it daily. 


\ al = 
a = a 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


is: 

te ms 
Enclosed find....check....money order for my 
copy. It is understood that if | am not completely 
satisfied, | may return it after 10 days trial, and 
receive my full money back. 


NAME 





STORE 





re ee nineties 


essential to your business. 
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——— Houvze of Milner 


EF tern 
DIAMOND MERCHANTS 0 Plat 1-51 
Wholesale Jewelers } ring, $6000.00 
728 SANSOM STREET 


PHILADELPHIA, PA. 
Phone: Walnut 2 1248-9 


latinum J51-531—Platinum J5I- 532—Phting 

marquise diamond emerald cut diamond diamond ring, 
ring, 2.32 ct. ring, 1.60 ct. 98 ct., $1200.09 
$2000.00 $2000.00 


See 


J51-526—Platinum —Plati J51-530—Platinum —-J51-528—Platiny 
: emerald cut diamond marquise diamond diamond ring, diamond fi 
J51-524—Platinum ring abt. | ct. ring abt. | ct. 2.05 ct., $3600.00 2.75 ct, $9950 


diamond brooch ae: i 
$950.00 =~) Rte < $1200.00 $1300.00 


J51-556—Platinum and gold Masonic ’ : EN. ae * eT 
pin, 4 diamonds, $80.00 — ooo 


J51-557—Platinum synthetic ruby and White ood" oe 
5 diamond Shrine pin, oe brooch, $170.00 


J51-523—Yellow ms | , , 
pearl brooch $180.00 ;: = en al = ‘ i , re ee — ee Se 


J51 535—Platinun™ ie. itech, vs , ates 142 small 
and 2 _— an i! baguette diamonds, $10000.00 


J51-543—Platinum J51-544—Platinum = ee oe 
dia. wedding ring, dia. wedding ring, | | —_ oe svete ty Ne 
40 dias. $670.00 21 dias, $1000.00 | ; egeeett a 











J51-539—White J51-538—Plat. dia. 
gold diamond wedding ring, !08 
wedding ring, 5 round and 4 bag. 

diamonds, $150.00 = and 4 marquise 
diamonds, $850.00 


~ 
ia 
On A — 
? ne 
a 


SRS. 


J51-540—Gent's J51-541—Gent's 

platinum catseye yellow gold 

ring, $1000.00 diamond ring 
$1600.00 








2 | 351-509—Plafinum twin 
amon od ring, about 4.50 ct. 


_-951-508—Plat. Em. 
num F eyt dia. ring, 
ng, Yoo3 ct., $3500.00 
0.00 


inal marquise dia. ring, 
2.75 ct. (fine) 
$6800.00 


at 


s © 


pearl and diamond 
_ tarrings, $200.00 


pear shape dia. 
ring, 1.95 ct. 
$1750.00 


cut dia. 


4 ct., $6000.00 


J51-522—White 
gold diamond 
circular pin 


$400.00 


By Ev 
; », Sar 
Sn vu 


— Fe 


J51-51G—F Eiinum 
dia. ring, 3.22 ct. 
$5000.00 


. * 


\ 


= 


J51-513—Platinum 
diamond brooch 
$4500.00 


J51-505— 
app. 2.75 ct. 


Antique pendant 
drop, $1500.00 





J51-514—Platinum 
diamond brooch 
$3800.00 


Plat. dia. 
earrings, 2 
large and 
32 small 
round dias, ° 


$1100.00 


J51-545— Yellow gold 


star sapphire cuff 
TAL k 


links, $300.00 


Houve of Milner 


DIAMOND MERCHANTS 
Wholesale Jewelers 
728 SANSOM STREET 
PHILADELPHIA, PA. 

Phone: Walnut 2 1248-9 














Directory of Trade Schools 


Symbols following school listings are to be interpreted as follows: 


= 


. Approved by State accrediting authority and Veteran’s Ad- 
ministration. 


b. Approved by Horological Institute of America. 
c. Approved by United Horological Association of America. 
d. Students take H.I.A. examinations but school not yet approved. 


e. Cooperates with H.I.A. but students do not, as yet, take H.IA, 
examinations. 
Approved by State Rehabilitation Board. 
. Did not reply to our request for information. 
. Part of municipal school system. 
Member of National Association of Horological Schools. 


Te sR ™ 


1. Horology (Watchmaking) 
(See also Chronograph Repair) 


ARKANSAS 
Forrest City 
Eureka Technical Institute, Inc., West Davis St. 15 months. 
Advanced course 3 months. (a, b, f) 
North Little Rock 
Arkansas School of Horology, 1603 Main St. 18 months. Tuition 
$657. Tools $106. (a, f) 


CALIFORNIA 
Giendale 
Scientific School of Watchmaking, 3923 San Fernando Rd. 14 
months. Tuition $765. No extra fees. (a, c, f, j) 
Los Angeles 
California Horological Institute, 346%, South Spring St. 14 
months. Tuition $600. Tools $350. No extra fees. (a, d. f) 
West Coast University, School of Watchmaking, 5145 W. San 
Fernando Road. (c) 
Oakland 
Van Slyke Horological Institute, 2030 Broadway. 18 months. 
Tuition $657.36. Tools $320. (a, f) 
Sacramento 
Strutz School of Watchmaking & Engraving, 2200 K St. 12 
months. Tuition $420. Tools $350. Course includes jewelry 
repair, engraving, stone setting, ring sizing and jewelry 
making. (a, c, f) 
San Bernardino 
Collins Jewelry & Watch School, 735 Fifth St. (a, d, f) 
San Jose 
San Jose State College, 4th and San Antonio Sts. 18 months. 
Tuition free. Tools $100. Extras $50. (a,b,c, f) 
Theron O. Sowers Watchmaking-Jewelry Engraving School, 210 
South First St. 18 months. Tuition $900. ) 
South Gate 
Southern California College of Watchmaking. 3221 Independence 
Ave. 14 months. Tuition $600. Tools $61. No extra fees. (a, f) 


COLORADO 
Denver 
American Academy, Ire., Tabor Bldg. 12% months. Tuition 
$714.42. Tools $290. Extras $81. (a,c, f, j) 
Emily Griffith Opportunity School, 12th and Welton Sts. 24 
months. (a, b, f) 


CONNECTICUT 
New Haven 
Connecticut Institute of Horology, 19 Congress Ave. 36 months. 
Tuition $1,680. Tools $320. Course includes jewelry repair, 
designing, silversmithing and reiated subjects. (a, f) 


DISTRICT OF COLUMBIA 

Peters School of Horology. 817 14th St., N.W., Washington. 18 
months. Tuition $808.38. Tools $63.01. (See Chronograph 
Repair.) (a, b, ec, f) 

FLORIDA 
Jacksonville 

Florida School of Watchmaking, 3927 Main St. 18 months. 

Tuition $577.26. Tools $79.16. (a, b, f, j) 
Miami 

Miami School of Watchmaking., 3240 N.W. 27th Ave. Basic 
course—8 months, tuition $360. Advanced course—8 months, 
tuition $360. (a, da) 

Tampa 

Tampa Horological School, 2812 34th St. 14 months. Tuition $35 

per month. Tools $80. No extra fees. (a,b, f) 
GEORGIA 
Clarkesville 

North Georgia Trade and Vocational School. 18 months. Course 

includes jewelry repair. (a, f, j) 
ILLINOIS 

icago 

Chicago Institute of Watchmaking. Inc., 6 East Lake St. 12 
months. Tuition $663. Tools $81.25. No extra fees. Also offers 
advanced courses in watch repair. (a, b, ec, f, j) 

Chicago School of Watchmaking, 16908 North Milwaukee Ave. 
12 months. Tuition $1,100. Tools $146.16. Extras $10. Other 
courses: 19 months, 39 months. Approx. same cost. (a, b, c, f) 

Illinois School of Watch Repairing, 2870 Elston Ave. Tuition 
$150 for 10 lessons. $200 for 20 lessons. Also course in clock 
repairing, $45. (a, f) 

Jewelry Training Service, 226 South Wabash Ave. 10 months. 
Tuition $475. Tools $90. Part-time covrse also offered, 14 
months, tuition $280, tools $90. (See Chronograph Repair.) 
(a, b, f) 

Elgin 

E!gin Watchmakers College. 12 months. Tuition $381.60. Tools 
$200. Course includes training in jewelry repair and engraving. 
(a, b, ce, f) 

Peoria 

Bradley University. School of Horology. 12 months. Tuition $39 
per month. Tools anprox. $250. May use same tools in jewelry 
and engraving courses. (a, b,c, f) 

INDIANA 
Corydon 

Cunningham Horology School, Inc., Chestnut St. 17% months. 

Tuition $884. Tools $113.90. (a, d, f) 
Terre Haute 

Terre Haute School of Watchmaking, 2831 East Wabash Ave. 

18 months. Tuition $940. Includes tools and any extra fees. (f) 
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KENTUCKY 
Ashland 
Ashland School of Watchmaking, 1506 Winchester Ave, 15 
months. Tuition $45 per month. Tools $350. (a, f) 
MARYLAND 
Baltimore 
Coe School of Horology, 2855 Greenmount Ave. 17 months. 
Tuition $675. Supply own tools. (Formerly the C & F Watch- 
maker’s Institute.) Also courses in watch repairing and com. 
plicated watches. (a, f) 
Morgan Vocational School of Watchmaking. 1522 West North 
Ave. 33 months. Tuition $1,140. Tools $67.40. (a, b, f, j) 
MASSACHUSETTS 
Boston 
Massachusetts Trades Shops School, 161 High St. 17 months. 
Tuition $940. Tools $60. (a, b, 
New England School of Watch Repair, 323 Newbury St. 68 
weeks. Tuition $708.75. Tools $59. (a, d, f) 
North Bennet Street Industrial School, 39 North Bennet St. (13), 
18 months. Tuition $660.66. Tools $47.79. (a, f) 
Waltham 
Waltham School of Watchmaking (unit of Arthur A. Hanson 
Trade School), 55 School St. 18 months. Tuition $200 ($390 
for veterans). All tools free. No extra fees. (a, b, f) 
MICHIGAN 
Big Rapids 
Ferris Institute, School of Watch and Clock Revairing, 400 Oak 
St. 24 months. Tuition $920. Tools $150. Extras $306. (a, f) 
Doster 
Michigan Veterans Vocational School, Pine Lake. 16% months. 
Tuition $840. Tools $176.30. (a, d, f) 
Grand Rapids 


American Institute of Specialized Watch Repair, 1912-14 Frank- 
lin St., S. E. 18 months. Tuition $585. No extra fees. (a, f, J) 
MINNESOTA 
Duluth 
Duluth Vocationai School, Horological Dept., 1608 London 
Road. (c) 
Minneapolis 
Minneapolis Vocational High School, 38rd Ave. and 11th St., 24 
months. (a, b, c, f, h) 
St. Paul 
St. Paul Vocational, 14th and Jackson Sts. 16 to 22 months. 
Tuition $40 each four weeks. Tools $100. (a, c,d, f. h) 
MISSOURI 
Albany 


Midwest School of Horology, 101% South Polk St. 15 months. 
Tuition $568.75. Tools $128.55. (a, b,c, f, j) 
Kansas City . 
Kansas City School of Watchmaking, 1224 Admiral Blvd. (6). 
18 months. Tuition $936. Tools $265.55. (See Chronograph 
Repair.) (a,c, f, j) 
Malden . 
Lane’s School of Watchmaking. Corner of Main and Madison. 
75 weeks. Tpition $720. Tools $75.76. (a) 
Poplar Bluff , 
Montgomery-Taylor School of Watchmaking, 432 Vine St. 15 
months. Tuition $530.40. Tools $66.65. No extra fees. (a, d, f) 
St. Louis 
Midwest School of Horology, 7127 South Broadway. 15 months. 
Tuition $650. Tools $128.55. (a, b,c, f, j) 
NEW JERSEY 
Asbury Park 
Pennsylvania School of Watchmaking, 710 Mattison Ave. (c) 
Irvington 
Van Laar Institute of Watch Repairing, Inc., 1000 Springfield 
Ave. 18 months. Tuition $1,072.50 ($0.55 per hour). ‘Tools 
approx. $400. Advanced course also offered. (See Chronograph 
Repair.) (a, b, f) 


(Please turn to page 136) 





HIA Cancels All School Certificates 


Immediately before going to press, the JC-K was 
informed by Ralph E. Gould, secretary of the 
Horological Institute of America, that all HIA 
certificates which had been issued to horological 
schools had been cancelled. All HIA-certified 
schools were told to return certificates to the 
HIA. It was planned to issue a code of ethics, 
Mr. Gould stated, along with standard training 
courses and equipment. 
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@ New York City 


Baden and Foss, Inc. 
, Coronet Jewelry Mfg. Co., Inc. 
eee jewelers J. & H. Flyer, Inc. 
Goldstein-Gerson Co. 
= B. and E. J. Gross Co., Inc. 
who appreciate H. Hailparn and Co. 
Oscar Heyman and Bros., Inc. 


the finest in B. F. Hirsch, Inc. 
Ide Jewelry Co., Inc. 


Kahn and Co. 
cems Morris Kaplan and Sons 
Knight Manufacturing Co., Inc. 
, Kritzer, Stern and Klein, Inc. 
E L L Rothman and Schneider, Inc. 
Skalet Manufacturing Co., Inc. 
J. Schliff and Sons 


Untermeyer, Robbins and Co.., Inc. 


Buffalo 
Bock-Lewis Co. 
M. A. Reich and Co. 
Star Ring Manufacturing Co., Inc. 


“LINDE” STARS 


California, Los Angeles 
Aelred's 


®@ Chicago 
Hirsch and Oppenheimer 
B. Leader and Sons 
J. Milhening, Inc. 





Indiana, Indianapolis 
Goodman and Co. 


@ New Jersey, Newark 
Church and Co., Inc. 


FASHIONED BY THESE F. and F. Felger, Inc. 

famous MANUFACTURERS Jones and Wocdland Co., Inc. 
Larter and Sons, Inc. 

Write now to your favorite @ Ohio, Cleveland 

manufacturer for a sample Grof Manufacturing Co., Inc. 


order. , 
@ Pennsylvania 


Byard F. Brogan, Phila. 
Helm and Hahn Co., Pittsburgh 


Charles $ Winson Gems 


S980 FIFTH AVENUE NEW YORK 19. WN fF. 
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NEW YORK 
Morrisville 

New York State Agricultural and Technical Institute, Depart- 
ment of Horology. 18 months. Tuition free for residents of 
New York State. Tuition $100 per year for out-of-state stu- 
dents. Extras approx. $50. (a, b,c, f, j) 

New York City 

Bronx 

New York Jewelry Trades School, Inc. 560 Melrose Ave. (55). 
114%, months for day students. 15% months for evening stu- 
dents. Tuition $600. Tools $55. (a, f) 

Brooklyn 

George E. Westinghouse Vocational High School (Annex), 122 
Tillary St. Three years. Free. (a, h) 

Long Island 

Joseph Bulova School of Watchmaking, 40-24 62nd St., Wood- 
side, L. I. Approx. 22 months. Entry by scholarship. Tools 
approx. $500. (a, b, f) 

Manhattan 

Metropolitan Training Center, 650 Avenue of the Americas (11). 
Approx. one year. Tuition $600. Tools $105.10. Courses also 
offered in electronic machine timing, repair and maintenance 
of chronograph, calendar and ‘‘self-winding’’ watches. (See 
Chronograph Repair). (a, f) 

Standard Watchmakers Institute, Inc. 1991 Broadway (23). One 
year. Tuition $525. Tools $186.50. Evening classes also offered. 
(a, d, f, j) 

Taus School of Watchmaking, 44 West 66th St. (23). 11 months 
for day students. 14 months for evening students. Tuition 
$600. Tools $105.60. Advanced courses also offered. (a, b, f) 

NORTH CAROLINA 
Spencer 

Spencer School of Watchmaking. 504 South Salisbury Ave. 12 

months. Tuition $360. Tools $300. Extras $50. (d, f) 
Winston-Salem 

Winston-Salem School of Watchmaking, 28th St. and Walker Rd. 

15 months. Tuition $636. Tools $87.50. (a,f) 
OHIO 
Cincinnati 

Foegler Institute of Watchmaking, 31 East 4th St. 18 months. 
Tuition $748. Tools $225. (a, e, 

Gruen Watchmaking Institute, Beech and Kenilworth. 12 
months. Tuition $500. Tools $255. No extra fees. (a, b,c, f, j) 

Cleveland 
Sears School of Trades, 3421 Prospect Ave. 20 months. Tuition 
$748. Tools $80. No extra fees. (a, b, f, j) 
OKLAHOMA 
Weatherford 
Southwestern State College. 18 months. (a,c, d, f, j) 
PENNSYLVANIA 
Johnstown 
Charkins School of Horology, 115 Haynes St. 18 months. (a, f) 
Lancaster 

Bowman Technical School, Duke and Chestnut Sts. Tuition $34 

per month. (a, b,c, f) 
New Castle 

New Castle Jewelers Training School, Inc., 226 Pearson St. 18 

months. Tuition $572. Tools $78. (a, f) 
Philadelphia 

Baronian School, Inc., 2116 Walnut St. (3). 15 months. Tuition 
$750. Tools $132. Evening course also offered, tuition $636.90, 
25 months. (a, b, c, j) 

Philadelphia College of Horology, Broad and Somerset St. (32). 
18 months. Tuition $630. Tools $80. Alternate course of 30 
months also offered, tuition $1,050, tools $80. (a, c, d, f, j) 

Pittsburgh 

A. W. Thacker Academy for Jewelers, 423 Federal St. (12). 18 
months. Tuition $750. Tools $150. (a, f, j) 

Western Pennsylvania Horological Institute, 807 Ridge Ave. (c) 

Scranton 
Pennsylvania School of Watchmaking, 124-234 Wyoming Ave. 


3. (c) 
SOUTH CAROLINA 
Greenville 
Veterans Training Program—Greenville City Schools, 590 Pendle- 
ton. 24 months. Tuition $786. Tcols $250. (a, b, f, h) 
TENNESSEE 
Memphis 
Southern College of Watchmaking, 83 North Second St. 18 
months. Tuition $792. Tools approx. $200. (a, c, f, j) 
TEXAS 
Dallas 
Texas Trade School, 1316 West Commerce St. 24 months. (c, f) 
Houston 
Houston Technical College (formerly Houston School of Hor- 
ology), 1009 Waugh Dr. 15 months. Tuition $600. Tools 
$313.05. Extras $42.25. (a, b, ec, f) 
Kilgore 
— College, 2114 months. Tuition $330. Tools $106. (a, f, j) 
aris 
Paris Junior College, Clarksville St. 18 months. Tuition $540. 
Tools $124.50. No extra fees. (a, f) 
San Antonio 
Alamo Watchmaking College (formerly the Canford College of 
Watchmaking), 5th Floor, Ogilvie Bldg., 211 Alamo St. 18 
months. Tuition $702.18. Tools $209.95. Extras $65.88. 
(a, b, ce, f, j) 
Tyler 
Caruthers College of Horology, 123 North Spring St. 18 months. 
Tuition $720. Tools $150. Extras $71.50. (a. f) 
Waco 
Waco College of Horology, 616% Washington Ave. 18 months. 
Tuition $627.48. Tools $152. Extras $185.67. (a, b, f) 
Wichita Falls 
Midwestern School of Horology, 3410 Taft. 18 months. Tuition 
$540. Tools $363.85. No extra fees. (a,c, f, j) 
UTAH 
Ogden 
Weber College, 550 25th St. 9 months. Tuition $86. Tools 
furnished. (a, b, f) 
WEST VIRGINIA 
Clarksburg 
Martin School of Horology, 1906 South Third St. Approx. 17 
months. Tuition $533. Tools $89.75. No extra fees. (a) 
Ridgeley 
Morgan Vocational School. 98 weeks. Tuition $1022.44. Tools 
$51.51. (b, c, j) 
WISCONSIN 
Milwaukee 
Milwaukee Vocational and Adult Schools, 1015 North Sixth 
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St. (3). ls months. Tuition free. Tools $155.90. E 
$32.43. (a, ec, f) “ae 


2. Jewelry Repair 
CALIFORNIA 
Glendale 
Scientific School of Watchmaking, 3923 San Fernando Road 
(4). 4% months. Tuition $294. Includes tools and extras, 
Course includes stone setting, ring sizing and jewelry making 
(See Horology.) : 
Los Angeles 
Los Angeles School of Jewelry, 1007 West 96th St. (44). 9 
months. Tuition $50. Tools $52.50. No extra fees. (a, f) 
Sacramento 
Strutz School of Watchmaking and Engraving. (See Horology.) 
San Bernardino 
_ Collins Jewelry & Watch School, 735 Fifth St. (See Horology.) 
San Jose 
San Jose State College, 4th and San Antonio Sts. 3 months. 
Tuition and tools free. Extras $10. (See Horology.) 
Theron O. Sowers Watchmaking-Jewelry Engraving School. 
One month. Tuition $100. Course includes stone setting ang 
ring sizing. (See Horology.) 
South Gate 
Southern California College of Watchmaking, 3221 Independence 
Ave. 10 months. Tuition $400. Tools $70.67. No extra 


fees. Course includes engraving, stone setting, designing, 
gemology, casting, ring sizing and jewelry making. (See Ho- 
ology.) 


DISTRICT OF COLUMBIA 

Scientific School of Jewelry Repairing, 1359 Connecticut Ave., 
N.W., Washington (6). 6 months. Tuition $369. Includes 
cost of tools and extras. (a) 

FLORIDA 
Tampa 

Tampa Horological School, 2812 34th St. (5). 2 months. Tui- 

tion $35 per month. Tools $80. No extra fees. (See Horology.) 
ILLINOIS 
Chicago 

Chicago Institute of Watchmaking, 6 East Lake St. (1). 3 
months. Tuition $90. Tools $35. Course includes ring sizing, 
(See Horology.) 

Chicago School of Watchmaking, 1608 North Milwaukee Ave. 
(47). 12 months. Tuition $687.50. Tools $66.09. Extras $10, 
Course includes engraving, diamond and stone setting. (See 
Horology. ) 

Jewelry Training Service, 226 South Wabash Ave. (4). 6 months, 

- Tuition $300. Tools $50. No extra fees. (See Horology.) 
tlgin 

Elgin Watchmakers College. (See Horology.) 

Peoria 

Bradley University, School of Horology (5). 3 months. Tuition 
$30 per month. Tools approx. $250. Course includes stone 
setting, gemology, casting, ring sizing, jewelry making and 
silversmithing. (See Horology.) 

INDIANA 
Corydon 

Cunningham Horology School, Inc., Chestnut St. 2% months. 

Tuition $130. Tools $26.49. (See Horology.) 
MASSACHUSETTS 
Boston . 

North Bennet Street Industrial School, 39 North Bennet St. (13). 
12 months. Tuition $474.24. Tools $52.69. Course includes 
stone setting, designing, casting, ring sizing and jewelry 
making. (See Horology.) 

MISSOURI 
Albany 

Midwest School of Horology, 101% South Polk St. 9 months. 

Tuition $390. Tools $136.50. (See Horology.) 
Kansas City 

Kansas City School of Watchmaking, 1224 Admiral Blvd. 2 
months. Tuition $450. Tools $157.21. This is a part of a 
course called Jewelry-Stone Setting. Tuition refers to that 
course. Course includes stone setting, designing, gemology, 
casting, ring sizing, jewelry making and enameling. (See 
Horology.) 

Malden 

Lane’s School of Watchmaking, Main and Madison. 26 weeks. 

Tuition $260. Tools $69.90. (See Horology.) 
Popular Bluff 

Montgomery-Taylor School of Watchmaking, 432 Vine St. 3 

months. Tuition $106.08. Tools $37.16. (See Horology.) 
St. Louis 

Midwest School of Horology, 7127 South Broadway. 9 months 

Tuition $429. Tools $136.50. (See Horology.) 
NEW JERSEY 
Passaic 

Stewart Gem and Diamond Cutting Institute, 565 Main Ave. 

7 months. Tuition $280. (a) 
NEW YORK 
New York City 

Brooklyn 

George E. Westinghouse Vocational School (Annex), 122 Tillary 
St. Three years. Free. (See Horology.) 

Manhattan 

Standard Watchmakers Institute, Inc., 1991 Broadway (23). 
One year. Tuition $625. Tools $125. (See Horology.) 

NORTH CAROLINA 
Charlotte : 

Engravers & Jewelers, Inc., 513 North Pine. 12 months. Tul- 
tion $360. Tools $120. Extras $18. Course includes stone 
setting, casting and ring sizing. (a, f) 

Winston-Salem 
Winston-Salem School of Watchmaking, 28th St. and Walker 
Road. 1 month. Tuition $42.40. Tools $17.10. (See Horology.) 
OKLAHOMA 
Weatherford 
Southwestern State College. 3 months. (See Horology.) 
PENNSYLVANIA 
Lancaster _ 

Bowman Technical School, Duke and Chestnut Sts. Tuition 

$34 per month. Course includes stone setting. (See Horology.) 
New Castle 

New Castle Jewelers Training School, Inc., 226 Pearson St. 
6 months. Tuition $279. Tools $12. Course includes design- 
ing, casting, ring sizing and jewelry making. (See Horology.) 

Philadelphia 

Baronian School, Inc., 2116 Walnut St. 8% months. Tuition 

$425. Tools $75. 


(Please turn to page 148) 
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—- TAKE YOUR CHOICE — 
3 Exquisitely Styled Patterns 
e ONE PIECE CONSTRUCTION e EXCELLENT WEIGHT 


e NYLON BRISTLE BRUSHES e BEVELED MIRRORS 
e ENGINE TURNED AND PLAIN DESIGNS 


4 . E T S Fast Moving Numbers At This NEW LOW Sale Price! 


_ 3/507M ST 75 


(BULK CARTON) 


— NOTE — 


Above sets are available in 6 Piece Ensembles 
consisting of Comb, Brush, Mirror, matching ster- 
ling silver top Puff Box, File, Cuticle Knife, in 
gorgeous satin lined display box. 


SALE PRICED! 


Set 


—— 


i seetgapeeeee Ee 


te 
“ 


OS ae 


ry 
— ~~ —~ 


a 


SALE ‘TA\\( -©§«s SALE 
PRICED! ‘HA\ \W<acagly//fe PRICED! 


SSS th 


3/511M—3 PIECE STERLING SET 




















L. LURIA & SON, Inc. 


214 PRYOR ST., S.W., ATLANTA, GA. e 160 FIFTH AVE., NEW YORK 10, N. Y. ¢ 980 5.W. FIRST ST., MIAMI 36, FLA. 
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Gracefully designed in satin finish with 
polished shield. Excellent weight; ONE 
PIECE CONSTRUCTION; nylon bristle 
Brush; beveled Mirror. 


SALE PRICED! $167 
SOE MUNI isssicinssscnssnicicnsaneanisindamainint 
6/511M—As above in 6 Piece Ensemble 
consisting of Comb, Brush, Mirror, match- 
ing sterling silver top Puff Box, File, Cuticle 
Knife, plus lovely gift box. 


Sale Priced! 


x *k * 


Satin Lined Display Boxes Are Available 
for All Sets Illustrated on This Page. 


SATIN LINED HINGED BOX 
ACETATE LOOK-THRU BOX 


3/513M—3 PIECE STERLING SET 


A brand new number that’s loaded 
with superb value. Extra heavy gauge; 
ONE PIECE CONSTRUCTION; extra 
large size Mirror and Brush; heavy 
nylon full length bristles. Highly styled 
floral ornamentation. Gracefully exe- 
cuted handles. 


SALE PRICED! : $70° 


(Bulk Carton) 





6/513M—As above in 6 Piece Ensemble 
consisting of Comb, Brush, Mirror 
matching sterling silver top Puff Box, 
File, Cuticle Knife, and attractive gift 
box. 


Sale Priced! 
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The Book Shelf 


New Edition of Gem Identification 


Handbook of Gem Identification, by Richard T. Liddicoat, 
Jr., Third Edition, 1951. Published by the Gemological Institute 
of America, Los Angeles. 349 pages. Price $5.00. Sent postpaid 
anywhere in the U.S.A. or Canada by Book Department, JEWELERS’ 
CrkcuLarR-KEYsToneE, 100 East 42nd St., New York 17, N. Y. 

Fifty-two pages have been added to the new edition of 
the HANDBOOK OF GEM IDENTIFICATION, first pub- 
lished by the Gemological Institute of America in 1947. 
This increase in size is largely due to the addition of a 
comprehensive chapter which gives detailed descriptions 
and property ranges of all the important gemstones, as 
well as many of the minor ones. 


In the new edition, recently developed testing instru- 
ments are described and their purposes and importance 
outlined; the “spot method” of refractive index deter- 
mination is more fully discussed than in previous editions; 
and explanation is given of the radiographic and fluor- 
escence methods of pearl examination. Additional gem- 
stones have also been added to the tables and flow charts, 
plus a Cleavage and Parting Table in the Appendix. 
Tables already included in previous editions are Specific 
Gravity, Refractive Index, Hardness, Optic Character. 
Pleochroism, Birefringence, Color, Dispersion, and 
Property. 


Designed to aid jewelers, gem collectors, or students of 


gemology who have access only to a limited number of 
instruments, the book outlines simply and concisely con. 
clusive methods for the identification of all colored stones 
and pearls. Detailed tests which are given, if carefully 
followed, make possible accurate identification with the 
least possibility of error. 

There are 117 illustrations in the book, including an 
abundance of photomicrographs showing characteristic 
inclusions useful in the identification of gemstones. 

The rapid development and distribution of synthetic 
gem materials has increased the need for their positive 
recognition and the portion of the book covering this 
subject has been greatly revised and expanded to provide 
the greatest possible protection for the user. 

Attractively bound in dark green washable vellum, 
indexed for quick reference, the book has a glossary of 
the more common gemological terms used in the text. 





Remodeling Helps Available in Booklet 


A series of articles on store remodeling by Murray 
M. Pearlstein, store design consultant for THE JEWELERS 
CIRCURLAR-KEYSTONE, which ran currently in JC-K begin. 
ning in the August, 1950, issue, has been compiled in 
booklet form and is available upon request to JEWELERS 
CIRCULAR-KEYSTONE, 100 East 42nd St.. New York 17, 
N. 3. 

This series covers every phase of store remodeling and 
contains many valuable helps and suggestions for the 
retailer who is planning to modernize his store. A 
chapter is devoted to each subject such as the store front, 
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fixtures and equipment, lighting and wiring, painting 
and decorating, air conditioning and heating, and floor 
coverings. 

While it is not designed as a treatise on the subject oi 
store remodeling, this booklet, nevertheless, provides a 
good general working basis from which the store owner 
can formulate his modernization plans based on his own 


individual problems and circumstances. 





They Welcome New Residents 


Troxel Jewelers, and Beales Jewelry Store, Rockford, 
[ll., have joined with other merchants and the Rockford 
Consolidated Newspapers, Inc. in publishing an annual 
WELCOME BOOK which welcomes new residents to this 
fast growing city of 95,000. 

The 9 by 12 inch booklet is filled with one page adver- 
tisements of the participating merchants, some of which 
offer a free gift, with no strings attached, to new resi- 
dents who come to the store to get them. In this way, 
many merchants make contacts with new customers. 

Copy at the front of the booklet says, “A greeting to 
our new neighbors. Rockford, the Forest City, welcomes 
you. Here you will find a city of friendly people, a home- 
loving city, proud of its splendid modern stores and insti- 
tutions. A city with outstanding church and educational 
facilities. 

“This book will prove a quick guide to help you know 
Rockford better. It is an introduction to many leading 
business firms. Herein you will find valuable coupons 
for your personal use. Read each page carefully and have 
complete confidence in the merchants represented.” 


Diamond Exhibit 


(From page 95) 


expense. Here we have the reason why it will pay all 
jewelers to join in this 1951 Diamond Exhibit, with 
implicit confidence in the pay-off, which can be sub- 
stantial and lasting. 


NEW SLANT ON THE MEANING OF “EXHIBIT” 


Merchandise, the theory runs, is always on display in 
some store's showcase—and the public may or may not 
be indifferent! But the idea and concept of an “Exhibit,” 
with the careful preparation, the weight and significance 
it suggests, is one of the oldest and most effective in the 
history of trade relations. 

Take this excerpt from one of the letters suggested in 
the Council’s new idea book as it suggests presenting the 
concept of the Diamond Exhibit: “. . . This occasion 
comes but once a year. It rivals, in its way, the most 
interesting fine-art, book or pictorial exhibit ever to come 
to this area. A fascinating collection of diamonds and 
diamond jewelry has been assembled—unique, for varie- 
ties of shapes, styles, mountings, weights—and price 
range. In fact, we have put months of effort into this 
Exhibit. We are truly proud of what we have to show 
you during May 24 to June 9.” 

There you have the idea in a nutshell—the convincing 
claim or bid for attention, and the promise that you— 
the retailer—will back it up with a real display of dia- 
monds. 

Diamonds are without doubt dramatic in themselves, 
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and can easily be made to seem spectacular. Thus, added 
to the intrinsic quality of the merchandise, the 1951 
Diamond Exhibit tends to make your store stronger in 
competition for the consumer's traffic (and his dollar) 
by selling the idea that diamonds are not merely on view, 
but that an unusual Exhibit of them may be seen. In that 
way the thought is put across that only at this time— 
during the occasion known as the “1951 Diamond 
Exhibit”—may the local public really see diamonds, in 
all their astonishing variety and beauty. 

It is obvious that the retailer who makes such a claim 
upon attention must make some effort to deliver the thrill 
he promises. That is why the Council’s concerted nation- 
wide Diamond Exhibit is directed toward stimulating indi- 
vidual members of the industry to increase their mer- 
chandising endeavors, and to put diamonds in the 
forefront of public consciousness, as far as may be done. 


NUMEROUS ADVERTISING APPEALS 


A quick summary of the numerous appeals used in 
advertising, to catch the attention of diamond buyers on 
a selective basis, is set forth in the new idea book by 
A. E. Haase, Executive Director of the Jewelry Industry 
Council. The standard appeals feature engagement rings 
(intended or belated); weddings and various diamond 
wedding anniversaries; birthdays; gifts to the mother of 
a new baby (and the baby’s gift); diamond jewelry; 
diamond acceptance gift from the girl to her fiance; the 
always-important diamond gift for services rendered; 
fraternal diamond jewelry; religious diamond jewelry; 
and the suggestion that diamond jewelry may be re- 
modeled or modernized by new settings. 


In addition, this year, the idea is being emphasized that, 
when possible, an appeal be made to the groom suggest. 
ing an extra diamond gift to his bride—that is, a special 
diamond gift for her (modest or otherwise). such as g 
diamond watch, earrings, a clip or a pin, in addition to 
the engagement and wedding ring. The idea has a lively 
persuasiveness and is worth consideration at the time the 
wedding ring is purchased or later. 

“This year’s idea book,” Mr. Haase points out, “groups 
a number of appeals around the attention-getting idea of 
the individual Diamond Exhibit. The result, as shown in 
a series of eleven newspaper advertising layouts, is to 
broaden audience appeal—so as to get more readers per 
advertisement, hence more readers per dollar spent on 
promotion. The great major attention-getters are found 
here in the series; and wherever possible, there is a 
clinching offer, in a box which features the idea of “free 
cleaning and diamond inspection while you wait.” 


TRAFFIC-BUILDING FEATURES 


The Jewelry Industry Council’s executive director also 
reminds us that, “Unlike the years of old, each retailer no 
longer has to wait until a wave of public interest—as 
generated by a national or international exhibit, held in 
one fixed place—hits his community. Instead, under this 
modern plan, each jeweler in his own name, and for his 
own benefit, and through his own promotion, stirs up and 
generates interest in his diamonds in his own community. 
He thus gets faster action.” 

As further help for the jeweler, the Council has pre- 
pared a large easel-backed window display card bearing 
the familiar Diamond Exhibit symbol and the message: 
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“INVITATION ... TO THE 1951 DIAMOND EXHIBIT 
_., INSIDE.” In addition, six smaller cards, each with a 
pleasing diamond border design in soft blue, carry suit- 
able messages for in-store and counter display use. One 
card features professional cleaning and inspection, while 
you wait, free of charge. Others feature, in turn, the new 
extra diamond gift to the bride; for service awards; for 
the wedding anniversary; for the engagement; and 
diamond gifts for the groom. 

The window-display suggestions are all designed to 
make good use of these traffic-building ideas, with the 
thought it may be practicable to change such displays 
often during the Diamond Exhibit, and to use certain of 
the cards the year-round. Six additional traffic-building 
suggestions are set forth in the Council’s Idea Book; and 
a half-dozen letters and radio commercials incorporate the 
main Exhibit appeal in such a manner as to broaden the 
audience per dollar spent. 

“No Gift Says Quite So Much As A Diamond,” is 
again the slogan of promotion, as it was in 1950. It is 
woven throughout copy where appropriate, or used as a 
standout tag, where logically called for. 

The purpose here is to have as much buoyancy, vitality, 
ageressiveness, and freshness of appeal to the mass market 
as possible, commensurate with good taste, professional 
practice, and finesse. 

The fact is, diamonds are profitable. The sale of them 
makes lasting friendships. They can be sold—in good 
volume! 

“Put the spotlight on diamonds in your own store— 
through your own exhibit. Let that exhibit help increase 


store traffic and trade,’ Mr. Haase says. That is the way 
to community leadership! 

And right now is the time. There are only a few short 
weeks before the Exhibit opens on May 24th. It is not 
expressing undue optimism to predict that the diamond 
trade will be blessed with equal prosperity in 1951, as it 
has been in 1950. So say leaders in the field! 

Therefore, make sure you get your share by participat- 


ing in the 1951 Diamond Exhibit, May 24th to June 9th. 





Educational Display 


(From page 93) 


The third gem, 43/100 of a carat, was described on the 
accompanying card as being a fine white gem, very, very 
slightly imperfect. 

The fourth, 54/100 of a carat. was described as white 
and as slightly imperfect. 

The fifth, 75/100 of a carat, was shown to be yellowish 
in color and very slightly imperfect. 

Grouped around these rings in the window display were 
a number of rough diamonds, a diamondscope, a dia- 
molite, and numerous other diamond workers tools. 

Sixteen enlarged photographs from the DeBeers Mines 
were grouped on each side of the display and showed how 
diamonds are mined and how they are cut. 

The display attracted wide attention and much comment 
from shoppers who spent considerable time trying in their 
own way, with the help of the evaluator, to do a bit of 
evaluatinz for themselves. 
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Extensive selections of 

Emeralds... Rubies... Sapphires .. . 
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Platinum Diamond mountings. 
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THERE IS NO 
UNCERTAINTY 
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H} you Employ a Veleran 
ACT NOW 


EDUCATIONAL RIGHTS 
UNDER GI BILL 
EXPIRE JULY 25 
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* 
FOR YOUR PROTECTION MAKE CERTAIN 
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GEMOLOGICAL INSTITUTE OF AMERICA 
Los Angeles California 


GEMOLOGICAL INSTITUTE OF AMERICA 
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Diamonds on Display 
(From page 98) 


probably always be the largest one for most jewelers, but 
there are other markets, and promotion directed toward 
them should never be neglected. One never knows how 
productive a field can be until it has been properly cuiti- 
vated. The window sketch shown with this article carries 
out the Diamond Exhibit slogan—“No Gift Says Quite 
So Much as a Diamond.” by suggesting five occasions 
when the diamond is the preeminent choice. The five 
occasions are dramatized by paper sculpture decorations 
attached to the fabric-covered discs suspended from the 
window ceiling. . . . A love bird for the wedding ring. 
... A cupid for the engagement ring, belated or other. 
wise. . . . Bells for the diamond anniversaries. . . . Baby 
shoes for the first baby and a birthday cake for April 
birthdays. Paper sculpture hands hold or wear a piece 
of diamond jewelry against each circle. Instructions for 
setting up this display including the making of the paper 
sculpture decorations are given on the facing page. 
Although diamonds are not, as a rule, purchased on 


sudden impulse, their display in the window and in the 
showcase is of the greatest importance. Display does 
much to determine the store’s reputation in the minds of 
customers and prospective customers and your diamond 
displays should have a cumulative effect that will bring 
your customer in when he is ready to buy a diamond. 
Prestige-building displays can reflect quality and dignity 
and at the same time be original, fresh and dramatic in 
appeal. 


Pride and sentiment are probably the strongest motives 
in the purchase of diamond jewelry. The gift of a 
diamond—whether it is in a tiny locket or a solitaire ring 
setting—is always a “special” gift and this appeal should 
be stressed again and again. 

The fashion angle is an important one too. While 
fashions in diamonds and platinum do not change as 
frequently as in silks and satins, even the finest piece of 
jewelry becomes a fashion accessory when Madame pins 











Jeweler Captures Graduation Mood 








The white scroll identifying sign and the rolled diploma set the 

theme for this attractive display of graduation gifts at the Stowell 

store in Boston. White diamond plaques hold up a neat assort- 

ment of rings and jewelry. The curtains in the rear of the display 
are white. The stand coverings are green. 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















= 











‘t to her gown or clasps it around her wrist. Here is the 
opportunity for promoting business in restyling and re- 
mounting old diamond jewelry. Educational displays 
which will increase the customer’s knowledge and appre- 
ciation of diamonds and the craftsmanship necessary in 
cutting and setting them should be shown whenever such 
material can be assembled. Desire for possession in- 
creases With understanding and appreciation. 

An atmosphere of quality and prestige depends to a 
great extent on the arrangement of the window and the 
decorative materials used. A selection of a few items, 
rather than a mass display is, generally speaking, better 
display and is extremely important in the display of 
diamond jewelry where each piece should be seen to its 
greatest advantage. Even where it is desired to give the 
impression of a tremendous stock, the display should be 
arranged so that the customer’s impression is of individual 
items—not just diamonds en masse. 

Display pads and boxes should be large enough to 
adequately “frame” each piece, but should not be so 
ornate as to distract attention from the diamond itself. 
Just as the ring mounting is subordinate to the stone, the 
display pad should enhance without overpowering the 
ring or pin. 

Because most diamond jewelry is small in size, it is 
desirable to get it as near eye level as possible. Some- 
times display units can be suspended from the window 
ceiling at a desirable level. More usually, displays are 
built up from the window floor. An arrangement flat on 
the window floor is monotonous as well as hard to see. 


Decorative materials and fixtures used in diamond dis- 
plays must, of course, be suitable in quality and appear- 
ance for the fine merchandise which they are designed to 
enhance, but this does not limit the choice as much as 
one might think. It is not always the particular material 
that is used, but the manner in which it is used that 
determines its suitability. For example, one would not 
think that paper would have any place in a diamond 
display, but used in clever paper sculpture patterns it 
becomes a suitable and attractive accessory. Colors should 
in general be soft and rich—blues and greens tend to 
emphasize the desirable blue-white color while yellows 
and browns may cause a yellowish cast. Soft blue grays 
and white are fine with diamonds—black always good— 
and safe. Fabrics should be dull rather than shiny in 
texture; plain rather than elaborately patterned. Velvet 
is probably the ideal fabric for showing diamonds, but 
for spring and summer displays it should be confined to 
small pads and holders rather than being used for large 
areas where it looks heavy and hot. The uncut, crystelle 
type, velvet is better for all-year round use than the 
plushy looking velvets and velveteen. Bengalines, failles 
and taffetas are good for either summer or year-round 
displays and make very attractive coverings for ring pads 
and other display pads. 

Lighting for the diamond display must include incan- 
descent spots or floods to give the diamonds the desired 
brilliance. Fluorescent lights may be used for general 
illumination in diamond windows and cases, but they 
give too flat a light to do justice to diamonds. 














GUARD RINGS 


in all genuine birthstones 


and in eight different styles. 


Large selection of genuine ruby, 
sapphire and emerald guard 
rings in stock. Also with syn- 
thetic and imitation stones. 
Memorandum Selections gladly submitted. 


Ask for circular 


KEPRESENTATIVES 


CHICAGO—Louis N. Rose, 29 East Madison St. 
MID-WEST—Herman Epstein 


PACIFIC COAST—Slaudt-Cannon Agency 
315 West Fifth St., Los Angeles 








Meyer Koulish Co, Inc. 4 


oo 228 East 45th Street 


¢ DIAMOND PLATINUM 
WEDDING RINGS 


¢e DIAMOND PLATINUM 
DINNER RINGS 


e SINGLE STONE 
ENGAGEMENT RINGS 


New Designs are constantly being added 
to our already vast array of styles. Our 
fine quality craftsmanship speaks for itself. 


Serving the Jewelry Trade since 1920 § 
New York 17, N. Y. 


Members of American Gem » Society 
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how many customers 
must you sell... 

to make 

up for one 

unnecessary 

loss? 









Ever think of how many 

individual sales must be made to make 
up for one unnecessary loss? Why 
take chances and risk losses on 


your insurance coverage? 


Why worry about several 

policies for limited amounts? Get the most 
inclusive protection all in ONE, The 

St. Paul Jeweler’s Block Policy. 

This broader coverage gives greater security 
and peace of mind. It is individually 
written and tailor-made for your 
operations ... by the company with the 
longest and strongest record in the 


jewelry insurance field. 


See your St. Paul agent or broker! 


St. Paul Fire and Marine 
Insurance Company 





Mercury 
Insurance Company 
EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
75 Maiden Lane 111 W. Fifth St. Mills Building 
New York 7, N. Y. St. Paul 2, Minn. San Francisco 4 


144 








Synthetic Emeralds 


(From page 104) 


other synthetics. Whereas curved growth structure and 
gas bubbles are sought under magnification as proof of 
synthetic corundum and bubbles for synthetic spinel and 
rutile, the internal features of synthetic emerald, except 
for the wisps in poor quality material, offer little evidence 
of its origin. However, the poorer material is attractive 
when cut cabochon. To the eye, this quality has the 
flaws and “gardens” characteristic of natural, but under 
magnification there is a wispiness not seen in genuine 
material. These same wisps were noted in the experi- 
mental German synthetics (no longer manufactured) and 
all the early material and the later poorer quality made 
by Mr. Chatham. This wispiness is illustrated in the 
accompanying photomicrograph. 

One of the fine cut stones recently identified in the 
laboratory weighed 1.35 ct. and under 30 diameters mag- 
nification we could see only a few internal fractures— 
proof of nothing. To the long-experienced emerald 
dealer perhaps the color was not “just right” being 
slightly too bluish. To the average jeweler or layman it 
would appear to be fine emerald green. Thus he might 
easily be misled just as he might by a fine synthetic ruby 
or sapphire. The procedure for identifying such stones, 
while definite, depends not only upon the microscope but 


other instruments available in the laboratory. — 





Explanation of OPS Form No. 3 
Terminology 


As some jewelers are not familiar with the terms 
“Initial Markup on Cost” or “Initial Markup on Retail” 
or “Gross Margin Basis,” as noted on the OPS Form 
No. 3 (see page 114), the following explanation is offered: 

Initial markup on cost means the markup on cost 
(before any markdowns). Initial markup on retail is the 
other method of costing, sometimes called the margin on 
selling price. An item bought for $1 which carries a 
markup on cost of 50 per cent sells for $1.50. If the 
margin is figured on the selling price, this 50-cent spread 
is a 33.1/3 per cent margin on the sales or selling price. 

The gross margin basis as used in the price stabiliza- 
tion act is found this way: 











Beginning inventory ............... $100,000 
Plus purchases for period .......... 250,000 

$350,000 
Less ending inventory ............. 90,000 
Cost of goods sold ................ $260,000 
Total sales for period .............. $395,000 
Cost of goods sold ................. 260,000 
Gross dollar margin ............... $135,000 


Reduced to a percentage, the margin on sales is 34.2 
per cent. The jeweler who does $50,000 or better volume 
annually may report on this basis. 

The question of which is the most practical method of 
filing depends on his records. Once he starts filing a cer- 
tain way he can't change. 
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First of all, it is well known to the gemologist that 
synthetic emerald has an appreciably lower refractive 
index and birefringence as measured on the refractometer 
from that of natural emerald of similar fine color. The 
indices of the synthetic average 1.56-1.565, while natural 
averages 1.573-1.581. The birefringence of the synthetic 
averages .005, while natural averages .008 to .009. 


SYNTHETICS FLUORESCE UNDER ULTRAVIOLET 


Another characteristic of synthetic emerald is that 
under ultraviolet irradiation it will fluoresce a marked 
red color. Natural emeralds from the Chivor mines may 
also fluoresce, but not as strongly. Although emerald 
from Chivor is usually not of the fine deep green of the 
synthetic, it is possible that the synthetic of good quality 
may be produced in lighter tones. In addition, the fluor- 
escence test, while important, must not be relied upon 
completely, as it is conceivable that the maker could 
eliminate the fluorescent property. To date, all fluor- 
escent natural stones examined have the higher R. I. 
and birefringence as noted above. 

Under magnification, if we see calcite, mica or pyrite 
inclusions, we know the stone is natural. In addition, a 
peculiar type of inclusion known as a three-phase inclu- 
sion is often seen in natural emeralds. These are made 
up of the three phases of matter: liquid filled cavity, gas 
bubble and a tiny crystal, assumed to be calcite. These 
inclusions have not yet been reported in_ synthetic 
emeralds. They are illustrated in the accompany photo- 
micrograph. 


It should be noted that crystal inclusions may be encoun- 
tered in synthetics. In fact, crystals of another beryllium 
mineral, phenakite, have been identified. Therefore, un- 
like synthetic corundum and spinel, presence of angular 
inclusions alone, unless calcite, pyrite or mica, is not 
proof of genuine material. 

Two other observations which are an indication of 
synthetic emerald, while not proof, are helpful evidence. 
One is that the strength of dichroism of the synthetic is 
usually stronger than a similarly-colored natural stone, 
and the other is that the absorption spectrum of the syn- 
thetic is more distinct in certain wave lengths than the 
natural of similar color. 

Although, in general, the specific gravity of the syn- 
thetic is lower than that of the natural, there is not too 
much help here as the specific gravity overlaps that of 
some natural stones and of course, is immeasurable on 
mounted stones. 

To sum up the identification of synthetic emerald, we 
can say that to prove a stone is synthetic it is necessary 
to satisfy at least two out of the three following require- 
ments in any combination, namely: low refractive index, 
fluorescence in ultra-violet light or wispy inclusions, 
assuming, of course, that natural inclusions as outlined 
above are missing. 

In conclusion, we feel that the details of this report are 
warranted in order to make the reader fully aware that 
there are, amongst precious stone reproductions, not only 
synthetic rubies and sapphires but also synthetic emeralds. 
The Gem Trade Laboratory is prepared to identify them 
whenever doubt exists. 











SCARABS mean GOOD LUCK — NOW the new line of 
ART-CRAFT SCARAB Jewelry means GOOD LUCK— 


Distinctive Art-Craft Scarab Jewelry in 14 kt. gold, 
with sturdy prong or channel wire settings, 
sell from $20 to $190 Keystone 


Illustrated: 


S3! 5 Scarab bracelet, all different colors, 
$29 Keystone 


#128 Scarab earrings $20 Keystone 
#17 3 Scarab pendant pin $50 Keystone 


SEND YOUR ORDER TODAY 


ART-CRAFT Jewelry Co., 1 W. 47 St., New York 20, N. Y. 





GOOD SALES TO YOU 





ART-CRAFT—Headquarters for JADE and SCARABS 
Complete line of gem stone jewelry to fit your every need 
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KEY CHARMS 


In Sterling, gold plate, or 14K. 
Available in wide variety to 
match any customer's hobby, 
craft, sport, or fraternal in- 
terest. Fisher charms have 
moveable elements wherever 
possible. Order these big 
profit items through your 
wholesaler. 


J. M. FISHER COMPANY 


Fisher 


ATTLEBORO, MASSACHUSETTS 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 





Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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June 9th is Children’s Day 


The third national observance of Children’s Day, spon- 
sored jointly by the American Parents Committee and 
Parents’ Magazine, will be marked this year on June 9, 

The Children’s Day National Council is working with 
leading press, radio and television authorities on plan 
to satis this day one devoted to the happiness of childre 
in the same way that Mother’s Day and Father’s Day jig 
devoted to the happiness of parents. 





tg 


Raymomber the children you ions bs 


CHILDREN SD DAY 

















SPONSURED BY 785 ANERICAN PARENTS COMMITTES AND yr ey 


i : a 





A special Children’s Day poster, painted by an out- 
standing American artist—Dorothea Warren Fox, espe- 
cially for the event will be reproduced in full color in 
window blowups, counter cards and window streamers, 
and is available for use in newspaper and magazine adver- 
tisements. The artwork that inspired this poster will also 
be featured on the June cover of Parents’ Magazine. 

Official recognition from governmental authorities, 
state, county and city officials is planned on an even bigger 
scale this year than during 1950 when 15 states of major 
importance and a dominant number of key cities granted 
official recognition to the celebration of Children’s Day. 

A child of the year will be selected and widely pub- 
licized through magazines, and the press as well as the 
motion picture industry. In addition to these promotions, 
Parent’s Magazine’s million and a quarter readers will be 
alerted and actively interested in the promotion of Chil- 
dren’s Day. 

A folder describing Children’s Day sales helps is avail- 
able from the Children’s Day National Council, 52 Van- 
derbilt Ave., New York 17, N. Y. 





For 25 years, Stoughton, Wis., business men have been 
staging a free festival, usually held in July, and it ts at- 
tracting more people each year. The event had its begin- 
ning in a street carnival 25 years ago and everyone 
enjoyed it so much that an annual festival was planned. 
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Paper Sculpture Motifs 


(From page 99) 


from its background; by using several layers of paper 
on top of each other, overlapping where necessary and 
by adding whatever accessories are possible such as 
ribbon bows, real candles on the birthday cake and a toy 
bow and arrow for cupid. Heavy drawing paper has good 
body for this work. If colored paper is desired, your art 
supply store can probably suggest some kind of construc- 
tion paper or cover stock. If you want to get real fancy, 
metallic papers can be used as well. The white drawing 
paper can, of course, be painted with water color or even 
colored with crayons or pastel. A paper stapler is a big 
help, but some things will have to be pasted together. 


THREE DIMENSIONAL EFFECTS 


The paper hands are flat except for the wrist which is 
rounded and notched together. The fingers should be 
slightly curled against the background to give the hand 
some grace. 


The bird is cut in four pieces with wings notched 
into the body and slightly curled; the heart is phoned in a 
slit in the bill. 


The cupid will need to have his eyes and mouth painted 
on and his wings should be of colored paper if possible. 
Silver or gold metallic paper could be used for the wings. 
Wings are pasted back of the cupid’s shoulder and slightly 


curled. His head is placed over shoulders and wings. The 
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No. 217 is the floor clock 
illustrated. 80” high. 
Available with Westminster 
or Westminster, Canter- 
bury and Whittington 
Chimes. 











Sa Se 


Chiming Floor Cloc 


_ tional beauty and hig’ 


of his store as ‘the 


Send for catalog illustrating the full line of 
America $s most aristocratic timepieces. 


Cathedral 
Chimes on 
Tubular Bells 
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ie the on deities . 


happy tale of business growth 
profits. Its lovely Sees 


enrich the setting of | 
and charm and win 1 the ‘most 
worthwhile | trade. AS - 
it becomes. the most _ cherishe 1 
possession in the homes of his — 
customers —a constant reminder 





to shop for distinguished ‘quality. 






hair is a narrow strip of paper curled around a pencil and 
pasted on. 

One bell is flat, the other cut in two pieces and pasted 
together so that one is slightly rounded. The piece which 
forms the inside of the bell could be a darker or contrast- 
ing color. Tie the bells together with real ribbon. 

The cake is cut flat and edged with a ruffle of lace paper. 
Use paper doilies to make this if you can’t get ruffling. 
Tiny birthday candles can be flattened on one side and 
pasted in place on “top” of the cake. 

The baby shoes are made by curling the extra flap, 
as shown by dotted line, around to form the heel of the 
shoe. These should also be tied with real ribbon. 


Diamonds Their Own Salesmen 
(From page 103) 


or props. They should point up the merchandise, not 
appear as the main attraction. 

According to Gatto, the simpler window displays are 
kept, the more effective they will be. 

While the risks involved from theft because of dis- 
playing such expensive diamonds are negligible, the 
results from this policy of all-night display have not only 
practically eliminated step-up selling but raised diamond 
sales as well. “And the time saved in showing rings is 
no small factor.” Davis concluded. “Besides, the cus- 
tomer is happier making a purchase without the aid of a 
salesman.” 








ideal place 











toth cases and woven are — completely b i Herchede ms 
_ creators of fine chime clocks for over free generations. ee 


THE HERSCHEDE HALL CLOCK CO., CINCH Hep gp — 
New York Office and Showroom: 37 West 47th Street 
. Chicago Showroont: 1422 Merchandise Mart — 
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MATCHING SHRINE EMBLEM 
TIE SLIDE and 
CUFF LINKS 


in 14 KT. HEAVY GOLD 















r911-—-~$22.00 KEYSTONE 





TIE SLIDE—yellow gold bar, engine turned, with 
emblem in contrasting white. 


CUFF LINKS—all yellow gold with wing backs. 


These sets also available with other lodge emblems 
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8 ROSE ST. NEWARK 8,N. J. 
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Memo selections sent 


on approval. 


Your best value in any price category! 


FERRANTE-RIVIECCIO Co. 


542 FIFTH AVENUE, NEw YORK 19, N.Y. 
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Jewelry Trade Schools 
(From page 136) 


Pittsburgh 
A. W. Thacker Academy for Jewelers, 423 Federal St. (12) 
6 months. Tuition $250. Tools $35. Course includes casting 
and ring sizing. (See Horology.) - 


SOUTH CAROLINA 
Greenville 

Veterans Training Program—Greenville City Schools, 

dleton. 6 months. Tuition $196.50. Tools $55. 


200 Pen- 
(See Horology,) 


TENNESSEE 
Memphis 
Southern College of Watchmaking, 83 North Second. 9 months 
Tuition $396. Tools $130. Course includes engraving, stone 
Setting, gemology, casting, ring sizing and jewelry making. 
Called Jewelry Manufacture and Repair. (See Horology.) 
TEXAS 
Dallas 


Texas Trade School, 1316 West Commerce St. 8 months. Course 
includes stone setting, designing, gemology, casting, ring 
sizing, jewelry making and silversmithing. (See Horology.) 

Kilgore 

Kilgore 

ring sizing. 
Paris 

Paris Junior College, Clarksville St. 6% months. 

Tools $165.75. No extra fees. (See Horology.) 
San Antonio 

Alamo Watchmaking College (formerly the Cranford College 

of Watchmaking), 5th Floor, Ogilvie Bldg., 211 North Alamo 


College. 21% months. Tools $43.62. Course includes 


(See Horology.) 


Tuition $195, 


St. 9 months. Tuition $358.56. Tools $113.95 Extras $56.61. 
Course includes stone setting, designing, gemology, Casting 
and ring sizing. (See Horology.) 

Tyler 


Caruthers College of Horology, 123 North Spring St. 6 months. 
Tuition $240. Tools $60. Extras $25. (See Horology.) 
Waco 
Waco College of Horology, 
Tuition $247.80. Tools $93.30. 
Wichita Falls 
Midwestern School of Horology, 
$720. Tools $84.48. No extra 
setting. (See Horology.) 
UTAH 
Ogden 
Weber College, 
WEST VIRGINIA 
Ridgeley 


Ave. 6 months. 
(See Horology.) 


616% 


Washington 
Extras $48.55. 


4 months. Tuition 
includes stone 


3410 
fees. 


Taft. 
Course 


550 25th St. 9 months. (See Horology.) 


Morgan Vocational School. 15 weeks. Tuition $125.74. Tools 
$44.66. (See Horology.) 
WISCONSIN 
Milwaukee 
Milwaukee Vocational and Adult School, 1015 North Sixth 
St. (3). 18 months. Extras $10.05. (See Horology.) 
3. Engraving 
CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry, 1007 West 96th St. (44). Wi 
months. Tuition $50. Tools $52.50. No extra fees. (See 
Jewelry Repair.) 
Sacramento 
Strutz School of Watchmaking and Engraving. (See Horology.) 


San Bernardino 
Colling Jewelry 
Horology. ) 
San Jose 
San Jose 
Tuition free. 
course in lapidary 
(See Horology.) 
Theron O. Sowers Watchmaking 


& Watchmaking School, 735 Fifth St. (See 


Sts. 18 months. 
offers 3 month 
metal spinning. 


and San Antonio 
Extras $10. Also 
month course in 


State College, 4th 
Tools $20. 
and 3 
School, 


Jewelry Engraving 





210 South First St. 3 months. Tuition $150. (See Horology.) 
South Gate 
Southern California College of Watchmaking. (See Jewelry 
Repair.) 
DISTRICT OF COLUMBIA 
Peters School of Horology, 817 14th St., N. W., Washington. 


6 months. Tuition $269.46. Tools $34.04. 
ILLINOIS 
Chicago 
Chicago School of Watchmaking. (See Jewelry Repair.) 
months. 


Jewelry Training Service, 226 S. Wabash Ave. 4% 
Tuition $230. Tools $30. No extra fees. (See Horology.) 
Elgin 
Elgin Watchmakers College. (See Horology.) 
INDIANA 
Corydon 


Cunningham Horology School, Inc., Chestnut St. 21% months. 


Tuition $130. Tools $5.99. (See Horology.) 
Terre Haute 

Terre Haute School of Watchmaking, 

3 months. Tuition $148.50. No extra 

MASSACHUSETTS 

Boston ¥ 

North Bennet Street Industrial School, 39 North Bennet St. 

(13). 15 months. Tuition $626.56. Tools $36.86. (See Horology.) 


East Wabash Ave. 


2831 
(See Horology.) 


fees. 


MISSOURI 
Albany 
Midwest School of Horology, 10114 South Polk St. 9 months. 
Tuition $390. Tools $100.65. (See Horology.) 


Kansas City 


Kansas City School of Watchmaking, 1224 Admiral Blvd. 8 1/3 
months. Tuition $432. Tools $142.75. (See Horology.) 
Malden 
18 weeks. 


Lane’s School of Watchmaking, Main and Madison. 


Tools $65.85. (See Horology.) 


Tuition $180. 
Poplar Bluff 


Montgomery-Taylor School of Watchmaking, 432 Vine St. 3 
months. Tuition $106.08. Tools $40.25. No extra fees. (See 
Horology.) 


St. Louis 
Midwest School of Horology, 7127 South Broadway. 


712 9 months. 
Tuition $429. Tools $100.65. (See Horology.) 
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TEXAS 





NEW YORK 


Morrisville ‘ 

New York State Agricultural and Technical Institute, Depart- 

_ ment of Gemology. (See Gemology.) 

New York City 

Manhattan 

The City College, Leyendecker Studio, 595 Fifth Avenue. 12 ses- 
sions. Tuition $45. Course includes design and its application 
in gem and stone engraving. (a, h) 

Metropolitan Training Center, 650 Avenue of the Americas (11). 
§ months. Tuition $400. Tools $66. Part-time courses also 
offered. (See Horology.) 


NORTH CAROLINA 


Charlotte 

Engravers & Jewelers, Inc., 513 North Pine. 12 months. 
$360. Tools $100. Extras $18. (See Jewelry Repair.) 

Winston-Salem 

Winston-Salem School of Watchmaking, 28th St. and Walker Rd. 

2 months. Tuition $84.80. Tools $33.50. (See Horology. ) 


Tuition 


PENNSYLVANIA 


Lancaster 

Bowman Technical School, Duke 
per month. (See Horology.) 

New Castle 

New Castle Jewelers Training School, Inc., 226 Pearson St. 
months. Tuition $279. Tools $12. (See Horology.) 

Philadelphia 

Baronian School, Inc., 2116 Walnut St. 
(See Horology.) 

Philadelphia College of Horology, 
months. Tuition $315. Tools $35. 

Pittsburgh 

A, W. Thacker Academy for Jewelers, 423 Federal St. 
Tuition $250. Tools $35. (See Horology.) 


and Chestnut Sts. Tuition $34 


6 


12 months. Tuition $275. 


Broad and Somerset Sts. 9 


(See Horology.) 


6 months. 


RHODE ISLAND 


Providence 
Rhode Island School of Design, 2 College St. (3). 28 months. 
Tuition $200. Tools $8. Course includes designing, jewelry 


making, hub and die cutting, sample making, toolmaking and 
modeling. (a, f) 


TENNESSEE 


Memphis 


Southern College of Watchmaking. (See Jewelry Repair.) 


Texas Trade School, 1316 West Commerce St. 4 months. (See 


Horology.) 


Houston 


(formerly Houston School of Horol- 


Houston Technical College 
months. Tuition $327.67. ‘Tools 


ogy), 1009 Waugh Drive (6). 7 


$90.95. Extras $30.75. (See Horology.) 
Paris 
Paris Junior College, Clarksville St. 6% months. Tuition $195. 


Tools $141.45. (See Horology.) 


San Antonio 


Alamo Watchmaking College (formerly the Cranford College of 
Watchmaking), 5th Floor Ogilvie Bldg., 211 North Alamo 
St. (5). 4% months. Tuition $172.13. Tools $33.90. Extras 
$17.96. (See Horology.) 








Cultured pearls... the fabulous beauty of nature 
controlled by the ingenuity of man...enhance the 
appeal of these three 14 Kt gold rings... South Sea 
magic in a trio of loveliness and rare value for your 
discriminating customers. 

A. #2854 with Cultured Pearls 
B. #2856 with Cultured Pearls and Diamonds 
C. #2859 with Cultured Pearl 
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Tyler 


Caruthers College of Horology, 123 North Spring St. 6 montha 


Tuition $240. Tools $60. Extras $25. (See Horology.) 
Waco 
Wacgm College of Horology, 616144 Washington Ave. 6 months. 
Tultion $247.80. Tools $23.60. Extras $34.35. (See Horology.) 
Wichita Falls 
Midwestern School of Horology, 3410 Taft. 4 months. Tuition 
$120. Tools $89.98. No extra fees. (See Horology.) 
tCTAH 
Ogden 
Weber College, 550 25th St. 9 months. Tuition $37.50. Tools 
furnished. (See Horology.) 
WEST VIRGINIA e 
Ridgeley 
Morgan Vocational School. 25 weeks. Tuition $209.56. ‘Tools 
$24.42. (See Horology.) 


4. Sione Setting 


CALIFORNIA 
Glendale 
Scientific 
Los Angeles 
Los Angeles School of 
months. Tuition $50. 
Sacramento 
Strutz School of Watchmaking and 
San Bernardino 
Collins Jewelry and Watch School. 
San Jose 
San Jose 
Tuition 
Theron O. 
Jewelry 
South Gate 
Southern 
Repair.) 
DISTRICT OF COLUMBIA 
Scientific School of Jewelry 


School of Watchmaking. (See Jewelry Repair.) 


St. (44). 1% 


tepair.) 


West 96th 
(See Jewelry 


Jewelry, 1007 
Tools $52.50. 
Horology.) 


Engraving. (See 


(See Horology.) 


and Sts. 3 months. 


(See 


State College, 4th San Antonio 
free. Extras $5. Horology.) 
Sowers Watchmaking-Jewelry Engraving School. 
Repair. ) 


(See 


California College of Watchmaking. (See Jewelry 


Repairing, 1359 Connecticut Ave., 


N.W., Washington (6). 6 months. Tuition $360. (See Jewelry 
Repair.) 
ILLINOIS 
Chicago 


Chicago School of Watechmaking. (See Jewelry Repair.) 


Jewelry Training Service, 226 South Wabash Ave. (4). 4% 
months. Tuition $230. Tools $45. No extra fees. (See 
Horology. ) 

Peoria 
Bradley University, School of Horology. (See Jewelry Repair.) 
MASSACHUSETTS 
Boston | 
North Bennet Street Industrial School. (See Jewelry Repair.) 
MISSOURI 


Kansas City 


Kansas City School of Watchmaking. (See Jewelry Repair.) 











Trade Mark Registered in 
United States and Canada 


A newspaper mat reproducing this ad- 
vertisement is available to our customers 
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CULTURED PEARL 
NECKLACES 





All Sizes of Loose 
Pearls 


CAMEOS — SEMI-PRECIOUS STONES 


BEAps — Zircons — MOosalIcs 


Selections Sent on Approval 


A. DIAGONALE & SONS, we. 


116 Nassau St. New York 7, N. Y. 
Tel. COrtiandt 7-4674 








SALESMEN WANTED 


2 Experienced Salesmen, io sell retail and credit 
jewelers, top-line popular priced watch for a long 
established reliable watch importer. 


For the Following Territories: 


1. New York, Pennsylvania, Ohio, West Virginia, 
Michigan, Indiana, Kentucky. 
2. Illinois, Wisconsin, Iowa, 


Missouri, Nebraska, 


Kansas, Minnesota. Covering large and small cities. 
Liberal drawing against commission—man carrying 
other non-conflicting line preferred—must travel by 
car. 

Experienced only—with large following. Give full 


details—references and former connections. 








Address BOX "E., 1579" 
JEWELERS’ CIRCULAR-KEYSTONE 100 E. 42nd St., New York 17, N.Y. 

















JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


amet West 47th St. © New York 19, N. Y. © JUdson 6-1666 cunt 
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NEW JERSEY 
Jersey City 

Progressive Diamond Setting Institute, 81 Sip Ave. (6). 49 
months. Tuition $600.75. Tools $117.75. No extra fees. Course 
also given in evening session. (a, f) 

NEW YORK 
New York City 

Pioneer Diamond Setting School, 71 West 4th St. 11 or 2] ses. 
sions. Day or evening course in diamond setting. (a, f) 

New York Jewelry Trades School, Inc., 560 Melrose Ave. Bronx 
(55). 11% months. Tuition $695.04. No extra fees, Diamond 
Setting. Evening classes also held. (See Horology.) 

NORTH CAROLINA 
Charlotte 
Engravers & Jewelers, Inc. (See Jewelry Repair.) 
PENNSYLVANIA 
Lancaster 
Bowman Technical School. 
New Castle 

New Castle Jewelers Training School, Inc., 226 Pearson St, ¢ 

months. Tuition $279. Tools $12. (See Horology.) 
Pittsburgh 

A. W. Thacker Academy for Jewelers, 423 Federal St. (12). ¢ 
months. Tuition $250. Tools $35. Course includes jewelry 
making. (See Horology.) 

RHODE ISLAND 
Providence 
Rhode Island School of Design. (See Engraving.) 
TENNESSEE 
Memphis 
Southern College of Watchmaking. 
TEXAS 
Dallas 
Texas Trade School. (See Jewelry Repair.) 
Paris 
Paris Junior College, Clarksville St. 6% months. Tuition $195, 
Tools $164.05. No extra fees. (See Horology.) 
San Antonio 
Alamo Watchmaking College. (See Jewelry Repair.) 
Tyler 

Caruthers College of Horology, 123 North Spring St. 6 months. 

Tuition $240. Tools $60. Extras $25. (See Horology.) 
Waco 

Waco College of Horology, 616% Washington Ave. 6 months. 

Tuition $247.80. Tools $20.90. Extras $34.60. (See Horology.) 
Wichita Falls 
Midwestern School of Horology. (See Jewelry Repair.) 


(See Jewelry Repair.) 


(See Jewelry Repair.) 





>. Designing 


CALIFORNIA 
San Bernardino 
Collins Jewelry and Watch School. 735 Fifth St. (See Horology.) 
San Jose 
San Jose State College, 4th and San Antonio Sts. 3 months. 
Tuition free. Extras $10. (See Horology.) 
South Gate 
Southern California College of Watchmaking. 
Repair. ) 
CONNECTICUT 
New Haven 
Connecticut Institute of Horology. (See Jewelry Repair.) 
ILLINOIS 
Peoria 
Bradley University, School of Horology. 
MASSACHUSETTS 
Boston 
North Bennet Street Industrial School. (See Jewelry Repair.) 
MISSOURI 
Kansas City 
Kansas City School of Watchmaking. (See Jewelry Repair.) 
NEW YORK 
New York City 
Queens 
Jewelry Designing Art School, 217-01 Corbett Rd., Bayside, ia & 
8 to 10 months. Tuition $250. Tools $30. Extras $5. 
NORTH CAROLINA 
Charlotte 
Engravers & Jewelers, Inc., 513 North Pine. 12 months. Tuition 
$360. Tools $50. Extras $18. Includes casting and jewelry 
making. (a, f) 
PENNSYLVANIA 
New Castle 
New Castle Jewelers Training School, Ine. (See Jewelry Repair.) 


RHODE ISLAND 
Providence . 
Rhode Island School of Design. (See Engraving.) 


TEXAS 
Dallas 
Texas Trade School. (See Jewelry Repair.) 
San Antonio 
Alamo Watchmaking College. (See Jewelry Repair.) 


(See Jewelry 


(See Engraving.) 


6. Gemology 


CALIFORNIA 
Los Angeles 
Geomological Institute of America, 541 South Alexandria Ave. 
(5). Correspondence course 1 to 4 years. Tuition $106 to $509. 
Resident courses—3 weeks. Tuition $135. (See also New York 
City.) 
San Jose 
San Jose State College, 4th and San Antonio Sts. 
Tuition free. Extras $20. (See Horology.) 
South Gate 
Southern California College of Watchmaking. 
Repair.) 
DISTRICT OF COLUMBIA agit 
Washington School of Gemology, 1018 Vermont Ave., N.W., 
Washington (5). 10 months. Tuition $350. No extra fees. (a) 
ILLINOIS 
Peoria 
Bradley University, School of Horology. (See Jewelry Repair.) 
MISSOURI 


Kansas City . 
Kansas City School of Watchmaking. (See Jewelry Repair.) 


9 months. 


(See Jewelry 


THE JEWELERS’ CIRCULAR-KEYSTONE 





NEW JERSEY 


ssaic ' ' — ' - 
wart Gem and Diamond Cutting Institute, 565 Main Ave. 17 
months. Tuition $722.50. Tools included. Course in Gem 


Cutting. (a) 
NEW YORK 
Morrisville 


New York State Agricultural & Technical Institute, Department 


of Gemology. 18 months. Tuition free. Tools $25. 

Major emphasis on technical level of Gemology. 

emphasis placed on manipulative skills. (a) 
New York City 


Columbia ‘ 
Tuition $60. No extra fees. (a) 


Extra $300. 
Secondary 


University, 116th St. and Broadway (27). 4 months. 


Gemological Institute of America, 5 East 47th St. (17). Cor- 
respondence courses 1 to 4 years. Tuition $106 to $505. Resi- 


dent courses—three weeks, tuition $135. (a) 


TENNESSEE 


Memphis | 
Southern College of Watchmaking. (See Jewelry Repair.) 
TEXAS 
Dallas 


Texas Trade School. (See Jewelry Repair.) 
San Antonio 
Alamo Watchmaking College. 
WISCONSIN 
Milwaukee 


(See Jewelry Repair.) 


Milwaukee Vocational and Adult Schools, 1015 North Sixth St. 


(3). 4 months. Extras $1.50. (See Horology.) 


7. Casting 


CALIFORNIA 
South Gate 


Southern California College of Watchmaking. (See Jewelry 


Repair.) 
DISTRICT OF COLUMBIA 


Scientific School of Jewelry Repairing, 1359 Connecticut Ave., 
N.W., Washington (6). 1 month. Tuition $60. No extra fees. 


(See Jewelry Repair.) 
ILLINOIS 
Peoria 
Bradley University, School of Horology. 
MASSACHUSETTS 
Boston 


(See Jewelry Repair.) 


North Bennet Street Industrial School. (See Jewelry Repair.) 


MISSOURI 

Kansas City 

Kansas City School of Watchmaking. (See Jewelry Repair.) 

NORTH CAROLINA 

Charlotte 

Engravers & Jewelers, Inc. (See Jewelry Repair.) 

PENNSYLVANIA 

New Castle 


New Castle Jewelers Training School, Ine. (See Jewelry Repair. 


Pittsburgh 
A. W. Thacker A\cademy for Jewelers. (See Jewelry Repair.) 
TENNESSEE 


Memphis 
Southern College of Watchmaking. (See Jewelry Repair.) 
TEXAS 
Dallas 


Texas Trade School. (See Jewelry Repair.) 
San Antonio 
Alamo Watchmaking College. (See Jewelry Repair.) 


&. Ring Sizing 
CALIFORNIA 
Glendale 
_ Scientific School of Watchmaking. (See Jewelry Repair.) 
Sacramento 
Strutz School of Wachmaking and Engraving. (See Horology.) 
San Bernardino 


Collins Jewelry and Watch School, 735 Fifth St. (See Horology. 


San Jose 


) 


) 


Theron O. Sowers Watchmaking-Jewelry Engraving School. (See 


Jewelry Repair.) 
South Gate 


Southern California College of Watchmaking. (See Jewelry Re- 


pair.) 
ILLINOIS 
Chicago 


Chicago Institute of Watchmaking, Inc. (See Jewelry Repair. 


Peoria 
Bradley University, School of Horology. 
MASSACHUSETTS 
Boston 


North Bennet Street Industrial School. (See Jewelry Repair. 


MISSOURI 
Kansas City 
Kansas City School of Watchmaking. (See Jewelry Repair.) 
NORTH CAROLINA 


Charlotte 
Engravers & Jewelers, Inc. (See Jewelry Repair.) 
PENNSYLVANIA 


New Castle 


New Castle Jewelers Training School, Inc. (See Jewelry Repair. 


Pittsburgh 
A. W. Thacker Academy for Jewelers. (See Jewelry Repair.) 
TENNESSEE 
Memphis 
Southern College of Watchmaking. (See Jewelry Repair.) 
TEXAS 
Dallas 
Texas Trade School. (See Jewelry Repair.) 
Kilgore 
Kilgore College. (See Jewelry Repair.) 
San Antonio 
Alamo Watchmaking College. (See Jewelry Repair.) 


9. Jewelry Making 
CALIFORNIA 


Glendale 
Scientific School of Watchmaking. (See Jewelry Repair.) 
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(See Jewelry Repair. 
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” SPlit-Second Accuracy Co 





Write for the new Racine catalog of 


Timers and Chronographs of all 
types — in all price ranges — for 


SCIENCE © SPORTS @ INDUSTRY 


‘%¢:-GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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III AIPA PO los Angeles 
los Angeles School of Jewelry, 1007 West 96th St. (44), 17 
months. Tuition $50. Tools $52.50. Course includes jewelry 
repair, engraving, stone setting, jewelry manufacturing and 
tool and die making. (See Jewelry Repair.) 
Sacramento 
Strutz School of Watchmaking and Engraving. (See Horology,) 
San Bernardino 
Collins Jewelry and Watch School, 735 Fifth Street. (gee 
Horology. ) 
San Jose 
San Jose State College, 4th and San Antonio Sts. 3 months 
Extras $10. Tuition free. (See Horology.) 
South Gate 
Southern California College of Watchmaking. (See Jewelry 
Repair.) 
DISTRICT OF COLUMBIA 
Scientific School of Jewelry Repairing, 1359 Connecticut Ave 
N.W., Washington (6). 6 months. Tuition $369. No extra 
fees. (See Horology.) 
ILLINOIS 
Chicago 
Jewelry Training Center, 226 South Wabash Ave. (4). 6 months. 
Tuition $300. Tools $50. No extra fees. Course includes silver- 
smithing. (See Horology.) 
Peoria 
Bradley University, School of Horology. (See Jewelry Repair.) 
MASSACHUSETTS 
Attleboro 
Attleboro Jewelry Trade School, 54 Union St. 30 months. Tuition 
approx. $250 per year. Course includes jewelry tool making 
and hub and die making. (a) 








Boston 
North Bennet Street Industrial School. (See Jewelry Repair.) 
Our many years of ex- MISSOURI 


Kansas City 
Kansas City School of Watchmaking. (See Jewelry Repair.) 
NEW YORK 
New York City 


perience in purchas- 
ing, restoring and 
reproducing antique 





jewelry, has gained for us the reputation of “The i he: Jewelry Trades School, Inc., 560 Melrose Ave. (55). 

Antique Jewelry House.” 11% months, days. 15% months, evenings. Tuition $695.04. 
All work is completed in our own workshop. | tor By No extra fees. (See Horology.) 

¢ Memos to rated jewelers | eT Sadedaae iece at ae ar aan dee, Se ee 

¢ Estates Purchased | <3 9023) 1s en” Genes "S25. Tools $125. (See 


NORTH CAROLINA 
Charlotte 


4 | Engravers & Jewelers, Inc., 513 North Pine. 12 months. Tuition 
[ IPT pr $360. Tools $50. Extras $18. (See Jewelry Repair.) 
- | PENNSYLVANIA 


New Castle 


° Special Order Work | Horology.) 

















Texas Trade School. (See Jewelry Repair.) 


EATS ALL 


manufacturing jewelers and Rego sap a oa : ‘Gee Jewelry Renal 
traders in antique jewelry | a ln gga Jewelers Training School, Inc. (See Jewelry Repair.) 
74 West 46 St. New York 19, N. Y. | A. W. Thacker Academy for Jewelers. (See Stone Setting.) 
Est. 1918 | RHODE ISLAND 
iii ae iciaaaaaii, = ane SS ee adie ae Providence 
—— ee a ts —_ | Rhode Island School of Design. (See Engraving.) 
| TENNESSEE 
Memphis 
CCURATE Southern College of Watchmaking. (See Jewelry Repair.) 
| TEXAS 
| Dallas 
i 
| 


10. Silversmithing 


CALIFORNIA 


OMPETITION 
San Jose 


in production & delivery of 
Theron O. Sowers Watchmaking-Jewelry Engraving School, 210 


um BAGS & ROLLS 
TAILORED South First St. Marine Chronometers. By contract. (See 





> 
T P Write for Horology.) 
* ; DISTRICT OF COLUMBIA 
ng rotect Your Merchandise — Peters School of Horology, 817 14th St., N.W., Washington. 
* ; an 6 months. Tuition $269.46. Marine Chronometers. (See 
o Merchandise Your Product Samples Horology.) 
PACIFIC SILVER CLOTH © ANTI-TARNISH FLANNELS Dept. K ey 
ACCUPAC COTTON-LINER PAPER e@ KIMPAK Jewelry Training Service, 226 South Wabash Ave. (4). 6 months. 
Tuition $285. Tools $55. No extra fees. (See Horology.) 


MISSOURI 
Kansas City on 
Kansas City School of Watchmaking, 1224 Admiral Blvd. (6). 






L 5144 months. Tuition $660. (See Horology.) 
ee 150 West 22nd Street New York 11, N. Y. “ae 
Chelsea 2-4880 Van Laar Institute of Watch Repairing, Inmc., 1000 Springfield 





Avenue. Tuition one dollar per hour. (See Horology.) 
NEW YORK 
New York City 
Manhattan . 
YAN @) 04 Metropolitan Training Center, 650 Avenue of the Americas (11). 
5 months. Tuition $500. Tools $38.50. Repair and mainte- 
re ee: nance of chronograph, calendar and “self-winding”’ watches. 
(See Horology.) 


A R B E [2 NID S s UJ S 11. Chronograph Repair 


CALIFORNIA 


: N' REW > SE wn ietiioa oes and Watch School, 735 Fifth St. (See Horology.) 
ej ‘ONNE UT 
32/34 HOLBORN VIADUCT} CONNECTIC 








New Haven 
Connecticut Institute of Horology. (See Horology.) 


; ‘ ILLINOIS 
o@) . (B1@)\ ti aems Chicago | 
Jewelry Training Service. (See Jewelry Making.) 
Peoria 
. sf Bradley University, School of Horology. (See Jewelry Repair.) 
CABLES: SLUBAR - LONDON MASSACHUSETTS 
enna temmmemmcamen Attleboro 


sees CIES e —— 


Attleboro Jewelry Trade School, 54 Union St. 30 months. Tuition 
approx. $250 per year. Course includes jewelry making, 
jewelry toolmaking, hub and die making. (See Jewelry Mak- 


g.) 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
3°2@) ae 


LONDON ANTWERP AND AMSTERDAM ee Trade School. (See Jewelry Repair.) 
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Fashion in Gifts 


(From page 101) 


think we'll soon be humming a new little ditty: “Pins for 
her skin-tones and pins for her hose!” 

Compacts are another important gift item for jewelers 
to promote at this time of year and some of the designs 
which have recently been introduced are unusually attrac- 


tive. 

Paul Flato has a generous choice of compacts in freshly 
original patterns ranging from the sophisticated to the 
whimsical. There are ‘beautiful “Lily of the Valley” com- 
pacts flowering with simulated pearls, enticing flower 
bouquets bright with multi-colored stones, primitive de- 
signs such as a Mexican looking steer, and one which 
especially caught my fancy tells a little rabbit story. It 
shows a mother rabbit knitting and papa rabbit looking 
worried, while all around scamper a seemingly endless 
rabbit family! (Illustrated.) 

Elgin-American believes that “a bird in the hand is 
worth two in the bush,” especially when the one in hand 
is their imaginative high fashion compact styled by 
Salvadore Dali. This is a unique and daringly different 
compact. It is in the shape of a dove and contains a 
standard size lipstick which comes out of the bird’s head 
and a pillbox concealed under a hinge in the tail. The 
wings fly back to reveal a mirror and powder case. 


Among the loveliest compacts of the season are Elgin- 
American’s creations in shimmering mother-of-pearl. 
Some of these are purest white, while others are delicately 
vibrant with rainbow tints. Some are round, some are 
square, some are rectangles—all are beautiful! 


FASHIONS IN WATCHES 


Watches are always favorite gifts at this time of year 
and the very latest news in watch fashions indicates the 
following: 

(a) Ever smaller watches for women. 

(b) Round watch cases increasing in favor. 

(c) Yellow gold in popular demand. 

(d) Dramatically different styling for sports and 
formals—increasing need for wardrobe of watches. 

(e) Delicate lacy effects in case designs—in line with 
ultra feminine fashions. 

(f{) Raised crystals—comparing with high dimensional 
effects in other jewelry. 

(g) Colored dials for both men and women—giving 
fresh look to the watch scene. 

(h) Interchangeable watch bands for day and evening 
wear—many jewel studded. 

(i) Colored bands to harmonize with women’s clothes 
—striped color bands for men. 

(j) Very new bracelet bands designed as integral part 
of watch. 

Elgin shows brilliant new styling in watches for both 
men and women. The men’s watches include shock and 
water resistant types for active wear, and feature sleek, 
round cases with high style dials. These have supple 
leather bands or woven bands in attractive color combina- 
tions such as midnight blue with a flashing center stripe 
of red. Another series includes 14K gold cases with black 
enamel contrasted sharply between gold hour markers 


FOR MAy, 1951 
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which are placed on the outside of highly styled dials 
with dashing effect. These have black suede straps 
emphasizing the color theme. 

In the women’s line are many 14K gold cases jn 
variety of pleasing shapes with intricately flexible end. 
pieces and high crystals curving over full gilt figured 
dials. Dramatic beauty is expressed in one which features 
a round dial set in a square gold case inlaid in a rich 
mosaic of red enamel, and with a red suede strap inter. 
changeable with black cord. The formal watches are 
notably exquisite with delicately executed white gold 
cases sparkling with inset diamonds. In relation to these. 
this company is introducing this month a plan for series 
merchandising which they expect to be highly successful, 
They are taking one basic watch and giving it an appro. 
priately appealing name such as “Lily of the Valley” and 
using it is a set of five models which differ only in the 
number of diamonds used for decoration. It can be set 
with two diamonds all the way up to sixteen and is 
intended to give the consumer the benefit of beautiful 
design at any price range to suit his pocketbook. 


PERFORMANCE Hamilton watches shine richly with tradition even while 


Nationally acclaimed ARCH CROWN WITHOUT EQUAL employing a modern sweep of concept, and each design 
TAGS, stand: ovt dramatically from all -SINEE (eG? tends toward a restrained classical beauty intended to 
the rest, for exquisite, original creations, live for a lifetime. The effectiveness with which this prin- 
wien “poser nt edna? cipal of style is accomplished by this company is shown 
So by one of their most successful numbers which came onto 
wsssy ARCH CROWN TAGS. INC. ~ market several years ago and which, eanaing modern 
as tomorrow, gets a constant flow of re-orders. In both 

beerK9 277 Halsey St, Newark 2, N.J. the men’s and women’s watches the very readable dials 
are enhanced with gold dots and markers, or gold numer- 
als and dots. Domed crystals rise high in cases that are 


JEWELERS PRICE TICKETS 
#950 $1250 pure, sweeping lines of golden elegance. Many of the 
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COMPLETE WITH CONTAINER ; 
Ty women’s watches are amazingly small and all of them are 
pc Al WITH EACH SET YOU GET: in keeping with the fashion mood of ultra femininity. 


e 1092 INDIVIDUAL TICKETS 
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ot Astin ee The Swiss watchmakers are establishing lovely new 

SIZE aad lk tees trends with their high fashion designs and setting a lively 
mm. of every popular B Black vith Silver “a pace in the style world. One of their unique ideas is a 
25¢ to $1000.00. C—Half Black & Half Ivory little watch hidden in a brightly colored leather case to 
CAN ALSO BE AFFIXED TO WOOD—GLASS—MET AL—FABRIC be carried in pocket or purse like a tiny pill box. The 
RE OF TO ee OF Se ee watch is revealed only when the case is drawn open, and 


“ee NORWOOD, » this opening and shutting also automatically winds the 
Franklin lth. CORP. “x ie 
Small, self-winding women’s watches form new 
color patterns by the use of shining stainless steel 
cases and rich gold dials, and color is being used for dress 
watches with discreet but dramatic touches often enough 
to bring fresh looking beauty to the entire watch scene. 
There are many black dials and other colors in rich 
enamelling reminiscent of the antique costume look. Even 
men’s watches are shown with black and other colored 
dials. One which caught our eye has a light point of 
radiance at the center of the dial which bursts into an 
explosion of blue beauty deepening to midnight blue at 
the outer rim. The whole is overtoned with almost imper- 
a Pecan ff if ceptible lines of red tracery. This is certainly new color 
Folder R ies utters, / drama for men. 
There are delightful lapel watches for women executed 
in a high fashion theme and since many of these watches 
NEW HERMES - poy out of profits are hidden within the design, they look like scintillating 


13-19 University Pl., New York 3 | jeweled pins. Some have matching earrings. There’s 4 
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miniature “Cuckoo Clock” for instance, with a simulated 
clock face on the front. The timepiece is hidden inside 
the door and pink, heart-shaped stones form the swinging 
“weights.” 

Illustrated on the tailored frock shown on the lead 
page of this article, is a colorful “Ballerina” whose 
sapphire-mounted skirt hides a petite watch at the base 
of the swing! 

For formal wear there are glamorous and captivating 
styles furthering the mood of delicate femininity. There 
are tiny gold-cases with ice-cube crystals suspended be- 
tween fragile filigree inset with diamonds, or held in 
webs of golden lace. The new bracelet treatment in which 
the band is an integral part of the watch design has 
found high favor. We illustrate one of these made up of 
shimmering golden circlets, each holding a precious cul- 
tured pearl. Lovely and chic! 

These are the newest watch fashions in the market 
today. They have been masterfully designed to increase 
a jeweler’s sales through fashion appeal. They certainly 
show the complete co-ordination of watch styles with 
fundamental fashion trends and make us realize that time- 
pieces are now treasured pieces of jewelry. 

In using this fashion information so that it will be of 
direct help in your May and June selling, please remind 
your customers of the overwhelming importance of 
watches in fashion . . . they may remember several people 
whose watches are obsolete in style. 

Point up the necessity for jewelry with current dress 
styles .. . it is a strong selling tool. 

Tell your customers of the lavish use of jewelry in 


French fashion shows . . . women love to copy, especially 
any trend from Paris. 
Interesting new compact designs should increase the 
desire for these as gifts for graduates, bridesmaids, etc. 
“Conversation” jewelry such as skin-pins and stocking 


jewels opens up a whole new medium for sales. 





Opportunity in June 
(From page 128) 


pattern?” That is the question that is being asked hun- 
dreds of times each day. By purchasing your sterling of 
Carl Greve you will have the choice of over 100 patterns, 
representing all the leading silversmiths of America. 
Below were illustrated and named a number of the lead- 
ing patterns of sterling flatware. 

An interesting promotion that called attention to 
sterling silver for graduates, brides and matrons, was 
staged during the month. During the week of June 7th 
occurred the famous Portland Rose Festival which brings 
visitors from all over the country. A princess is chosen 
from the senior class of every high school in the city, and 
from this list a Rose Queen is chosen to preside over the 
week’s festivities. In order to bring silver to the atten- 
tion of the public as a graduation gift they had each of 
the princesses come into the store and pick out her 
favorite pattern of silver. A place setting of each pattern 
was placed in the window, with ribbons running to a 
tinted photo of the girl who had chosen it in the back- 
ground. Their ad called attention to this display and 
invited the public to view it. 











NOTICE 








Unitep States Letrers Patrents* Have Been Issuep 


on our improved 


NIASH WING BACK 


RESPECT FOR OUR 
PATENT RIGHTS 
APPRECIATED 


*U. S. Patent Design 155,535 
U. S. Patent Construction 2,472,958 


NIASH REFINING COMPANY 


FOR May, 1951 


116 Nassau St. 









clicks opening 
clicks closing 


*Each Genuine Niash Wing Back 
Stamped with our Patent No. 2,472,958 


New York City 
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Sterling Gallery 


by RONALD LARIMER 


Unique wall case display at the 
Elebash store has the advantage 
of keeping all 40 patterns that 
‘ the store carries easily accessi- 
ble to the eyes of customers, 


Provides Year “Round Pattern Exhibit 


This highly unusual system of sterling flatware display has substan- 


tially built up sales for this Florida jeweler. Elebash’s of Pensacola 


has created this billboard-like silver exhibit to show all their patterns. 


A HIGHLY unusual system of sterling flat- 
ware display has substantially built sales over the past 
two years for Elebash Jewelers, of Pensacola, Florida. 

Since the end of the war, Elebash Jewelers have made 
a concentrated drive for sterling flatware supremacy in 
this western Florida city; a program which has involved 
such steps as a heavy increase in newspaper advertising, 
complete redesigning of the sterling silver department, 
and a “mass display policy” in both windows and interior 
display. In addition, the Florida jewelry store has like- 
wise stepped up “outside selling” via direct mail, special- 
ized appeal to prospective brides, and developed a com- 
pletely new presentation theory. 

“We are currently carrying 40 patterns in sterling flat- 
ware, which represents a sharp increase over the choice 
available before,” it was indicated. “We have experienced 
a sharp population increase in Pensacola and its suburbs, 
with the result that we felt 1948, 1949 and 1950 gave 
us an excellent opportunity to build up sterling flatware 
sales to a much more prominent position in the store’s 
yearly volume. For that reason, we have explored every 
possible type of sales-building asset, and from much 
experimentation, have developed a plan which we believe 
will greatly increase profits from this source.” 

First, Elebash Jewelry Company is currently sending 
out personally-written letters to each new prospective 
bride, as her engagement is announced in Pensacola 
newspapers. Instead of the usual cut-and-dried forms 
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and greeting cards, a personally-written letter goes out 
to each, inviting her to visit the store, for a look at 
“Western Florida’s largest stock of sterling flatware.” 
Offered as an enticement, is a handsome white-leather 
bride’s book. One of the more important aspects of the 
bride’s book gift is the fact that a page is included, 
in which the bride may register her pattern selections in 
china, sterling, and glass, listing off all pieces as received. 
This, it is believed, provides a closer link between store 
(Please turn to page 174) 





Extra pieces are also displayed in a similar manner. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














..« MORE 


... MORE 


FOR MAy, 1951 


CHINA 


In its “Chores for China” editorial, June House Beautiful 
presents a realistic approach to the full enjoyment of out- 
standing dinnerware when it’s not officiating at a dinner. 
Reproduced here is a striking illustration—china as a 
three-dimensional picture, importantly arranged on the 
shelves of a hanging cabinet. And the “picture’’, of course, 
can be changed at will, simply by changing the dinnerware. 


Looking for a new theme with which to push and promote 
your fine collections? Try these china “pictures” as con- 
versation pieces ... as focal points for decorating schemes. 


MISCELLANEOUS TABLEWARE 


A dramatic table setting like this, which appears in full 
color in the June issue to illustrate a Paisano Party and 
can be used as an influential tie-in display, is a sure way 
to stop shoppers in your store .. . to attract their attention 
to the extra table niceties they’ ve wanted but overlooked. 
Give the setting the full flavor of realistic atmosphere. 
“To give a Paisano Party.” House Beautiful suggests, 
“first, plan a menu in the Mexican manner. Then stage-set 
the luncheon to remind your guests of that vivid land of 
fiesta—with red and pink carnations piled in a Mexican 
hat, matching straw place mats on a brilliant linen runner. 
sunbaked earthenware, thick bubbled glass.” The sterling 
silver is the “Chapel Bells” pattern by The Alvin Silver- 
smiths, Providence, R. I. 


BRINGS YOU IDEAS 
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“i “82 
teen ae 5 ee 2 
bed s te exe. §ut 


sewer’ 1ie 





sysernt 





IN AN EXTRA CONCENTRATED MARKET 83232. . my Ye — 


On newsstands early in May—the Spring-Summer Oe et 
1951 edition of House Beautiful’s influential GUIDE _ 
FOR THE BRIDE. Be sure to get your copy... to 
. 66 . oP) ) 

use it as a “sale-clincher” on your counters. Bear 
in mind ... it will soon be on its way to some 47,000 
brides and brides-to-be plus their relatives and 
friends, taking them practical buying suggestions. - 





SWasets f€ «£4 CEE Sees 


influencing them during the greatest “buying spree” 


of their lives. 


setze2 .5 FE 


Free Window and Counter Display Cards, mounted with advertisements 
appearing in the Spring-Summer 1951 GUIDE FOR THE BRIDE, are yours 
for the asking. 


t 


e 


Simply check any or all of the top-quality products below, fill in your name and mailing address, and 
mail to: Merchandising Division, House Beautiful Magazine, 572 Madison Avenue, New York 22, N. Y. 

















& 
' 
3 
© 1. LADY ELGIN DIAMOND WATCHES 15. FOSTORIA CRYSTAL “HOLLY” 24. CRANE’S STATIONERY 
# = 2. ALVIN STERLING FLATWARE PATTERN 25. EATON’S FINE LETTER PAPERS 
= 3. COMMUNITY SILVERPLATE TEA & 16. HAVILAND CHINA 
2 COFFEE SERVICE 17. LIBBEY ‘SAFEDGE’ CRYSTAL 26. T & P RELIEFAGRAF WEDDING 
B 4. ‘FRIGAST DANISH STERLING STEMWARE a 
g 5. GORHAM STERLING FLATWARE ~ ann — 27. CHELSEA CLOCKS 
6. HEIRLOOM STERLING FLATWARE 28. SETH THOMAS CLOCKS 
a aunaeneee nei” panama 20. REIZART CRYSTAL 
© 21. SENECA CRYSTAL STEMWARE 29. FILTRON COLD WATER COFFEE 
22. SPODE FINE ENGLISH CHINA 
[See INVITATIONS ahaa means 
@ 9. TUTTLE STERLING FLATWARE 
. “HANNAH HULL” PATTERN 
g 10. WALLACE STERLING FLATWARE —_— 
@ 11. BALLERINA CHINA 
= 12. CEMAR PATIO PUNCH SET onauees 
= 13. CRYSTAL VASE BY STROMBERG- 
4a SHYTTAN CITY ZONE STATE | 
= 14. FLINTRIDGE CHINA GB JCK June 
7 
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for yOu + + 


IN NATIONALLY KNOWN BRANDS 


Use these helpful trade messages for your brand promotions. .. built around 
best-seller names which will be parading across the advertising pages of June 


House Beautiful. 


The ALVIN SILVERSMITHS are proud to an- 
nounce that PRINCE EUGENE — the newest in 
Alvin sterling — is now available for immediate 
delivery. The demand for this heavy-weight, 
ornate pattern was so heavy that it was difficult 
to keep up with orders on hand. Write for free 
‘ilustrated price folders. 
a. 


a” . 
Presenting our new SILVER-PLATE RIMMED 
COASTER-ASH TRAYS with densified wood cen- 
ters made with a ‘Bakelite’ resin. They are burn 
resistant . . . stain resistant . . . and warp re- 
sistant. A perfect gift for any occasion. Available 
‘n Gadroon or Rococo pattern from FRIEDMAN 
SILVER COMPANY, INC., 366 Fifth Avenue, 
New York City. 
® * o 
Continuing their successful advertising promotion 
in House Beautiful and Guide for the Bride. 
FRIGAST, THE FINEST DANISH STERLING 
FLATWARE available, is offered by leading 
stores from coast to coast. Made by the famous 
Frigast Silversmiths of Copenhagen, Denmark. 
Distributed by Paul Wilkens, Inc., as sole importer 
for U.S.A. and Canada. 
+ +. «. 
Two new creations in the Fashion Academy Award 
INTERNATIONAL STERLING are featured in 
June House Beautiful. Youthful, spring-like “BLOS- 
SOM TIME” offers the first balanced place- 
setting in sterling. Richly textured “BROCADE” 
brings the Victorian tradition new lightness and 


POOLE SILVER CO., Taunton, Mass., is now in- 
troducing a new series of pieces in STERLING 
HOLLOW WARE. Designed as gift items, these 
new pieces will enable the retail jeweler to cap- 
ture a greater share of the seasonal gift market. 
Poole distributors now have most of these items 


in stock. 
7 e & 


Featuring “GOLDEN ACE,” not merely a@ new 
pattern but rather an entirely new conception of 
Sterling's limitless beauty. For the first time, Solid 
14 Kt. Gold in Sterling, as promoted by Leading 
Jewelers. Merchandise of compelling news value 
for display and promotion. FRANK SMITH SIL- 
VER CO. 


+ e * 
Beautiful new patterns in new color combinations 
are featured in the BARONET CHINA LINE. The 
Augusta pattern is shown for the first time in 
consumer advertising in June. Baronet is a mod- 
erately priced, fast turnover line. Exclusive U. S. 


representative is FISHER, BRUCE G&G CO. 


CEMAR’S HUGE SALAD BOWL .. . shaped of 
moss green leaves in lustrous pottery ... is a 
sales sensation wherever shown. This magnificent 
salad bowl, with large serving fork and spoon to 
match, and a Mayonnaise Set of the same design, 
is featured in the Cemar HOUSE BEAUTIFUL ad 
for June. Complete Cemar Catalog on request. 
_ 2 2 


The FLINTRIDGE CHINA pattern featured in our 


reprint, or use the magazine itself in a Heisey 
display. Write HEISEY for free folders, news 
mats and radio scripts on “HEISEY ROSE.” 

os * ~ 


“Learning to Live Happily Ever After,”” is TAPER- 
LITES’ theme in June’s House Beautiful. These 
WILL G&G BAUMER candles feature three sizes: 
exclusive firm-fit end; space saving, spoilage re- 
ducing and protective ‘‘Two-Pack”’ container; and, 
consumer-tested ‘‘most-wanted’”’ colors. Continu- 
ous national advertising helps boost dealer sales. 
Free dealer aids available. 

= a 7. 
Made from choicest materials — cotton and linen 
fibres only—CRANE‘S KID FINISH ECRU- 
WHITE WEDDING PAPERS are instantly recog- 
nized for their quality . . . afford finest surface for 
engraving and steel-die stamping. Invitations 
lead list. Cards come next — Church, Reception, 
At Home, calling cards, informals. For Brides 
thank-you notes, die-stamped note and letter 
sheets. 

> s + 


ELOQUENT VALUES in exquisite Shades by 
VERPLEX. An invitation to RE-new every lamp 
in every home. Show — Promote — SELL Lamps 
and Shades by VERPLEX. 
* 2 a 

There’s no gift like a clock and no clock like a 
fine SETH THOMAS! The Seth Thomas spring 
gift campaign covers the wide market of gift 
buyers . . . reminds them there’s a Seth Thomas 
for every home, every room in the home, every 
taste in home furnishings. Comprehensive range 
of prices quoted in every advertisement. 


- s 
A catalog of KARHULA CRYSTAL art pieces, 
featuring work by such leading designers as Tapio 
Wirkkala, is now available to the consumer as 
part of an aggressive new campaign to increase 
consumer recognition of this fine quality crystal. 
Exclusive importer and distributor: Finland House, 
41 East 50 Street, N. Y. 
. * ¢ 
AIRGUIDE PERIOD BAROMETERS are justly 
popular with top decorators as handsome and 
useful home decorative accessories. Authentically 
styled and craftsman made, the richness of the 
satin-finish mahogany case, polished brass trim 
and silvered dials fit them beautifully into any 
interior decor. Movement of high sensitivity assure 








June ad is “SAN MARINO’? —A warm grey 
border finished in lines of satin burnished coin 
gold accented by dainty pink rosebuds. .. . It’s 
really lovely . .. retails at $15.50 for a 5 pc. 
place setting. 


a . 
“HEISEY ROSE” etched crystal is the highlight 


of a four-color, full-page ad in the June issue. 

Send to HOUSE BEAUTIFUL for a free a 
.. . FROM PRESTIGE-CONSCIOUS CONSUMERS 

Free display cards and free mats for your newspaper advertising are avail- 


able...to put House Beautiful’s prestige as a buying guide to work for 


your store. 


grace. Both retail at $27.50 (Fed. tax incl.) ever-dependable weather predictions. Fee & Stem- 
CENSE SWEDISH STAINLESS STEEL TABLE- Wee tae 
WARE is lovely for a lifetime. It is solid through- 
out, hand finished and will never tarnish, stain 
nor change color. Gense stainless is made in three 
open stock flatware patterns and one hollowware 
pattern. Designer is Sweden’s famed Folke Arn- 
strom. 









For the mounted cards, check any or all of the top-quality products below (preceded 
by a number), which are advertised in the June issue. 

For the mat, in which product names can easily be inserted, check the square 
indicated. 

Fill in your name and mailing address, mail to: Merchandising Division, House Beautiful Magazine, 572 Madison Ave., New York 22, N. Y. 


67. ALVIN STERLING FLATWARE 81. HAVILAND CHINA 92. CRANE FINE PAPERS 

68. FISHER STERLING 82. HEISEY CRYSTAL STEMWARE “‘Heisey Rose” 93. SETH THOMAS CLOCKS 

69. FRIEDMAN SILVER PLATE RIMMED 83. KARHULA CKYSTAL ASHTRAY * LAMPS BY SAVAGE OF CALIFORNIA 
COASTERS 84. KENSINGTON HOSTESS ACCESSORIES 94. VERPLEX SHADES & LAMPS 

70. FRIGAST—DANISH SILVER 85. LENOX CHINA 95. DONNELLY-KELLEY MIRRORS 

71. GENSE STAINLESS STEEL TABLEWARE 86. SILVER CITY STERLING FASHIONED CRYSTAL 96. FEE & STEMWEDEL AIRGUIDE 
FROM SWEDEN 87. SOUTHERN POTTERIES SKYLINE DINNERWARE PERIOD BAROMETERS 

72. INTERNATIONAL STERLING 88. TIFFIN GLASSWARE 97. FILTRON COLD WATER COFFEE 


EXTRACTOR 
98. UNIVERSAL COOK-A-MATIC 


* No Card Available. 
|] (SEEN IN HOUSE BEAUTIFUL) MAT 


73. POOLE STERLING HOLLOWWARE 89. WESTMORELAND HANDMADE MILK 
74. FRANK SMITH STERLING FLATWARE GLASS PLATES 

“GOLDEN AGE” PATTERN 90. TAPERLITE CANDLES 

TOWLE STERLING FLATWARE 91. “PEERAGE” BRASS WALL PLAQUE 
“CONTOUR” PATTERN 

76. BARONET BAVARIAN CHINA 





75 





77. BING & GRONDAHL DANISH _ NAME 
PORCELAIN FIGURES 
78. CEMAR GARDEN LEAF SALAD SERVICE = ADDRESS 





79, FLINTRIDGE CHINA 
80. FOSTORIA ‘“‘MASTER-ETCHING”’ CITY 
““HEATHER’”’ PATTERN JCK June §f 
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Contest Closes May 20th!! 




















1. Identify their Pattern names and Brands. 2. Complete the sentence 
"Every jeweler should participate in The Jewelry Industry Council's SILVER PARADE because ...' 


30 Valuable Prizes in Sterling 
and Plated Silverware !! 


Here’s a contest that’s right down your alley. You in 
the jewelry business, who are surrounded by sterling and 
plated silver in your daily life—as a matter of fact, it 
represents 25 per cent of your annual volume—will find 
this an interesting (and perhaps a productive) pastime 
challenge. 

To make it easy for you, the halftone illustration 
(above) of the 48 spoons to be identified has been 
drawn in simple outline here so you can mark the spoons’ 
positions with the given numbers when you list their pat- 
tern names and brand names on your entry. When you 
have completed the list identifying the patterns and their 
brands by numbers corresponding with the numbers given 
the positions of the patterns in the illustration, then com- 
plete the sentence, “Every Jeweler Should Participate in 
the Jewelry Industry Council’s SILVER PARADE, be- 


cause... This sentence should be completed in 40 


160 


words or less (counting the 12 supplied words among the 
40). You may use the coupon on page 162 for your entry. 
Contest closes Midnight May 20, 1951. Read 
the contest rules on page 162. 
(Please turn to page 162) 





Helpful Hints Toward a Winning Entry 


1. All 48 patterns and their brand names are listed (but not 
in numbered order) on page 192. 


2. All but two of the plated patterns and their brand names, 
were pictured and identified on a pull-out insert in the 
January 1951 issue of Jewelers’ Circular-Keystone. 


3. Nearly all the sterling patterns have been illustrated in 
one of the past 16 issues of The JC-K. 


4. For ideas to help you complete the 40 word sentence, see 
JIC Silver Parade article in the April 1951 issue of JC-K. 
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»# ROSE POINT 


= GRANDE BAROQUE 





»® SIR CHRISTOPHER 


® GRAND COLONIAL 


es STRADIVARI 





es ROMANCE OF THE SEA 


The only six sterling silver 


designs to have the sales advantage 
CF 99 
of Hh Yimension Beauly 


WALLACE SILVERSMITHS 





AT WALLINGFORD, CONNECTICUT...SINCE 1835 
FOR May, 1951 161 
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(Continued from page 160) 


RULES 


|. Contest is open to anyone residing in the United States or its 
possessions who is engaged in the distribution of silverware at re- 
tail. Employees of The Jewelers' Circular-Keystone, The Jewelry 
Industry Council, or employees of either the National Association 
of Credit Jewelers or the American National Retail Jewelers As- 
sociation are not eligible to compete. 


2. Contest closes May 20. Entries must be in New York or bear 
a postmark no later than midnight May 20th to be eligible. 
Winners will be announced in the July 1951 issue of JC-K. 


3. Prizes will be awarded on the basis of: 


(a) The correct, or most nearly correct, identification of the 
pattern names, and brand names of the 48 teaspoons shown on 
page 160 of the May issue of JC-K and: 


(b) The best expressions in 40 words or less which completes 
the sentence "Every jeweler should participate in the Jewelry In- 
dustry Council's ‘SILVER PARADE’ because .......... '" Completed 
sentence must be 40 words or less, including the original twelve 
words which must be part of the submitted sentence. (That gives 
contestants 28 of their own words to add to the twelve supplied.) 


4. The judges of the contest are: A. E. Haase, Exec. Dir. of The 
Jewelry Industry Council; Charles T. Evans, Exec. Secy. of The 
American National Retail Jewelers Asociation and William Wag- 
ner, Exec. Secy. of The National Association of Credit Jewelers, 
whose decisions will be final. 


5. (a) Each contestant's list of the 48 patterns and brand names 
should be numbered from | to 48 and the patterns and brand 
names listed on the entry to correspond with the numbers shown 
on the outline drawing accompanying this article. The arrangement 
of spoons in this drawing corresponds with the order in which the 
spoons are shown (in full detail) on page 160 in the May JC-K. 
This list can be submitted on any kind of paper and may be type- 
written or hand printed. 


(b) The 40 word sentence which must accompany the list of 
patterns and brand names can be on sheets similar to that used 
for the list of patterns and brand names—or contestants can use 
the coupon (appearing on this page) to register their own names, 
addresses and business connections and to submit their 40 word 
sentence. This coupon can then be attached to the list of patterns 
and brand names and all can be submitted to The Jewelers’ Circular- 
Keystone, 100 E. 42nd St., New York 17, N. Y., before midnight 
May 20, 1951. The use of the coupon is not necessary, however, 
so, therefore, several persons from one store can compete. 


6. In the event of ties, duplicate prizes will be awarded. 








PRIZES 


Ist Prize 


2nd 


3rd 


6 place settings (36 pieces) of the 
winner’s choice of any sterling pattern 
illustrated on the April JC-K cover 


Prize 


88 Piece Set of winner’s choice of any 
plated pattern illustrated on the April 
JC-K cover 


Prize 


4 place settings (24 pieces) of any 
sterling pattern illustrated on the April 
JC-K cover 


4th Prize 


76 Piece set of the winner’s choice of 
any plated pattern illustrated on the 
April JC-K cover 


5th Prize 


2 place settings (12 pieces) of the win- 
ner’s choice of any plated pattern __illus- 
trated on the April JC-K cover 


6th Prize 


38 piece set of the winner’s choice of 
any plated pattern illustrated on the 
April JC-K cover 


7th to 10th Prizes 


1 Knife & Fork of any sterling pattern 
of winner’s choice/or 1 dozen tea spoons 
of any plated pattern of winner’s choice 
illustrated on the April JC-K cover 


| Ith to 30th Prizes 


The winner’s choice of any one of the 
sterling tea spoons or 4 of any of the 
plated teaspoons illustrated on the April 
1951 JC-K cover 


























ENTRY BLANK 


This is for convenience only—It is not necessary to submit entries on this blank. 
Jewelers’ Circular-Keystone 


100 E. 42nd St., New York 17, N. Y. 


Attached is my numbered list identifying the patterns and brand names of the spoons shown on page 160 (originally 
shown on the front cover of the April 1951 issue of JC-K.) according to the numbers assigned each pattern in the 
diagram on page 160 of the May issue of JC-K. (Attach list to this coupon.) Below is my completed sentence: 


"Every jeweler should participate in The Jewelry Industry Council's SILVER 
PARADE because ori ttt eee 
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Name ................ 0. cee ce ee ee Address............. 


Retailer Connected With .... 0.0... ccc ce eee ee eee eee eens 
If | should win, the plated pattern | would select would be .... 20.6.2... cece cece cee eee ene eee ee eee e eet e nents 





If | should win, the sterling pattern | would select would be ............. cee cee cere eee eee eee e eee etree etn eeeees 
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= No. 701 
r Hand Chased 
. Water Pitcher 


Because it is beautiful and 
styled in traditional taste, 
Poole sterling has long 
. ~~ . 
been a favorite with dis- 
criminating . people. Any 
. bride will be pleased and 
. happy to have it. 


: ia ‘ -; , = : ; ‘ be. . 
A tradition in silver — @ —— 


for over half a century. 
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No. 300 Sugar and Creame 


Write for booklet No. 20 showing the complete Poole line. 
POOLE SILVER COMPANY, Inc. © TAUNTON, Mass. © New York, N. Y. 
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SEEN IN HOUSE beautife ul 


JUNE, I95I 





POOLE SILVER COMPANY, INC. 
TRADITION in stvER « « * FO* Over HAM A CENTURy 
TAUNTON NEW YORK SHOWROOM 


366 FIFTH AVENUE 
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1. New Plated 
Pattern 





2. Tie Clasp 


Psa oo Sttis [eee ead ot 
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4. New Sterling Pattern 5. Kitchen Clock 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


‘1. “May Queen" is new pattern in sterling inlaid silver- 
plate by Holmes & Edwards. It combines design features 
of early {9th century with modern styling. Their first 
new pattern since 1949. Six piece setting for $8.06. 


_! 2. The Hadley “Roundabout Clasp" goes completely around 
' a necktie of any width. Hadley Co. of Providence, R. I., is 
6. Man's Watch a ..- designer. Uses new piercing principle. In four designs. 
| 3. "The Empress" is a design of the Queen Anne period by 
Haddon Products, Inc., of Chicago. Porcelain with actual 
swinging pendulum. In two colors. Retail price $19.95. 


|| 4, "Contour", a new pattern in sterling by Towle Silver- 
smiths, Newburyport, Mass. Independent of applied motif, 
the personality of the pattern is in its inherent sim- 
plicity. Priced at $37.50 for six piece place setting. 


| 5. The “Ivy" electric kitchen clock, by Telechron, Inc., 
Ashland, Mass., has twin plant containers, which hold real 
growing vines. Suggested retail price is $7.95 plus ta. 


"1 6. The new 21-jewel Lord Elgin, with black enamel bezel, 
black suede strap and plain dial treatment, was designed 
by Elgin National Watch Co. Watch retails at $71.50. 

|] 7. "Name Bands" by Swank, Inc., of Attleboro, Mass., are 
designed for the serviceman. In sterling silver, either 
in a regular heavy chain link style or in the new style 
Boston chain of interlocking flat bars, resembling "“H's’. 





7. Identification 
Bracelets 
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Millions 
of Mothers 
in Dormeyer 

Markets! 







Lets get Mother 
a Mixer | 




























Dormeyer’s big, beauti- 
ful new blender. The appli- 
ance with hundreds of new 
uses—with hundreds of new 
sales possibilities. For added 
business...add the Dormeyer 
Blender Model 5900 to your ‘51 selling. 





The ‘Toast of the Town,’’ 
Dormeyer's Toastmaker. Beauti- 
fully designed in satin chrome. 
Fully automatic with electric 
timer. Rewarming device holds 
toast tasty-hot, just the way you. 
like it. The Dormeyer Toastmaker 
Model 6500. 


This is Dormeyer’s amaz- 
ing, popular ‘‘Meal-Maker."’ 
Electric grinder and built-in power 
unit included at no extra cost. 
Price appeal with all the power 


PRECISH 
es tts PROMOTI ONS 4. 


Mode!” 5000,"“Mecl-Maker Salada S é : val tor Mother's Day... June brides 







Two of the biggest sales bulges in Spring and early Summer 
are stimulated by heavy gift shopping for Mother's Day and 
June Brides. (There will be close to a quarter of a million 
new brides in June alone.) To help you focus your efforts on 
these two big sales opportunities, Dormeyer brings you two 
powerhouse Precision Promotions. Through May and into 
June LIFE MAGAZINE . . . SATURDAY EVENING POST... 
BETTER HOMES AND GARDENS will carry Dormeyer's timely 
gift story to millions. Full set of supporting materials available 
from newspaper mats to 15 minute TV films. Tie in . . . Cash 
in. Write, wire, phone today for these merchandising helps. 














Makes Every 
| Bride a 
/ Better Cook! 





Capitalize on Amer- 
ica’s latest cooking 
craze with America’s finest deep 
fryer—the Dormeyer Fri-Well. 
Drain-away faucet makes it easy 
to save and re-use fat. Automatic 
thermostat controls heat. Dormeyer 
Model 5800 Fri-Well. 


: y Firstand still the finest 

'y in the field. ..Dormeyer's 
famous Food- Fixer com- 
plete with built-in power 
unit . . . electric grinder and juicer 
at no extra cost . . . asked for by 
name by all who want the best. 
Dormeyer Model 4200 Food-Fixer. 


i Opie 
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Dormeyer Corp., 4300 N. Kilpatrick Ave., Chicago 41, Ill. * Fox Agencies, Ltd., Port Credit, Ont. 








They're New | 








3. “Sweetheart Rose" 


\ 


7. New Ladies’ Watches 





[J 


8. Watch With Matching Band 


166 





6. Ladies' 





1. “Rose of Sharon" 





4. Expansion Watchband 





Watchband 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. New sterling pattern by Frank Whiting & Co., Meriden, 
Conn. is "Rose of Sharon". Pattern combines clean, mod- 
ern lines with richly carved design for either modern or 
traditional tastes. Six piece setting retails at $36.50. 


| 2. Short tie clips by Swank, Inc., are made in four sport 


designs: pointer, thoroughbred, duck and leaping fish. 


| 3. The new "Sweetheart Rose" sterling pattern, designed 


after the flower of the same name, by Lunt Silversmiths 
of Greenfield, Mass. Presented in stores on April 30. 


| 4. The Challenger is a new expansion watch band for men 


by the Gemex Co. of Union, N. J. Comes with 1/20 12 Kt. 
gold-filled corrosion-resistant top and stainless steel 
back. In a plastic display box, band retails at $11.95. 


5. The ‘'Presto-Pix'"’ watch case has a finger-tip release 
feature. Cover snaps open at touch of finger tip, show- 
ing encased photo. By |. D. Watch Case Co., Jamaica, L. I. 


6. Kestenmade watchband with stone-ornamented ends is a 
design of Kestenman Bros. Mfg. Co., Providence, R. |. The 
simulated baguette center stone is available in crystal, 
ruby or aquamarine. This is model 3F59. Retail: $10.95. 


7. Two from new "Lily of the Valley" line by the Elgin 
National Watch Co., which offers a choice of diamond-set 
watches with from two to I6 stones, from $125 to $275. 


8. Bands of garnet red, emerald green, and sapphire blue 
match the colored dials of these new ladies’ watches, a novel 
note in watch styling by the Gruen Watch Co., Cincinnati. 
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THE STERLING FLATWARE PATTERN INDEX 


Contains Material Found In No Other Publication 








IMMEDIATE 
DELIVERY 


Jewelers find THE STERLING FLAT- 
WARE PATTERN INDEX absolutely in- 
dispensable for identifying patterns to be 
matched—and for making selling sugges- 
tions to customers. It contains, under one 
cover, full-size illustrations of more than 
1300 sterling flatware patterns—active, 


inactive and obsolete patterns. 


Each pattern name is listed in one alpha- 
betical index . . . and cross-indexed again 








Actual size of book, 


is at. 


Teaspoons are shown 
actual size in book. 


it. Illustrations are beautifully done, in 
full size, and printed on fine coated paper. 
The binder is of rich black cowhide 
leather, gold stamped. These pages are 
supplied in convenient loose-leaf form, 
and revisions published periodically will 
be available at a reasonable cost. 


In daily use by jewelers everywhere, this 
book has proved its value as an essential 
reference volume, invaluable in operating 
a Sterling Silverware Department. 





under the name of the manufacturer using 


With binder $20.00—Without binder $15.00 
Prices subject to change without notice. 


All books are sold remittance with order. 
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100 E. 42nd St. New York 17, N. Y. 
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Gemology 


(From page 124) 


of microscopic crystals in parallel arrangement on a sheet 
of film. These crystals are doubly refracting, the light 
passing through them is split into two rays like the two 
in the colored stone we pictured in Figures 8-10. The 
crystals are twisted so that they vibrate in the two planes 
at right angles to each other. 

The Polaroid crystals are also strongly dichroic, even 
stronger than any jewelry stone crystals and, in total, 
absorb over 50 per cent of the light. When the two rays 
come out, one is colored deep red-violet and the other a 
light gray-green. The deep violet ray is almost wholly 
absorbed, so that almost no violet light actually comes 
through. Almost all the real light coming through, conse- 
quently, is vibrating in one plane, hence, it is “polarized.” 

When a second sheet of Polaroid is placed above the 
first, with its transmission direction at right angles to that 
of the first, all of the light that reaches it is already vibrat- 
ing in the deep purple high absorption direction. Since the 
emerging light is already vibrating exactly in one of the 
crystal planes into which the substance would force it, 
there is no second ray formed and, consequently, no light 
gets through the light-colored vibration plane. That is 
why it locks dark when we look through the two Polaroids. 

Now let us see why the “polariscope” works. Let’s 
insert a doubly refracting substance between the two 
opposing Polaroids. The single light beam from the first 
Polaroid strikes the doubly refracting transparent sub- 





stance and in most positions will be split by it into two 
beams, (Fig. 13b.) These two beams, now twisted from 
their original single vibration direction they had when 
they struck the gem, then escape from the other side, come 
to the second Polaroid, and are now twisted again into the 
two directions of the Polaroid. Some light (that which 
was nearer the clear direction) gets on through to the 
eye. Thus, the doubly refracting mineral fragment looks 


SET OPPosiTE NO LIGKT 
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LIGHT VIBRATING IN 
ALL DIRECTIONS 


Figure 13a. Operation of Polariscope with singly refractive stone, 


light in most positions. Four times while it is rotated one 
of its vibration directions will coincide with the single 
beam from the first Polaroid and then no twisting and 
no splitting takes place. (Fig. 13a.) On its emergence, 
this single beam is wholly absorbed in the second sheet, 
so in that position it will look dark. With a quarter turn 
the second vibration direction reaches a similar parallel- 
ism, and again the gemtone becomes dark; 90 deg. more 
and we are back in the first position again. Hence, as we 
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see, the doubly refracting grain grows light and dark four 
times in a single rotation. 

What about the single refracting substances: diamond, 
spinel, garnet and glass? With these there is no splitting 
of the ray that strikes them, nor any twisting; it emerges 
still vibrating in the same plane as when it entered. Con- 
sequently, it should be apparent that these substances 
will stay dark in all positions. Hence, even for white 
stones the distinction between singly and doubly refract- 
ing substances is easily made with the polariscope. 


| | 
A 4 tan POLAROID RECEIVES 
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|} 4444 STONE BREAKS RAY INTO 
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LIGHT VIBRATING IN ALL PLANES 


Figure 13b. Operation of Polariscope with doubly refractive stone. 




















Now we come to the exception. It has been noted that 
the presence of strain in a stone or glass causes slight 
polarization in the singly refracting substances. This 
causes, on rotation, a slight lightening and darkening of 


the stones that the beginner might mistake for the true 
double refraction. 

This can be guarded against by having a polariscope 
with a “sensitive tint plate” that can be inserted between 
the Polaroids. This plate adds a general red color to the 
field. When this color is super-imposed on the very slight 
lightening and darkening of the falsely or pseudo-doubly 
refractive stones, it causes them to get blue and yellow. 
Truly doubly refracting stones continue to get light and 
dark as before, with none of the vivid colors which mark 
the stones with strain. This characteristic strain-double 
refraction is diagnostic of synthetic spinel, which in- 
variably shows a weak, striated double refraction, though 
the natural is usually singly refractive (and also slightly 
lower in refractive index). 

This concludes the description of the instruments and 
tests that the jeweler should be able to give. The first 
step probably in most cases is to get the refractive index. 
Usually this suffices. Occasionally, for confirmation he 
may have to use the polariscope or the dichroscope. The 
other tests in common use among gemologists need not 
concern him, for they are required only with unusual 
stones that will in any case be only a small part of his 
business. It is no disgrace for the jeweler to confess 
himself unable to make a determination when the stone 
is unusual; his very admission of his inability to do so 
with his instruments is likely to give his customer a 
greater confidence in him. They will believe in his de- 
terminations when he can make them through an authori- 
tative identification he can get in a few days from one 
of the laboratories set up for the purpose. 
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21 West 46th Street 





Metals of Guaranteed Purity 


x 

GOLD - PLATINUM - 

IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 
hal 


W. solicit your Sweeps — 


Filings — Scrap Gold and 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


* 


PALLADIUM 


Platinum — Metals 


WILL RECEIVE 
Special Attention 


New York 19, N. Y. 
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GI Training 
(From page 130) 


Only 16 schools offered a course in stone setting in 
1948, but 28 schools have such a course today. Stone 
setting courses run for about six months, on the average, 
and cost about $300. 


Designing is taught in 13 schools, three of which are 
expressly jewelry design schools. Courses in these three 
schools run for 12 months or less. Costs range from as 


low as $10 up to $428. 


Gemology is taught in seven schools. Most courses 
extend for one year or less, although a student may elect 
to take a four-year course by mail. Most gemology 
courses cost about $300. 


One school offers a separate course in casting. Other 
schools include casting in either their jewelry repair course 
or their jewelry making course. Ring sizing is usually 
included under jewelry repair. 


Nine schools offer courses in jewelry making. One is a 
30-month course, but most courses run for 12 months or 
less. Tuition for jewelry making courses ranges from $10 
to about $1,000. These courses generally include stone 
setting, tool and die making and jewelry repair. One 
school includes silversmithing in its jewelry course. 


Because of the many more persons who use chronom- 
eters and chronographs today, an outgrowth of World 
War II, a new field of watch repair has been opened. 
Seven schools are functioning at the present time, teaching 


schools specialize in marine chronometers. Most courses 
run for about six months. Tuition varies from $269 t 


$660. 





Student Designs 


(From page 126) 


mention. The medals are given by the Medallic Art Co. of 


New York. 


The degree to which the students of the Jakobb school 
are advanced in the theory of jewelry design is expressed 
in their exhibition pieces. The purpose of the course, as 
Mr. Jakobb has outlined it, is to give each student a 
knowledge of the more basic forms of decorative art and 
composition as applied to jewelry, but students who com- 
plete the training usually gain a skill which is far ahead 
of the fundamental techniques. 


The entire jewelry design program is under the direc- 
tion of Mr. Jakobb, who is well-known in the jewelry 
trade as an outstanding designer, as well as the teacher 
of many famous designers now working in all phases of 
the jewelry field. Under Mr. Jakobb’s direction, the stu- 
dent is not limited in the type of design which he must 
create to complete his course, a policy which permits the 
full expression of creative ability. 


Much of this year’s work was focused upon aquatic 
subjects. Several designs were created with this marine 
impression. Commenting on them, Mr. Jakobb said, 
‘Free flowing lines furnished by aquatic themes are par- 





repair of chronometers and chronographs. Two of these 


ticularly adaptable to today’s jewelry styling.” 

















HERE IT Is! 


THE ANSWER TO SILVER AND BRASS POLISHING PROBLEMS 
Goddards SILVER and BRASS POLISHES 


Made by J. Goddard & Sons, Ltd., Leicester, England — Makers of the world’s finest polishes since 1839 


Goddard's Silver Polish: This liquid 
polish will not leave any film on silver to act 
as a tarnishing agent as soap or glycerine do. 
Moreover, silver cleaned 
with Goddard’s liquid silver 
polish need not be washed 
afterwards, but can be put 
to use immediately. 


Retail price $.60 


Neus > 
: CE wy 


Goddard: 


) lver Polis’ 





Goddard’s Brass Polish: This liquid 
brass polish reduces to a minimum the chore 
of keeping brass or copper fixtures, andirons 
and utensils beautiful. 
Simple to use, it imparts a 
lovely, long-lasting polish. 

Retail price $.60 





Goddard's Polishing hit: This con- 
tains Goddard’s liquid silver polish, 
Goddard’s liquid brass polish, a Goddard’s 
Silver Cloth, a Goddard’s Brass Cloth and a 
Goddard’s Chamette. Retail price $3.00 


- oa OR | 









Goddard's Silver Cloth: This is a spe- 
cially prepared Egyptian cotton cloth im- 
pregnated with Goddard’s silver polish. 
This cloth will not 
mar silver, nor will 
the polish with which 
it is impregnated. It’s 
ideal for drying and 
polishing flat and 
hollow-ware after 
washing. 





Retail price $.70 
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Goddard's Brass Cloth: This cloth too 
is made of a fine Egyptian cotton and impreg- 
nated with Goddard’s brass polish. For a 
quick, last-minute 
polishing of brass or 
copper utensils or 
fixtures,Goddard’s 
Brass Cloth is per- 
fect. Retail price $.70 











—_— 
———— 


Inquiries from jewelry wholesalers 
and retailers are solicited 


MANUFACTURERS MARKETING CO. 


(U.S.A. Agents for J. Coddard & Sons, Ltd.) 


299 Madison Avenue 
New York City 
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Wedding Business 
(From page 96) 


Jewelers in the Last South Central states (Kentucky, 
Tennessee, Alabama and Mississippi) reported the highest 
percentage in the country where they credited weddings 
with 53.6 per cent of their sales. This seems traditional 
for this area as last year’s survey showed the percentage 
as 49 per cent for the area as a whole. 

The lowest average percentage for any of the areas of 
the country was that reported in the West South Central 
states (Arkansas, Louisiana, Oklahoma and Texas) where 
the figure was 33 per cent. The Middle Atlantic States 
(New York, New Jersey and Pennsylvania) were second 
lowest with 39 per cent. 

An increase in the number of double-ring ceremonies 
was evidenced in 1950 by the increased sales of rings for 
both bride and groom as reported by jewelers. For the 
country as a whole, the average of double-ring purchases 
amounted to 42 per cent compared with 35.9 per cent in 
1949. 

To the question: “/n approximately how many cases 
were wedding rings purchased for the groom (indicating 
double-ring ceremony)?” jewelers replied as follows: 


Estimated percentages 


Percentages of of rings bought for 


those who answered both parties 
18 said 30% 
14 said 60% 
14 said 70% 
12.3 said 20% 
12.3 said 10% 


Geographically, the Mountain States (Montana, Idaho, 
Wyoming, Colorado, New Mexico, Arizona, Utah and 
Nevada) had the highest percentage of double-ring cere- 
monies in the country with an average of 46.6 per cent. 
These states strangely enough, had the lowest percentage 
in 1949. The low mark this year was on the Pacific Coast 
with jewelers in California, Washington and Oregon 
reporting only 32 per cent of wedding ring sales being 
for double-ring ceremonies. 

Asked what price range was the most popular for 
engagement rings, 53 per cent of the jewelers replying 
stated the $100-$199 bracket. Twenty-six and three-tenths 
per cent stated the $200-$350 price range while 25.1 said 
“under $99,” In only one section of the country did the 
$200-$350 price classification come near surpassing the 
$100-$199 category and that was in the Middle Atlantic 
States where 41.6 per cent of the jewelers stated that the 
former was the most popular price range for engagement 
rings as against 42.8 per cent who voted for the $100-$199 
price range. 

Naturally every jeweler did not use all the price brackets 
in voting for the one which represented the percentage of 
his total engagement ring business. The following is the 
way the balloting averaged out: 

24.3 per cent said that 40 per cent of their volume was 

in the $100-$199 range. 

22.1 per cent said that 25.4 per cent of their volume was 

in the $200-$350 range. 

20.1 per cent said that 26.3 per cent of their volume 

was in the “under $100” range. 
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The Plymouth Drop Leaf Table #133P 


Aten of EUREKA designers, the new Plymouth Drop 
Leaf Table is a lovely and distinctive piece of furniture 
which provides the anti-tarnish protection so important for 
fine silverware. 

It is made with cabinet craftsmanship of selected hardwood. 
The two drawers hold up to 170 pieces of silverware in- 
cluding two dozen knifes and twelve hollow handle butter 
spreaders, and there is ample space for fancy pieces. Drawer 
pulls are antique brass. Drop leaves have automatic supports 
which hold leaves up securely. Table height is 27”, and table 
measures 3614" x 14%" when open, and 21'%” x 14%” when 
leaves are down. 

Drawers are lined with seal-brown Pacific Silver Cloth —“the 
cloth that prevents tarnish” —and this Table, like all other 
fine EUREKA Silverware Chests, is guaranteed tarnishproof for 
the life of the chest. Write for free illustrated leaflet. 


Note: Famous EUREKA anti-tarnish Rolls and Bags for Silverware are available 
in anti-tarnish EUREKA Duvetyn Cloth in a newly increased range of colors and 
in seal-brown Pacific Silver Cloth—‘“‘The cloth that prevents tarnish.” Samples 
and prices on request. 


EFURFKA 
Fer Silverware Protection 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 
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Our Reference 





for Credit 
Ratings . 
Dun & Bradstreet © 
Exclusively 
oo." 
WATCH REPAIRING TO THE JEWELRY TRADE 
Since 1940 
One week's service on average overhaul jobs 
a ee eer rrr or re re rT eT $3.00 
iself-winding - $1.00 extra) 
ee cee ee eee ee ee es beeen eOe 4.50 
Cleaning and Mainspring .............+-eeee8% 3.50 
Cleaning and Stem and Crown ..........++4.6. 3.60 
EO re Tee ee ee Tee Tee Te tT ee 2.50 
Stem and Crown only ....ccccccccccccccccees 1.75 
PT, icc dob eebseees eee ceeeeeneenes 1.75 


Jewels - balance, roller, pallet (with clean) ea.  .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


i ep cciethnn chee dnbeeeobewenes os 1.00 
ins cee bce ehheCChnee eneneer 1.00 
Ee Te 1.00 


Chronographs overhauled (pilus parts). ...$8.50 - 10.50 


JEWELRY REPAIRING—SPECIAL ORDER WORK 
RING SIZINC—SHANKS—BEZELS—PRONGS REBUILT 


All customers’ property is fully insured while in our possession 
by our Jewelers Block Policy, issued by the St. Paul Fire and 
Marine Insurance Co. 

We acknowledge all watches upon receipt with a list of your 
numbers, size, maker, jewels, case. 

We have a good staff of competent Watchmakers—NO 
APPRENTICES. All repairs timed on our WATCHMASTERS 
and carefully checked before returning to you. 

If you are interested in FIRST CLASS WORKMANSHIP and 
repairs that we fully guarantee, we can be of service to you. 
Repairs shipped "open" to well rated accounts. Terms: Net: 
10 days. 

We are offering following material assortments which every 
watchmaker should have on hand and have purposely omitted 
staffs, stems, and mainsprings as these items are usually 
stocked. 





FF 120 ASSORTMENT AS 970 ASSORTMENT 

: only — err 7 | only roller table, complete 
yoke bridge " : 

| "“ minute wheel 7 yoke bridges 

| " setting wheel (inter- |} | minute wheel 
mediate} | " clutch wheel 

2 " clutch wheels 1 " hour wheel 

: _ aw ol 2 " 4th wheels, sec. hand 

3" clutch lever springs i end . 

2 " winding pinions | winding pinion 

YOUR COST $3.00 |} YOUR COST $3.00 

















Both assortments $5.70 or $2.85 each jn lots of 2 or more. 


Terms: Net Cash—Postage prepaid when remittance accom- 
panies order. 


Prices subject to change. 


FRED P. SMITH 
6008 W. Belmont Ave., Chicago 34, Illinois 
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18.7 per cent said that 10.9 per cent of their volume 

was in the $350-$500 range. 

14.6 per cent said that 7.7 per cent of their volume was 

in the “over $500” range. 

Yellow gold still remains the favorite as the most popu- 
lar mounting in wedding and engagement rings with 
80 per cent of the votes. White gold was second with 
13.4 per cent; platinum next with 6 per cent and pal- 
ladium dropping from last year’s 2 per cent to only 
six-tenths of one per cent in 1950. 

Valentine’s Day doesn’t have too much of an effect on 
jewelry store purchases according to the jewelers polled 
who said on an average that they could attribute only 
4.1 per cent of their volume to Valentine’s Day gift pur. 
chases. Here’s the way the replies tallied: 


Percentage of sales 


Percentage of attributed to 


all replying Valentine’s Day 
25 said 5% 
18.1 said 1% 
15.6 said 2% 
12 said 10% 
10.6 said 3% 


Christmas showed an increase in 1950 over 1949 with 
20 per cent of the total annual wedding and engagement 
ring sales attributed to the Christmas season as against 


19.3 per cent for 1949. Jewelers replied as follows: 


Percentage of sales 
attributed to 
Christmas business 


Percentage of 
all replying 


17 said 20% 
14.5 said 25% 
14, said 10% 
12.3 said 15% 
10.6 said 5% 


This is the third year that JC-K has asked the question: 
“What percentage of your engagement ring sales appears 
to be belated (married men buying their wives the dia- 
mond ring they failed to provide at the time of engage- 
ment)?’ The replies indicate that the rate is up from 
1949’s 7.7 per cent to 10.6 per cent in 1950. Here’s how 
the replies tallied: 


Percentage of 
post-ceremony sales 


Percentage of 
those replying 


35 said 5% 
3 said 10% 
10.8 said 20% 

5.6 : said 3% 


Asked what average of their ring sales were of stones 
other than diamonds, jewelers on the average said that 
5.1 per cent fell into this category. The stones other than 
diamonds in order of their importance were sapphires, 
zircons, rubies, pearls, emeralds, aquamarines, opals, and, 
making its debut for the first time in the marriage survey, 
the new synthetic rutile called Titania. 

Summing up the results of the 1950 survey of jewelers’ 
wedding business, the following conclusions are evident: 

1. Jewelry stores on the average credit marriages with 
41.3 per cent of their total business for the year. This 
figure is down 2.7 per cent from that revealed in the 
1949 survey. 
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2. Bride and groom rings were purchased by nearly 
one out of every two couples in 1950. This compares with 
one out of every three in 1949. 

3. The most popular price range for engagement rings 
was $100-$199. 

4. Yellow gold remains by far the most popular metal 
for engagement and wedding rings. 

5. Valentine’s Day had only small influence on engage- 
ment ring sales. 

6. Engagement ring sales at Christmas time were up 
from 1949, when, as will be remembered, consumers held 
off purchases in expectation of a reduction in excise 
tax rates. 

7. Post-ceremony purchase of diamond “engagement” 
rings in 1950 increased 2.9 per cent from the 7.7 per 
cent revealed in the 1949 survey. 

8. The demand for stones other than diamonds in 
engagement rings is comparatively rare, with only 5.1 per 
cent of total ring sales containing other than diamonds. 





Marriages Gain 


(From page 97) 


of marriages was fairly close to the 1,690,697 mark. 

Just how much this once-again increasing marriage rate 
has made itself felt in the jeweler’s business can be read 
in the results of JEWELERS’ CIRCULAR-KEYSTONE’S annual 
survey on the opposite page. While in many cases the 
immediate volume is only represented by a wedding ring 
and/or an engagement ring, it must be realized that the 
sales potential of these newly-wedded couples, represented 
by deferred purchases of necessary silver, china, glass, 
etc., is a large one and too valuable a one for the jeweler 
to ignore. 

The increase in the number of marriages in 1950 was 
fairly general throughout the country. Of the 91 city areas 
reporting on the number of marriage licenses issued, only 
12 reported a decrease in the 1950 total as compared with 
1949, Seventy-nine of the total reported increases for the 
year; in 21 of the areas the increase was 10 per cent and 
better and in the remaining 58 areas, the increases ranged 
up to 10 per cent. In nine areas of the 21, the increase in 
marriage licenses exceeded 20 per cent. These were dis- 
tributed as follows: three in Tennessee, two each in 


Indiana and Ohio, and one each in Florida and Oklahoma. | 


With only one exception, the decreases in number of 
marriage licenses reported in the 12 areas were small. 
Only Louisville, Ky., experienced a substantial drop— 
21.2 per cent below its figure for 1949. Recent enactment 
of pre-marital legislation may explain in part the sizable 
drop in 1950 marriages here. 

June, the traditional wedding month continues to hold 
its popular lead, but only by a slight margin in 1950. This 
month accounted for 10.9 per cent of the total number 
of marriages in the country for the year. This was only 
0.2 percentage points over August’s total which amounted 
to 10.7 per cent. September, which was in fourth place 
in 1949, jumped to third in 1950, accounting for 10.2 
per cent of the year’s total. 

May, in third place in 1949, was influenced by the up- 
swing in the number of marriages during the latter half of 
1950 to the extent that it dropped all the way back to 


seventh place. July, generally one of the lowest months 
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BEATTIE 


jer LIGHTER 


> The only lighter with the 


flame you can point. 
Equipped with wicks that 


need no replacement. 


TILTED... jet 
flame for pipes 










UPRIGHT... for 
cigarettes and cigars 





















®@ Consistently advertised in national magazines with 
increased schedules planned for 1951! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all time high! 


Retailing at: 
Heavy Silver Plate $10.00 
Heavy Gold Plate, 


Heavy Nickel Plate $5.95 

Pigskin or Black Morocco $6.95 

Satin Chrome $6.95 Leather Covered $15.00 

Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $27.50 
Desk model, custom built body, genuine Leather $8.95 


e Also Beattie extra large flints, retailing 25¢ per pkg. 


Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 





Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 


Name 





Firm Name 





Address 
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YOU CAN STAKE YOUR REPUTATION ON 


orth, amyalon/ 


BLADES! ~~ 















Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 





Prices 


and illustrations 
gladly furnished 








NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: . ESTABLISHED 1871 
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SETH THOMAS 


STRIKING CLOCK 
TRADITION—2W 


“116.92 


(KEYSTONE) 


8-DAY PENDULUM 
STRIKE MOVEMENT 


True Colonial charm. The 
case, decorative base, side 
pillars and top scroll are of 
hand-rubbed mahogany. 
The glass panel is in full 
color accentuated with 
bright gold in the center 
and border. Light ivory 
dial with same decorative 
motif in harmonizing tints. 
Black numerals and hands. 
Solid brushed brass finials. 
Strikes hours and _ half 
hours. 
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Complete Line of 
Seth Thomas Clocks 
For Immediate Delivery 





Height 20” 


JOS.B.BECHTEL & CO., inc. 


WHOLESALE DISTRIBUTORS 
729 SANSOM ST. PHILADELPHIA 6, PA. 


Width 10!” 
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in the marriage sweepstakes, in sixth place in 1949 
jumped to fourth place in 1950. | 

The following chart shows at a glance the monthly 
comparisons in number of marriages in 1950 as com. 
pared with 1949 as well as the per cent of the total num. 
ber for the year represented by each month: 











MARRIAGE LICENSES ISSUED IN U. S. BY MONTHs 
1950 AND 1949 

/0 of Total 
% Change 1950 

1950 1949 1949-1950 Marriages 
January 100,029 112,148 —10.8 9.9 
February 101,913 107,780 — 5.4 6.0 
March 99,309 104,359 — 4.8 5.9 
April 125,827 128,987 — 2.4 7.5 
May 138,227 140,238 — 1.4 8.2 
June 184,688 183,288 + 0.8 10.9 
July 155,857 135,027 + 15.4 9.2 
August 180,975 156,056 + 16.0 10.7 
September 172,913 147,240 + 17.4 10.2 
October 146,264 131,962 +10.8 8.7 
November 134,351 124,247 + 8.1 7.9 
December 150,344 131,088 + 14.7 8.9 
TOTAL 1,690,697 1,602,420 + 5.5 100.0 


Just how far this war-inspired boom in marriages will 
go is not certain. According to the latest figures on mar- 
riages released by the National Office of Vital Statistics 
for February, 1951, this month was the first one since 
June of 1950 in which the number of marriage licenses 
issued in major city areas of the United States dropped 
when compared with the figure for the corresponding 
month in the preceding year. This drop in February, 
1951. amounted to 3.6 per cent from the same month in 
1950 which already represented a decrease of 5.4 per 
cent from the same month in 1949. 

This decrease, according to the NOVS, was in sharp cou- 
trast to the relative change in the previous month, Janu- 
ary. 1951, when a 27.1 per cent increase in marriage 
licenses occurred. The drop in February may indicate, 
the NOVS surmises, that any backlog of marriages which 
may have accumulated over the months of almost un- 
interrupted relative declines, starting with December, 
1946, and continuing until June, 1950, had already been 
absorbed, and further, that the unusually large increase 
in January, 1951, may have drawn somewhat on the 
February potential. 

No matter how you look at it, marriages are still going 
on to the tune of some 400,000 more than took place in 
1939. As far as the jeweler is concerned, every month is 
a wedding month and it’s a smart jeweler who takes every 
advantage of the business potential offered by the new 
families growing up about him. 





Sterling Gallery 
(From page 156) 


and customer, which may well amount to many addi- 
tional sales of sterling flatware and accessory pieces, in 
the years following the girl’s marriage. “We are likewise 
offering a teaspoon to each girl graduate of local high 
schools,” a store official said. “which, we believe, will 
provide a fertile field for additional flatware sales a few 
years later on. Instead of merely handing over the tea- 
spoon as a gift, we invite each of the high-school girls, 
down in the 17- and 18-year-old bracket, to select her 
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rite pattern in china and glass as well, and allow us is ; 
coger them, against the time when they, too, will gs your acai 
become brides. We have been consistently surprised at 
the co-operation we have received in this connection— D 
although the girls concerned may be five or more years | 
away from — = is rye range agi s0 | . 

- our courtesy, huge display of china, glass and silver. | 4% ed ¢ 
” go ahead with the suggestion.” | ead uc r erse 

Next. to make certain that every customer who enters 
the Elebash store is kept “flatware conscious” from the 
moment she enters, a unique, highly impressive display 
system has been developed. This has consisted of re- | 
modeling two eight-foot wallcases, 20 feet back from the | 
entrance to the store, into “a gallery of sterling flat- | 
ware. As shown, the wallcases, instead of showing the | 
usual tiers of shelving, are filled with slanting panels of 
green moire-covered trays, on which are displayed no less 
than 40 complete place settings, from which the flatware 
purchaser may choose. “We find this infinitely prefer- 
able to the usual sit-down case, or countercase display of 
flatware patterns,” it was revealed. “For one thing, the 
huge size of the display makes it a natural magnet for 
attention, and attracts every shopper in the store, whether 
or not their interest includes sterling flatware. 

All accessory pieces, like those in the wallcases, are 
mounted on easily-removed trays, which clip into place, 
on a supporting plywood panel. The trays, panels, and 
hardware required were especially built to Elebash’s 





























specifications. <> 
e . For ADVERTISING 

In addition to these two “mass displays,” the “satura- io Penucanens 

e ° e 39 ° Amimcan Meoicat 
tion principle” has been followed throughout in every “eroe gyi 


other display area in the store. For example, on either 
side of the entrance, where the customer is bound to see | y@§y_ the Filtron cold water coffee extractor—the newest 
them upon leaving the store, are two vertical displays, 
three feet long, eight inches wide, which show 20 tea- 
spoons, representing 40 patterns, under glass. The tea- 
spoons are mounted in the wall units, at a sharp angle, it on the market—cash in on Wedding Gift advertising in 
and are so well lighted that approximately four out of | pyoyse Beautitul—Living—Gourmet. 

every 10 customers stop and examine the patterns shown 


rec Se to actual count. | remember, hundreds of smart jewelers are tak- 
ext, the Elebash store has developed a long-standing ing advantage of the growing Filtron demand to increase 


principle in jewelry-store window display, to show its 40 traffic—add a new high discount source of income ond 
flatware patterns, in the two large display windows on , é' ‘ 
build prestige and good-will. 


either side of the entrance. For maximum prominence, 
one teaspoon, knife or fork, from each pattern, is indi- 


way to delicious coffee—is the newest gift for Brides. 
Stock and demonstrate the Filtron—there's nothing like 





vidually displayed, on a series of small, vertical panels, check these dealer 

which are suspended from the ceiling of the window, three features: 

se a the window floor. Blocks of five, six, eight COLD WATER ew a 
patterns thus appear according to where the space materials 

permits, swinging from golden chains, and suspended COFFEE ® Top discounts 

high enough that merchandise displayed on the window EXTRACTOR ® Easy to demonstrate 

floor receives full attention, while the customer is kept retails at ® Growing demand plus 

“silver conscious.” “All of these displays are permanent s 9 50 novelty 

as long as we carry the pattern in stock,” it was indi- : P — seesiieeaaess 

cated. “We feel that the upper part of the window, which | slightly higher west of Rockies . 





normally goes to waste so far as selling efficiency goes, 
has been ideal for sterling flatware pattern presentation. 
In all of our advertising, every window display, interior 
specials, etc., we have attempted to give all silver flatware 
or hollowware prominence—and we're glad to say that 
this form of ‘saturation’ is building sales in every aspect 
of flatware merchandising, whether it is sales to the pros- 
pective bride, or to the individual customer who is buying 
sterling flatware for her own use.” 


Ask your jobber for complete details 
or write direct to 


1215 W. Fullerton Ave. 
Chicago 14, Illinois 
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4. Porcelain Slipper 


5. Duck Lamp 
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2. Bone China 
Decoration 








1. “Buckingham" Cutting 


3. Holland Cast 
Pewter 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


I. Richly cut by hand in Tiffin crystal glass this is the 
Buckingham" pattern, one of many new decorations recently 
introduced. It appears in complete stemware and in 6" and 


8" plates. Made by United States Glass Co., of Tiffin, O. 


2. Sprays of flowers done in muted colorings make up the 
Roberta" pattern in Spode bone china. Done on the Blanche 
de Chine shape, with its prunus embossment, it has been put 
in stock by Copeland & Thompson, Inc., 206 5th Ave., N.Y.C. 


3. In Meeuws cast pewter from Holland, this coffee pot with 
spirit stove was designed in mid 1700's by Jan van der Pol. 
It is 16" tall and holds 8 cups, and it may be retailed for 
$55. From Margaret Preston Wuorio, Inc., 15 E. 26th St., N.Y. 


4. A collector's piece, this 15''x6!/."xl0" porcelain chariot 
slipper with hand-formed lace figure, cherubs and over 100 
roses; lace is tipped with gold. Retail $250. By Heirlooms 
of Tomorrow, 360! Aviation Blvd., Manhattan Beach, Cal. 
5. Stylized modeling of duck settling on wave is base of 
lamp particularly suited to dens or game rooms; finished in 
green agate or mulberry glaze with yellow shade; retails at 
about $30. From Royal Haeger Lamp Co., Inc., Dundee, Ill. 
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“forever 
triumpn by 


The Tiffin Glassmasters 


his year, the story of Tiffin’s 
fine handblown glass will be 
brought to more of your customers 


than ever before. 


You can best profit from 

this expanded national advertising 
and publicity by displaying your 
Tiffin line prominently 

always... by coordinating the 
timing of your own 

advertising with ours when 
possible... and by 

a featuring Tiffin in your 


<caceenenesssss—— A 


Special promotions. 


; 





‘ 


This advertisement » Tite 


will appear in 


HOUSE BEAUTIFUL—JUNE 
LIVING For Young Homemakers— 
JUNE 


UNITED STATES GLASS CO. 


makers of Tiffin and Glassport 
fine glassware 









TIFFIN, OHIO 
SVANICUS 


ERIN, ‘elenne 
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4. English Figurines 
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5. Peg-Trays 








2. "Canterbury" Design 


a 


weer ess ‘ ess eto 
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3. Silk-Screen Prints 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. ““Weathersfield"—one of the decorations created for the 
new ‘'Wilmington" shape in Theodore Haviland china, based 
on little-known field grasses; 5-pc. place setting retails for 


$14.15. From Haviland & Co., Inc., 26 W. 23rd St., New York. 


2. Modern simplicity characterizes this "Canterbury" shape 
in heavy crystal glassware, including stemware and wide as- 
sortment of accessories; 8!/"" plate, $1.25 retail; stemware, 
85¢ each. From Duncan and Miller Glass Co., Washington, Pa. 


3. One from group of 8 hand-worked silk-screen prints by 
Robert Meredith, showing park and home interior scenes; 3 
frame styles, sizes 8!/"x10!/."" or 12"x14"; retail from $3.50. 
Distributed by Edward Gross Co., 120 E. 16th St., New York. 


4. From new series of "Children of the Month" figurines in 
English china—''December" (left) and "October." They were 
designed by Dorothy Doughty, the well-known British artist. 
From Worcester Royal Porcelain Co., 234 E. 46th St., N.Y.C. 


5. Peg-trays—new idea in serving pieces—bases are wood 
topped with cork with ceramic serving units held by pegs. 
Accessories shown here may be retailed from $5 to $10 each. 
Created by Northington, Inc., 621 N. La Peer, Los Angeles. 
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DUNcalls 


15 BEST 
ETCHED GIFT GROUP 


Only $29.90" 


*Net packed F.O.B. Factory 


THE DUNCAN & MILLER 
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‘Today, with controls and allocations creating shortages 
of consumer metal goods, the progressive jeweler is 
showing more gift items in fine crystal. 

Duncan’s 15 Best Etched Gift Group, featuring 15 
best selling gift items, is available in a choice of three 
lovely designs: First Love, (illustrated) Indian Tree 
and Charmaine Rose. 

Only two items in the group retail at $5.50 each... . 
the remainder as low as $1.75 and up to $4.50 each. 

Thin, lead blown stemware in each of the three 
designs is also available to compliment these lovely 
flatware pieces. 

See vour Duncan representative or write to us for 


complete illustrations and price lists. 


The Loveliest Glassware in America 


GLASS COMPANY, Washington, Pa. 
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2. Swedish Glassware 
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4. Leather Flasks 


5. Provincia! Ware 


1. Ceramic Horse 


"Wisteria" Pattern 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Created by the art department of Lorenz Hutschenreuther, 
this ceramic modeling is representative of a group of active 
horse figurines from 7!/2" to 9" high, made in white or natural 
color. From Paul A. Straub & Co., Inc., 19 E. 26th St., N.Y.C. 


2. New Orrefors barware line designed especially for the 
American market in heavy lead glass cut in "Bernadotte" de- 
sign. Retail prices—approximately $3 to $5.50 apiece. Sold 
in the East by Fisher, Bruce & Co.; in the West by Axel Zacho. 


3. The new "Wisteria’ pattern in china dinnerware, done on 
the modern "Museum" shape, shows drooping sprays of these 
pinkish-lavender blossoms; 5-pc. place setting retails for 
$18.75. From Castleton China, Inc., 212 Fifth Ave., N.Y.C. 


4. For birthday or Father's Day gift—these flasks covered 
with leather; 12-oz. size in cowhide, $5 retail; 8-oz. in 
cowhide, $4.50; 2-0z. in cowhide or red or black Morocco, 
$2.70. Sold by Charles Greenlee, 225 Fifth Ave., N. Y. C. 


5. Rough-textured band of maple contrasts with pale lime 
crackle glaze in new line of provincial ceramics; 10" x 10 
ashtray, $4 retail; cigarette set, $4; jug planters, $3 and $2. 
By Barbara Willis, 5535 Vineland Ave., N. Hollywood, Cal. 
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“KMPRESS” DRESDEN Still the “Empress” among dinnerware patterns. 


Good taste, tradition, and dignity are reflected in 
this pattern, rich in color, brilliance and translucence. Truly it is Schumann’s Masterpiece. 


We illustrate for the first time the NEW, footed and right) is $24.00 per doz. The regular A.D. (center) 
flared teacup (upper left) with rich inside decora- is $22.50 per doz. Cream Soups with saucer, $45.00 
tion. Only $30.00 per doz. The regular cup (upper per doz. Complete open stock. Inquire if Empress 
right) will of course be continued at $24.00 per doz. Dresden is still “open” for your city. Complete 
The NEW high After Dinner Cup and Saucer (lower illustrated wholesale price list available. 


EBELING & REUSS COMPANY 


Established 1886 
MAIN OFFICE, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 


NEW YORK 10 CHICAGO 54. LOS ANGELES 14 
225 Fifth Ave. 1557 Merchandise Mart 527 W. 7th Street 











1. New Glass Bowl 
2. Pastel-Banded Dinnerware | 





4. Sparrow Figures 3. Ceramic Accessories 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


| |. New this season—bowl in heavy crystal glass (#2651) is 
11" in diameter, has handles curved to match the design of 
popular 2638 candlesticks. Bowl, $4 retail; 4!/2" candle- 
sticks, $3 each. By Fostoria Glass Co., Moundsville, W. Vo. 


| | 2. In Franconia china from Krautheim—wide shoulder bands 
in "Willow" (celadon green) or "Frenchgray", finished with 
narrow bands of fine gold; 5-pc. place settings retail for 
$12.30. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


|| 3 Matching candy box (6!/2" x 8") and 3-pe. cigarette set 
(box 6" x 7") by Bevan Kilns; 3 color combinations; candy 
box, $12 a doz.; sets, $12 a doz.; minimum 6 dozen. Exclusive 


with Ebeling & Reuss Co., 707 Chestnut St., Philadelphio. 


|| 4. This trio of birds is part of a series of 12 different 
sparrow figures in Knight Ceramics—all in natural size and 
coloring, richly glazed, and modeled in true-to-life poses. 
From Hudson Art Importing Co., Inc., 225 Fifth Ave., N.Y.C. 


[1 5. Recently added to the Carlton Arts line is this hand- 
some hurricane lamp (#015) with silver-plated copper base, 
cast feet and handle, hand-cut glass chimney; 11" high, re- 
tail $17.50. By Silver City Glass Co., of Meriden, Conn. 


5. Hurricane 
Lamp 
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SPARK YOUR SALES WITH THIS 
'. BRIGHT NEW IDEA BY ZIPPO! 





te 
| | ote ee — 
Pri er 







@ Most novel and convenient flint 
package ever designed! 


@ Fumble-free! It’s fast! It’s easy! 
It’s fun! 


@ Convenient for pocket or purse. 
Contains 6 Long-lasting, | 
Sure-sparking Zippo Flints! 


@ Retails for 15¢. Bigger, faster, 
more profitable flint sales. 

@ Speed merchandiser. Holds 24 
Zip-A-Flints. 


e Your cost—$2.16—your profit 
$1.44 (40% on sales). 
















By the makers of 


ZPPO 


the ONE-ZIP Windproof Lighter 
ZIPPO MANUFACTURING COMPANY ~- BRADFORD, PA. 








SEE YOUR ZIPPO DISTRIBUTOR 


If you are not served by a Zippo Distributor, write direct to Zippo 








*Trade-mark 
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by MADELINE LOVE 
— on page 113 of this issue, you will find 


a complete summary of the new OPS regulations, 
including their application to china, glass and giftwares. 
* *% + 


ILLIAM J. CAREY, JR., has been selected as the 
new president of Doulton & Co., Inc., importers and 
distributors of Royal Doulton china from England. Mr. 


WILLIAM J. 
CAREY, JR. 





Carey joined the Doulton firm in August, 1949, after 
20 years with the Gorham Co. He succeeds Gilbert Pit- 
cairn, whose ill health has forced him to step down from 


the presidency, but who will continue with the company 
as a vice president. 
= % *% 

KE MONROE FISHER, president of Fisher, Bruce % 

® Co.. Philadelphia, sailed in mid-April with Mrs. 
Fisher for a three-months’ trip to England and the Conti. 
nent. Miss Helen Douglass. the firm’s representative for 
Orrefors glass, is sailing May 19 for a prolonged visit 


to the factory in Sweden. 
% % % 


HE RT. HON. ALDERMAN DENYS LOWDON, the 
Lord Mayor of London, will formally open an exhibi. 
tion of early Wedgwood pottery in London on May 9, 
The exhibition, which will continue until September 30, 
is being staged by Josiah Wedgwood & Sons, Ltd., of 


Barlaston. 
* % % 


BELS, WASSERBURG & CO., INC., New York manv- 
facturers of lamps and giftwares, held a cocktail 
party April 19 to open their newly-redecorated show. 
rooms at 23 West 26th Street. The display area has been 
quadrupled, the expansion entailing the removal of walls 
and the installation of fixtures which permit an unob- 
structed view of all of the merchandise. 
* % % 
OSEPHINE VAUGHN, Brack Shops, Los Angeles, has 
been appointed Southern California sales representa- 
tive for Heirlooms of Tomorrow, manufacturers of por- 
celain art wares. Her associate, Eva Ekdall, will have 
charge of sales at the Shop while Neil Gustafson will 


travel the territory. 











19 East 26th Street (Near 5th Avenue) 








PASCO 
' OPEN 
STOCK 


PATTERN 
No. 7699 
THE MONTROSE 


In Stock for 
Immediate 
Delivery 


PAUL A. STRAUB & CO.,, INC. 


New York 10, N. Y. 


————_ 
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NEW YORK 
LAMP SHOW 
STATIONERY SHOW — JULY 1-6 
may 20.28 | HOTEL NEW YORKER , NATIONAL CHINA, 


HOTEL NEW YORKER GLASS & POTTERY SHOW 


JULY 15-20 
HOTEL NEW YORKER 


WASHINGTON 


IFT SHOW 
SEPTEMBER 23-27 $ } CHICAGO 
HOTEL WILLARD F GIFT SHOW 
JULY 30-AUGUST 10 


OF THE ; LaSALLE HOTEL 
AND PALMER HOUSE 


PHILADELPHIA 
IFT SHOW 


thao NEW YORK 


BENJAMIN FRANKLIN GIFT SHOW 
BOSTON AUGUST 20-24 


GIFT SHOW HOTELS STATLER 
SEPTEMBER 3-7 AND NEW YORKER 


HOTEL STATLER 
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FRANCONIA CHINA 


by KRAUTHEIM, BAVARIA (U. S. A. ZONE) 


Ee ® European SE aiiteaall 4 _ 





Festive Autumn 


Vintage enchantment is typified with subtle purples, greens 
and browns, artistically accented by a fine gold line and 
gold-ornamented handles, exquisitely detailed on the finest 
of translucent china. 


FIVE-PC. PLACE SETTING WITH 1034" DINNER PLATE 
$11.00 retail 


Complete dinnerware line obtainable from stock in New York. 


SPECIAL OFFER TO JEWELERS 
F it so happens that this FESTIVE AUTUMN 


pattern is not already controlled in your 
locality, we shall be pleased to forward, upon 
request, a sample 5 pc. place setting at pre- 
vailing wholesale prices. 


This and other equally attractive FRANCONIA 
CHINAWARE patterns, especially designed 
for contemporary living, offer JEWELERS din- 
nerware with excellent possibilities for profita- 
ble quality-prestige selling. Thirty Franconia 
patterns carried in New York stock. 


We cordially invite your inspection of this and our other lines: 


- 4 Distinguished 


MONTICELLO DINNERWARE and 
CHARLES AHRENFELDT LIMOGES CHINAWARE, FRANCE 


HERMAN C. KUPPER, Inc. 


39-41 West 23rd Street New York 10, N. Y. 
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Mess ANNA ZINKEISEN, well-known British artist, 
who has been commissioned by the Lawley Group, 

Ltd., English pottery manufacturers, to create patterns 
for Alderley bone china and Ridgway earthenware, was 
introduced at a press party held April 11 in the shoy. 
rooms of Ridgway & Adderley, Inc., New York. Edgar 
Lawley, chairman of the Group presented Miss Zinkeisep 
in a brief talk. Miss Zinkeisen is here for a tour of the 
United States and Canada to study American preferences 
in design. A number of patterns which she has already 
done for the pottery, were on display. } 
OV. OKEY PATTESON of West Virginia accepts the 


15-piece Lazy Susan punch bowl set presented to him 





ome ~ 


pee 





G2 $8 
a 
CE Oe ok. Neat Fe 


by C. T. Swartling, president of the Viking Glass Co. of 
New Martinsville, W. Va. The presentation was made at 


the executive mansion in Charleston. 
%* * %* 


ee & CO., INC., New York, has recently pub- 
lished a booklet called “Treasured for Generations.” 
It contains 20 pages, profusely illustrated, and gives the 
story of Haviland china, method of its manufacture, and 
shows many table settings using various decorations. It 


also has a chart of Haviland backstamps. 
* * 


| eegumigegnen & CO., Merchandise Mart, Chicago, has 
been named mid-Western representative for D. Stan- 
ley Corcoran, Inc., importers of Swedish glass and 


Danish porcelain. 
*% % % 


| M ISS BELLE KOGAN, industrial designer, is spending 


two months abroad, devoting part of the time to 
Israel, where she has been invited by the government and 
by the manufacturers’ association to lecture to art schools, 
manufacturers, and designers, acquainting them with 
American tastes. 





When high school seniors look forward to furthering 
their education in college or vocational schools, it’s a very 
important time in their lives. Merchants of Huron, South 
Dakota, help seniors in high schools in the state to plan 
their future. They stage an annual Senior Day in Huron, 
where qualified instructors tell students what fields they 
can enter and the qualifications for each. Last year, 
seniors came from 15 high schools in the area. To top of 
the day, the merchants paid for a free theater party for 
the seniors, which they liked very much. 
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ORDER JEWELERS 





BOXES NOW... 











... and Heres Why! 


First, you can be SURE of having boxes when you 
need them, IF you place your order now. You also 
make sure of getting the kind of boxes you want... 
your pick of the cover papers and designs you like 
best ... the full range of sizes and styles you need. 
There’s a price advantage, too ... you can make up 
an order now for ALL the various boxes. folders. 
and fancy wrapping paper you need for an entire 
year ... buy from ONE reliable source ... at a 
FIRM PRICE. Y ou can s schedule deliveries through- 
out the year... “pay as you go”, and protect your- 


self against rising costs and material shortages. | ; 

Wait no longer. You can enjoy these many advan- | e 
tages only if you act at once. The first step is to | 

answer this ad today! ° ay aur 


SEND FOR FREE caTaLoc 7 | 
an exquisite floral design 


Contains complete information sample _ swatches. | 
prices, discounts, covering PICTORIAL’S complete 


line of packaging needs, cotton filled, satin lined. set | hand-cut in rock crystal by 


up and folding boxes for jewelry. flatware, china. 


glass... fancy wrapping paper, tying materials, seals, 
stickers, etc. t 
¢ ‘ ; e 


Once more Lotus master craftsmen have combined 
PICTORIAL PAPER OR TION an elegant floral design with low, graceful hand 
PACKAGE CORP A blown lead crystal to bring you a stylishly modern 

glassware pattern. Mayfair will tempt even the 
232 S. Lake St., Aurora, Il]linois most discriminating buyer and will be a notable 
15-116 Merchandise Mart Bldg., Chicago addition to your line especially for the June 


Se bride season. 


Pictorial Paper MAIL COUPON NOW 


Package Corp. 
Aurora, Illinois 























Mayfair is available in many essential items and 
complete crystal service sets. Folder on request. 


ohetins Glass Co. 


Barnesville, Ohio 


Please send complete catalog of jewelry boxes, inelad- | 
ing paper samples, prices, and discounts covering your 
complete line of Jeweler’s packaging needs. | 





| 
| 
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| 
pode since 1770 | 
THE WFINE ENGLISH 


SEATTLE 
ARE 
IS BRINGING JAPAN —— : 


TO YOU! jcceall | 
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RADE 
FineEnglish Earthenware = Yor 


ENGLAND 





° ; SPOUVE 
COPELANCS C 
English Bone China COoPetancs cHina | 


——— _—— 
——— 


Lowestoft Stone China 





| 
Here j ee FIRST | 
ere IS a prime opportunity tor the alert buyer | , 
or Trader ... ready to capitalize on the | Made in England by W.T. COPELAND & Sons, Lp. 
quality merchandise of a NEW JAPAN! SHOWING — | 
See thousands of commercial goods and lines | 
—now available for sale in the United States OF | IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


—dramatically displayed in a 75,000 sq. ft. | COPELAND & THOMPSON, INC. 


arena. Meet Japanese producers and sales 
NEW 
































representatives who will supervise exhibits. | 206 FIFTH AVENUE, NEW YORK 10, N. Y. 
Think of the saving in time and money. It | 
would require months and thousands of dollars JAPAN’S | ( 
to make a personal survey of trade PO | ; oe ‘ 
prospects in Japan today. PEARLS 
’ . r P s 
So Seattle and the State of Washington are 
bringing Japan to you ... with the full . | | 
cooperation of the Japanese government WATCHES — 4 
and occupational authorities. j 
Plan a trip to the cool Pacific AND | 
Northwest in June for a profitable and | ; 
| 9 
entertaining Japanese holiday! CHINA WORLD'S FINEST ( 
MONOGRAMMING MACHINE ! 
ARRANGEMENTS BY STATE OF WASHINGTON, CITY OF SEATTLE 
WARE | STAMPS 
| 
| @ Fountain Pens 
; | @ Leather Goods 
JAPANESE | © Writing Papers ( 
_— -— ®@ Book Matches 
TRADE FAIR iia — 
@ Gift Items 
Enjoy Cherry | ) 
Blossom Time in | — 
SEATTLE o 
Over 15,000 jewelers, stationers 
UNIVERSITY OF WASHINGTON PAVILION | and gift shops are today success- ; Fx: 4 4 iw 
° ° "es Machine i Gee ? 
PARTIAL INDEX Cement products Furniture Rubber products fully using Kingsley s Macht 
OF PRODUCTS Chemicals Hangings Seeds and bulbs to promote sales. Its proven 
ON DISPLAY Clocks and Watches Home ware Sewing machines | speed, simplicity and ease of 
Appare! Chinaware Lacquerware Silks | , 
Art and gift ware Cloisonne Leather goods Sport goods | operation assure you of 
Bamboo products Electrical goods Medical equipment __ Textiles | extra profit. = Be 
Bicycles Electronics Metal alloys Tools py 
Binoculars equipment Notions and Tourist Trade g ee ‘ 
Brassware Fabrics novelties Toys | Write for catalog and copy of “THE KINGSLEY PLAN 
Cameras Fine arts Pearls (cultured) Wood carvings | Be 
Canned goods and_ ‘Fishing equipment Pearls (imitation) Woodenware cand | 
Food products Fish nets Porcelains products | STAMPING MACHINE co. 
| KINGSLE 1606 Cahuenga Bivd. « Hollywood 28, Calif 





For illustrated brochure, buyer reservations, or other information, | 
write: Japanese Trade Fair, Central Building, Seattle 4, Wash., U.S.A. 
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Designed for SAL 5 a 


Vb. 


Sales will zoom with this terrific twosome 
where even the package is a present. An 
attractive Gentleman's Billfold with gilt 

edge shield, suitable for engraving, plus 


Wales National Advertising will 
pre-sell your customers 
through LIFE, 

ESQUIRE, SEVENTEEN, 
MADEMOISELLE, AND 
THE NEW YORK 
TIMES MAGAZINE / Som 


PROFITS!! 











a removable pass case, handsomely 
packaged in a Leatherette Moire 
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THE JEWELERS 
DICTIONARY 


—New, Completely Revised 


* Second Edition * 


Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms 
and terminology of the jewelry trade which are 
authoritatively explained in this, the completely 
revised Second Edition of THE JEWELERS’ 
DICTIONARY. 


In one comprehensive volume, THE JEWELERS’ 


DICTIONARY contains an invaluable wealth of in- 
formation—indispensable to the jeweler, watch- 
maker, gemologist, advertising man; in short, to 
anyone seeking information pertinent to the 
jewelry and allied fields. 


$609 


Post Paid 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd STREET NEW YORK 17, N. Y. 


Check or Money Order Must Accompany All Orders 
DO NOT SEND CASH 
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Wales has 
“BUY APPEAL” 


























ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock. 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 








| 
hy MADISON AVE. MEMPHIS 1, TENN. WA 


189 




















Vol. CXXI 


MAY, 195! 


No. 8 


ee 





Role of Jewelry Industry Still 
Hazy Under Scheduled CMP Orders 


Watch Industry Promised Share in Metal Allocations, 
May Get Nickel and Copper for Functional Plating; 
Use of Platinum in Jewelry Manufacture Probihited 


Institution of the long-awaited Controlled 
Materials Plan scheduled to begin opera- 
tion on July 1, leaves the raw materials 
picture as clouded as before insofar as the 
jewelry and some other industries are con- 
cerned. 


The 1951 version of CMP controls only 
three basic metals—steel, copper, and alu- 
minum—and it will be open end in nature, 
that is, its application will be limited in 
scope to allocation of materials for the 
defense and its supporting programs. 


More specifically, seven basic orders will 
be issued to govern the program. These 
will cover the filing of requirements by the 
defense and related programs as well as 
by what is generally regarded as essential 
civilian requirements. These will be 
matched, one against the other, and definite 
amounts will be set aside for defense pro- 
duction. 


EFFECT FELT IN LAST QUARTER 


Jewelry and other manufacturers will 
have to divide up whatever is left under 
the rules already laid down in existing 
(and probable supplementary) NPA “M” 
orders. Actual impact or effect of the pro- 
gram will not be felt much before last 
quarter of 1951 since NPA frankly expects 
the third quarter to constitute a shaking- 
down period. 

There will be two phases. The first step 
is to have requirements for the three 
metals by quarters filed by the defense, 
atomic energy and related programs as 
well 2s by manufacturers of many other 
products except most consumer durables. 
Forms for filing as well as instructions 
were scheduled to be ready for distribution 
through Commerce Department field offices 
and trade associations around May 1. 


Among those specifically excluded from 
filing requirements are makers of jewelry 
and findings, costume jewelry, silver and 
plated ware, pressed metal products in- 
cluding enameled, small leather goods, 
musical instruments, home types of elec- 
trical appliances, and varied other items. 
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However, makers of watches and clocks, 


optical goods and instruments, glass and 
flat glass products, cutlery and some other 
items normally stocked by the trade are 
required to file. They will be considered 
as eligible for allocations. Manufacturers 
of repair and replacement parts are like- 
wise required to file. 

The second step is to balance defense 
requirements against civilian needs, to 
authorize specific defense production 
schedules, and to allocate materials to 
meet these schedules. Amounts to be allo- 
cated will be decided by the Defense Pro- 
duction Administration’s Requirements 
Committee and each claimant will be given 
tonnage allotments on a basis of its needs 
as compared to needs of other claimants. 

Manly Fleischmann, NPA administrator, 
said that requirements must be listed on a 
basis of how much will actually be used 
quarterly—not how much is wanted. This 
is expected to squeeze out any water jn 
the programs. This is apparently assured 
by the added requirement that any unused 
quota during any quarter must be turned 
back to DPA instead of being carried over 
and added to the allocation for next 
quarter. Any other course, he said, would 
not be carrying out the intent of CMP. 

As previously stated, control of materials 
for equitable distribution among non-de- 





Manufacturer Price Order Rolls 
Back Prices to Pre-Korea Levels 


Just before going to press on this issue, 
JEWELERS’ .CIRCULAR-KEYSTONE _ received 
word from its Washington office that the 
Office of Price Stabilization had issued a 
pricing order covering manufacturers. This 
is Ceiling Price Regulation 22. Copies may 
be obtained from District OPS offices. (See 
list on page 118.) 

In general, the order, effective on May 
28, 1951, rolls back manufacturer’s prices 
to pre-Korea levels with allowances made 
for increases based only upon increased 
wages and costs of materials. 








Deadline on Filing 
OPS Lists Now May 30 


On April 24, the Office of Price Stabili- 
zation announced that the deadline for 
filing price list charts by retailers on all 
items covered in Ceiling Price Regulation 
7 and Amendment 2, had been extended 
from April 30 to May 30. 


Although no official word had previously 
been given that an extension would be 
granted, this move had been expected. 
JEWELERS’ CIRCULAR-KEYSTONE, as well as 
national and state trade associations in the 
jewelry field end others, wired, wrote and 
in many cases personally appealed to Price 
Administrator DiSalle for an extension of 
the original April 30 deadline, pointing out 
that the time allowed retailers to do the 
required job was far from sufficient. 


The original deadline of April 30 gave 
jewelers only 25 days to make what prac- 
tically amounted to a complete inventory 
of their stocks in order to complete the 
necessary price list charts and file them 


with OPS. 


In expectation of this extension for filing 
price charts, JEWELERS’ CIRCULAR-KEY- 
STONE had prepared an eight-page article 
on just what the jeweler has to do in com- 
plying with this pricing regulation. This 
article appears in this issue on page 113. 





fense producers will be exercised through 
existing regulations such as the M-Orders. 
These may be tightened or relaxed as the 
materials picture changes and additional 
less essential items could be added to the 
existing prohibited lists. 

While CMP is expected to iron out 
many problems for NPA, officials admit 
that is far from a perfect solution. 


Also, while it is probably true that not 
more than 20 per cent of overall national 
production will be required for defense 
purposes, officials admit that this is not a 
realistic picture. Actually, the take will be 
far greater with respect to specific ma- 
terials—and that is what counts. Already 
the defense programs are taking all cobalt 
and columbium, nearly all nickel, and 
most of the structural steel, just to men- 
tion a few items. 


But in the meantime, the NPA has said 
that it does not intend to let the watch- 
making industry go under, that the quan- 
tity of raw materials needed is far less in 
importance—than keeping the industry in- 
tact for probable defense production. It 
says that sufficient allocations will be made 
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to keep most of its skilled labor working 
and most of its specialized machinery in 
working condition. 

Although the industry was permitted 
only 15 per cent of its rated nickel usage 
during April, NPA says that the watch- 
making industry is to share in all future 
allocations. The agency has been drafting 
an order which would allow both nickel 
and copper for functional plating. Repre- 
sentatives of the watch case manufacturers 
have presented a good case for their needs. 
The agency has further suggested that in- 
dividual hardship appeals should be made 
if the going gets too rough. 

A proposal now under consideration is 
that controls be relaxed so as to permit 
producers of watch components to run off 
their total annual requirements of some 
items for civilian production and devote 
the remainder of the year to defense re- 
quirements. This is not likely to get far. 
But NPA has changed its rules to permit 
use of up to 40 per cent of a quarterly 
quota of copper in a single month. 

Task groups within the flatware and 
hollowware advisory committees have been 
formed to study and make recommenda- 
tions concerning special problems in con- 
nection with ccpper, nickel, stainless steel 
and other critical materials affecting their 
industries. NPA held little hope for relaxa- 
tion of restrictions on most materials in the 
near future and none at all for nickel, now 
very critical. 

In an order barring speculative buying 
of platinum (M-54), use of the metal is 
also prohibited for the manufacture of 
numerous consumer items, largely jewelry. 
But the order exempts platinum in inven- 
tory as of April 1. Not included in the 
restrictions are sale, receipt or purchase of 
jewelry or parts which are complete except 
for addition of stones or other parts or for 


buffing. Otherwise, the order restricts 
delivery and acceptance of platinum to 
refiners, distributors, processors or con- 
sumers, 


A study is also getting under way by a 
task group from NPA’s industrial diamonds 
industry advisory committee looking to 
development of a clear-cut program. 





JC-K” SUBSCRIPTION WARNING 


Unless a subscription salesman has a 
letter of authority on JEWELERS' CIRCU- 
LAR-KEYSTONE stationery, don't do busi- 


ness with him. 


Our attention has been called to mis- 
representations that are being made in the 
soliciting of subscriptions. Look at your 
receipt. Be sure that it specifies in full, 
JEWELERS' CIRCULAR-KEYSTONE, and 


not some other publication. 
There is no tieup between a Trademark 


Book and a subscription to JEWELERS’ 
CIRCULAR-KEYSTONE. $3.00 is the price 
of a subscription to our magazine and it 
represents the best investment that you 
can make. 

TRADEMARKS OF THE JEWELRY AND 
KINDRED TRADES is the only original, com- 
plete and authentic Trademark book in this 
industry. It is copyrighted and sells for 
$7.50. A new one will not be published for 
three years. Don't accept any imitation. 
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OPS Ruling Allows Adjustment 
Of Prices on Fair Traded Items 


The Office of Price Stabilization, on 
April 17th, acted to relieve the plight of 
the wholesaler or retailer whose ceiling 
prices on specific items under the General 
Ceiling Price Regulation, because of his 
temporary deviations or otherwise, are be- 
low prices fixed under state fair trade 
legislation. Under the new OPS ruling, | 
such wholesalers and retailers may apply 
for permission to sell at fair trade price 
levels under certain conditions. 

Provisions for such adjustments were 
made in a supplementary regulation to the 
General Ceiling Price Regulation. Entitled 








Ceiling Prices of Fair 
the new regulation 


“Adjustment of 
Trade Commodities,’ 
became effective on April 2\st. 

Those seeking relief must app!y to the 
OPS in Washington showing that their 
ceiling prices involved are below estab- 
lished fair trade prices or that they have 
been enjoined by a court from selling 
such items at less than fair trade prices. 
They must also establish that the items 
were sold generally during the base period, 
December 19, 1950, to January 25, 1951, 
in their locality at prices no lower than 
the fair trade minimums. 

Where these conditions exist, OPS may 
authorize an adjustment of the ceiling 
price to the minimum fair trade price. 














851 — 4AH, 5AP, 6AP, 6AF, 8AE, 
7AP, 8AH, 7AM, 434, 5!/2, 6/2, 654T, 
834, 734x11, 634K, 8x10, 734, 20/0, 
15/OE, 18/OE, 21/OEL, 21/OES, 21/0, 
14H, AK-13 BEN, AK-16 BEN, 750W, 
7I/,W. 


1071/29—10!/2 ligne 
1071—10'/._ ligne 


Sold through Wholesalers & Importers 
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WATCH CASE CORP. 
150 Varick Street 
New York 13, N. Y. 
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Costume Jewelry Manufacturers Form New 
Association, Elect Temporary Officers 


Approximately 60 manufacturers, whole- 
salers and distributors of costume jewelry 
attended the first meeting of the newly- 
formed Costume Jewelry Trade Associa- 
tion which was held on April 19th at 
New York’s Commodore Hotel. 

Named as temporary president of the 
group was Ernest S. Heller, L. Heller & 
Son. Other temporary officers include: 
Jerome Oppenheimer, Coro, Inc., vice 
president; Leo Krussman, Trifari, Kruss- 
man & Fishel, Inc., secretary; Max Meyer, 











Joseph H. Meyer Bros., Inc., treasurer, 
and Louis Kislick, D. Lisner & Co., who, 
with the other officers, will make up the 
board of directors. 

The present slate will hold office until 
a constitution end by-laws are set up and 
a nominating committee can be appointed. 

The chief counsel to the association, 
Robert Reiter, of the law firm of Spauld- 
ing, Reiter & Rose, Washington, D. C.. 
presided at the meeting. He discussed 
NPA metals orders and outlined the pur- 








An official timepiece of Swiss National Railways 


“At last . .. a self-winding watch you set... and for 
get! Never again worry your watch will “run down. 

A glance at the exclusive Reserve Power Gauge and 

| you know instantly how much running time has 

s been “stored up.” Yes... like the fuel gauge on 


This is the message that is being repeated over and over again 
to millions of Americans in LIFE, ESQUIRE and other national 


publications. 


Tie in with this great promotional campaign — especially 
designed to help you sell more Zodiac Autographics to more 


people more often! 
In Stainless Steel $7150 


17 JEWELS °* WATER RESISTANT ° 


Gold Filled 98950 


SHOCK RESISTANT ° 


Prices Include Federal Tax 


ANTI-MAGNETIC 


SWEEP SECOND HAND * UNBREAKABLE CRYSTAL * AVAILABLE IN RADIUM DIAL 


Companion timepieces to the Autographic are the famous Zodiac Synchro- 
matic, Kinematic, Wristop and Calendar watches. Write for Free Catalog. 


In Canada: Norlé Limited, 179 Craig Street, West, Montreal 


Zodiac Watch Agency * 551 Fifth Avenue * New York 17, N.Y. 
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poses of the new association. Mr. Reiter 
also discussed problems of taxation, the 
forthcoming Trade Practice Conference op 
pearls, price controls and the chances of 
war contracts for the industry, 

Aims of the group are to promote the 
welfare and interest of the industry, to 
act as a clearing house of information 
for the industry, to collect and publish 
information, to advocate constructive 
policies for the industry as a whole, and 
to establish ethical standards in the 
industry. 

The association will have offices both 
in Washington and in New York. 


Platt Named Wolfenden Director 


Frederick B. Platt, New York repre- 
sentative of the J. W. Wolfenden Corp. 
since its founding two years ago, was 
elected a member of the board of directors 
at the annual meeting of the corporation 
on April 2nd. Announcement of his elec- 
tion to the board was made by John W,. 
Wolfenden, president of the firm. 


Platt is well known in the silverware 
field throughout the country, as well as in 
his home territory of New York and the 
mid-Atlantic states. He has been asso- 
ciated with the silverware and _ allied in- 
dustries for many years. 














PATTERNS SHOWN 
ON PAGE 160 


(Not in the order they appear on 
the line drawing on oage 160.) 


Spring Garden—Holmes & Edwards 
Lasting Spring—Heirloom Sterling 
Lily of the Valley—Gorham 
Gadroonette—Manchester 
Rio—Wm. A. Rogers Sec. 
Prelude—International Sterling 
Bridal Veil—Anchor Rogers Anchor 
Intermezzo—National! Silver 
Stanton Hall—Heirloom 
Starlight—Star Rogers & Bros. 
Holiday—King Edwards 

Old Charleston—Anchor Rogers Anchor 
Lido—Wm. A. Rogers Sec. 

Morning Star—Community Plate 
Fiddle Thread—Frank Smith 
Invitation—Gorham 

Rose of Sharon—Frank M. Whiting 
Evening Star—Community Plate 
Blossom Time—lInternational Sterling 
Contour—Towle 

Golden Age—Frank Smith 
Lamarie—Watson 

Heiress—Oneida Sterling 
Plantation—!88! (R) Rogers (R) 
Inspiration—Star Rogers & Bros. 
Prince Eugene—Alvin 

King Cedric—Oreida Sterling 

May Queen—Holmes & Edwards 
Camellia—Gorham 
Champagne—Eagle Wm. Rogers Star 
New Elegance—Gorham 

Dancing Flowers—Reed & Barton 
Remembrance—!847 Rogers 
Festivity—Reed & Barton 

Sweet Briar—Tudor Plate 
Daffodil—!847 Rogers 
Fantasy—Tudor Plate 

Modern Victorian—Lunt Silversmiths 
Bridal Wreath—Tudcr Plate 
April—Wm. Rogers & Son 

Francis First—Reed & Barton 

Old London—Reed & Barton 
Sweetheart Rose—Lunt Silversmiths 
Romance of the Sea—Wallace 
Lily—Frank M. Whiting 
Brookwood—1/88! (R) Rogers (R) 
Roseberry—National 
Astrid—Guildcraft 


See Prize Contest on page 160 
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GI Bill Deadline—July 25 


Veterans who are contemplating educa- 
tional training under the G.l. Bill must 
have their enrollments completed by July 
95 which is the deadline for these benefits. 
No request for training after the deadline 
date will be recognized by the Veterans 
Administration. 

Robert M. Shipley, founder and director 
of the Gemological Institute of America, 
which offers both resident as well as cor- 
respondence courses in gem study, urged 
veterans who are planning to take the GIA 
course to have enrollment forms in the 
hands of the school not later than June. 
The GIA will supply and file VA enroll- 
ment forms so that it will not be necessary 
for the veteran to contact or call his VA 


office. 





Bulova Appoints Hochman 
V.P. in Charge of Sales 


John H. Ballard, president of the Bulova 
Watch Co., on April 13th announced the 
promotion of Emanuel Hochman from 
Sales Manager to Vice President in Charge 
of Sales. 

Hochman has been active in the jewelry 
industry for 37 years, and is now entering 
his 25th year with Bulova. 

“Mannie.” as he will always be referred 
to in the trade, entered the wholesale 
jewelry business of Henry Freund & Broth- 


EMANUEL HOCHMAN 





ers as an errand boy of fourteen. By 1927 
Hochman was a traveling representative 
for the Westfield Division of Bulova. In 


1929 he was appointed Assistant Sales 
Manager of that division. Hochman has 


spent the greater part of his selling career 
in the mid-west states. 

A year ago Hochman was appointed 
Sales Manager for Bulova, making the 
present announcement of his Vice Presi- 
dency in Charge of Sales a fitting anni- 
versary for a highly respected member of 
the watch industry. 


General Electric Forms Two 
Separate Appliance Depts. 


The Electric Co. announced 
April 4th the establishment of two separate 
departments to be responsible for the man- 
ufacture and sale of major appliances and 
small appliances. 


General 


Roy W. Johnson, executive vice presi- 
dent, said the two departments have been 
created out of the Appliance & Merchan- 
dise Department “more effectively to meet 
the demands of the growing market for 
household +lectrical equipment.” 
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Clarence H. Linder has been appointed 
general manager of the Major Appliance 
Department and Charles K. Rieger be- 
comes general manager of the Traffic Ap- 
pliance Department, Mr. Johnson an- 
nounced. 

Subsequent to this announcement, Mr. 
Rieger announced the following appoint- 
ments to the Trafic Appliance Department. 
Robert E. Boian has been appointed mana- 
ger of markeiing; Edwin R. Koester, man- 
ager of manufacturing: Frank Sehlik. 
comptroller; William H. Dennler, manager 
of the heating device division and Robert 
Orr, manager of the vacuum cleaner and 
fan division. David C. Spooner and Robert 
QO. Fickes will continue in their respective 
positions, 


The move fellows Mr. Johnson’s recent 
announcement that the company is plan- 
ning to expand its major appliance activi- 
ties at a multi-million dollar “Appliance 
Park.” 

“The growth of the General Electric ap- 
pliance business has been so great and ihe 
outlook is so bright that it is necessary for 
us to set up separate departments each 
with its own engineering, manufacturing, 
sales, advertising and staff, to 
market our products more efficiently,” Mr. 


research 


Johnson stated. 
The Trafic Appliance Department will 
handle toasters, 


erills, 


sandwich 
mixers, fans, clocks, 
vacuum cleaners, automatic blankets. heat- 
ing pads, heaters and heat lamps. 


irons, roasters, 


walle irons. 
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AWA Backs Investigation 
Of Swiss Watch Imports 


The American Watch Association, Inc., 
Manufacturers, Assemblers, and Importers 
of Jeweled Watches, formerly the American 
Watch Assemblers’ Association, announced 
April 19th that the association would give 
its fullest cooperation to the Tariff Com- 
mission in the investigation of watch im- 
ports which has been ordered by the com- 
mission. A spokesman for the association 
warned, however, that unless the Tariff 
Commission were prepared to give full 
consideration to the study of the effects 
of a tariff rise on retailing, the American 





jeweler stood in imminent danger of be- 
coming a new kind of “forgotten man.” 

Roland A. Gsell, president of R. Gsell 
and Co., and president of the American 
Watch Association, said that his group 
welcomed the investigation of imports be- 
cause it will “clarify the issues and allay 
the bickering which has troubled the in- 
dustry for years.” 

He urged, however, that the Tariff Com- 
mission exercise caution to see that a suffi- 
ciently broad basis for investigation be set 
up at the very beginning of the study. 

He said that the possibility of theoretical 
benefits for the three petitioning companies 
asking for higher tariffs would have to be 
weighed against the probability of real 
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injury to more than 26,000 
throughout the United States. 

Industry studies conducted by the Amer. 
ican Watch Association, Mr. Gesell said, 
indicated that a major rise in duties wouid 
force the immediate withdrawal of a large 
part of the popular-priced watch supplies 
{rom the market, and might cripple the 
merchandising programs of a majority of 
the country’s retail jewelers. Current man- 
ufacturing conditions will not permit ab- 
sorption of increased duties, even in the 
higher priced brackets, and added burdens 
passed on to the consumers would result 
in a marked decrease of all watch mer- 
chandising. 

Mr. Gsell also stated that it was the 
view of his association that it would be 
improper for the Tariff Commission to 
grant favored treatment to the petitioning 
companies on the basis of their claim that 
they were the sole producers of certain 
types of precision work needed for the 
war effort. 

American Watch Association members, 
he added, were prepared to combat that 
myth with volumes of proof of their major 
participation in war work, both during the 
World War Il period, and throughout the 
present crisis. Mr. Gsell said that AWA 
members such as Benrus, Bulova, Gruen, 
Longines-Wittnauer were not only produc- 
ing micrometric precision work of the same 
nature, but that they had also engineered 
and produced vitally needed machines 
which were in turn employed by the Elgin, 
Hamilton and Waltham companies in their 
own war work. 

He said that it might be within the 
province of the Commission to investigate 
the possibilities that watch factory pre- 
cision work was in a large measure repro- 
duced by the production of such plants as 
Sperry Gyroscope, General Electric and 
other factories in the United States pro- 
ducing high precision war materials of 
similar calibre. 


APPOINT MARKETING AUTHORITY 


The AWA also has appointed one of 
the country’s foremost marketing authori- 
ties, Professor Reavis Cox of the Wharton 
School of the University of Pennsylvania, 
to direct a research program for the asso- 
ciation in the watch industry and the retail 
jewelry field. Professor Cox will undertake 
a special study on the relation of tariffs to 
watch marketing. 

Announcement of the appointment was 
made by S. Ralph Lazrus, of the Benrus 
Watch Co., and vice president of the 
American Watch Association. 
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Knaack Purchases Bills & Son 


Clarence G. Williams, owner of the 
jewelry firm of J. A. Bills & Son of Vinton, 
Iowa, announced recently that he has sold 
the business to Harold Knaack, 35-year-old 
Vinton realtor. Mr. Williams is retiring 
from the jewelry trade because of ill 
health. 

The business was established in 1857 by 
the late J. A. Bills, who died in 1919. Burt 
Bills, his son and successor, died in 1949. 
Mr. Williams bought the business in 1923 
after being employed by Bills since 1913. 
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The Chicago office and shop of the C. B. 
Rich Dial Co. will be moved downstairs 
and consolidated with the enlarged office 
and shop of the Kirk Dial Corporation 
located at 29 East Madison St. Many C. B. 
Rich employees are now working for the 
Kirk Dial Corp. Seymour Sindell, who has 
been the Chicago office manager since 
1940, will continue to be in charge, ably 
assisted by Charles Quick, former manager 
of the C. B. Rich Dial Company’s Chicago 
office. 

The St. Louis office of the C. B. Rich 
Dial Co. will be discontinued and all busi- 
ness will be handled through the offices of 


Vigilance Committee” and “representa- 
tives of the Precious Metals Jewelry Manu- 
facturers Committee, in their dealings at 


Platinum Discussion Aired 
—Committee Supported various meetings with the Government au- 
thorities with regard to the platinum situ- 


On March 26, 1951, a meeting was ation . . . they have done the best in the 
called in New York City by Charles H. interest of the whole industry and the 
Church, chairman of the Precious Metals Come * 

Jewelry Manufacturers Committee, to pro- 
vide a public hearing of charges made 
against the committee by a New York 
manufacturer of platinum jewelry. Those 
charges were that the committee had not 
most effectively presented the jewelry in- 


Kirk Dial Corp. Purchases 
Two Offices of C. B. Rich Co. 
The Kirk Dial Corp., with offices located 


dustry’s case for platinum before those 
Government officials concerned with the 


throughout the United States and Canada, 
purchased in March all the assets of the 
Chicago and St. Louis offices of the C. B. 


Kirk Dial of Missouri, located at 1015 
Walnut St., Kansas City, Mo. This office is 
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problems of proper allocation of this criti- 
cally short metal. In short, he criticized 
the committee’s approach to the problem. 
He was heard at the meeting. 
It was attended by the following: J. J. 
Abelson, Jabel Ring Mfg. Co.; Charles H. j 





Rich Dial Co. under the management of George Harris. 
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Church, Church & Co.; Adolph Cohn, Sig- & 
mund Cohn Corp.; Louis Frankel, Dia- a 
mond Mfrs. & Importers Assn.; Daniel — 


Frye, Harry Winston, Inc.; Lewis W. Gib- 'S 


bons, Fulmer & Gibbons; P. Irvmg Grin- 
berg, Jewelers Vigilance Committee; Mark 
Heyman, Oscar Heyman & Bros., Nathan 
Heyman, Oscar Heyman & Bros.; Walter 
N. Kahn, L. & M. Kahn & Co.; J. Harold 
Kushner, Kushner & Pines; Jacob Mehr- 
lust, Platinumsmiths’ Assn.: G. H. Nie- 
meyer, Jewelers Vigilance Committee; 
William B. Ogush, William B. Ogush, Inc.; 
Herman Ostrin, Associate Jewelers: W. 
Waters Schwab, J. R. Wood & Sons, Inc.; 
P. Schuyler, Maurice Tishman, Ine.: 
Daniel Shiman, Shiman Manufacturing 
Co.; Maurice Tishman, Maurice Tishman, 
Inc. 


bons, Fulmer & Gibbons; Stephen Gib- 


> 
»* 
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At this meeting the trade press was 
present. 

Everyone was heard. 

At the conclusion of the three-hour ses- 
sion, those attending passed a vote of ab- 
solute confidence in the Precious Metals 
Manufacturers Committee and the Jewel- 
ers Vigilance Committee, and approval of 
everything which had been done. 


RESOLUTION APPROVES ACTION 


The following day, March 27, the Ex- 
ecutive Committee of the Newark Area 
Jewelry Manufacturers and Silversmiths’ 
Committee held a meeting, heard a report 
of the New York meeting of the day be- 
fore and unanimously passed a_resolu- 
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ment in the matters of restrictive orders 
regarding copper, nickel and_ platinum.” 
The resolution, “reaffirmed the confidence 
of (the) organization in the integrity and 
devotion of the special committees to the 
best interests of the Trade. It applauded 
particularly the high minded cooperation 
of P. Irving Grinberg.” The letter was 
signed by Leonard Shiman, Chairman. 
On April 4, The Platinumsmiths’ Asso- 
ciation, over the signature of Jacob Mehr- 
lust and Walter J. McTeigue, advised 
JC-K that on that day the association 
had unanimously passed a resolution to 
“ratify the action of the Jewelers 
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Prominent Trade Figures to Address 
Annual NWJA Meeting in Atlantic City 


An interesting and instructive program 
has been planned for the 44th annual 
convention of the National Wholesale 
Jewelers’ Association to be held at the 
Hotel Ritz Carlton, Atlantic City, N. J., 
on June 4 and 5. Thomas A. Fernley, Jr., 
secretary of the organization, has released 
preliminary details of the program which 
list speakers from every branch of the 
industry as well as several others from 
outside the jewelry field. 

In a recent release to members, Mr. 




















Fernley stressed the association’s policy 
which was inaugurated a number of years 
ago that there would be no show or ex- 
hibit in conjunction with the convention. 
Manufacturers have been asked to con- 
fine the display of merchandise to those 
periods when there is no scheduled con- 
vention activity. This will incluae Sunday, 
June 3rd, Monday evening, June 4th, and 
Wednesday, June 6th. 

On Sunday, June 3rd, the executive 
committee of the NWJA will hold a din- 
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ner meeting in the Green Room at the 
Hotel Ritz Carlton. This will be the only 
business session of the convention held 
on this day. 


The convention will be formally opened 
on Monday, June 4th, at 10:00 A.M, jp 
the Ballroom of the Ritz Carlton. Leon 
J. Engel, of J. Engel & Co., Inc., Balti- 
more, Md.. will give the oneal address 
of the president, and Thomas A. Fernley, 
Jr., NWJA secretary, will render his re. 
port. Charles F. Nagel, vice president of 
the Provident Trust Co. of Philadelphia. 
Pa., will talk on “Business Conditions” 
and, concluding the Monday morning 
session, the Honorable Herbert O’Connor,. 
United States Senator from Maryland, wil] 
address the members. At this writing, 
Senator O’Connor had not announced the 
subject of his talk. At this session the 
Resolutions Committee will be appointed 
and members of the Nominating Com. 
mittee will be announced. 


Monday’s luncheon will be held at 12:30 
P. M. in the old English Tavern at the 
Ritz Carlton. 

G. H..Niemeyer, president of Handy & 
Harman, Ine., New York, and chairman 
of the Jewelers’ Vigilance Committee, will 
lead off the speakers for the afternoon 
session which will get under way at 2:00 
P.M. in the Ballroom. Following Mr. 
Niemeyer’s address, Arthur G. Mathews, 
promotion manager of the Jewelry Indus- 
try Council, will discuss the activities of 
the JIC over the past year and its future 
plans for industry-wide promotion. Next 
speaker on the Monday afternoon agenda 
will be Thomas D. Ryan, assistant sales 
manager, Management Controls Division, 
Remington Rand, Inc., New York, whose 
subject will be “Ledgerless Bookkeeping.” 


FASHION SHOW SCHEDULED 


On Monday afternoon, at 4:30 P.M. 
L. Heller & Son, Inc., New York, will 
present a fashion show in the Old English 
Tavern. 

The Tuesday morning session will get 
underway at 10:00 A.M. with addresses 
by H. A. Goldberg, president of the Na- 
tional Association of Credit Jewelers, and 
Kenneth I. Van Cott, president of the 
American National Retail Jewelers Asso- 
ciation. Mr. Goldberg’s talk will be on 
“Wholesaler-Retailer Rel:tions,” and Mr. 
Van Cott will discuss “Ethics.” 


As on Monday. the Tuesday luncheon 


will be held in the Old English Tavern 
at 12:30 P.M. 
The Tuesday afternoon session, also in 


the Ballroom at 2:00 P.M., will feature 
the report of the NWJA Treasurer F. 
Clarke Bechtel, Jos. B. Bechtel & Co., 
Philadelphia, Pa. Highlight of the ses 
sion will be a panel discussion at which 
representatives of the various segments of 
the industry will answer questions on 
problems of current interest. Representing 
the manufacturers will be Olaf Anderson, 


Lowell Halligan, Craig Munson, Frank 
Budlong, William O’Brien and H. E. 


Blackburn. For the wholesalers will be 
Frank J. Heyne and H. B. Tagg. 


This final session will also feature the 
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reports of the resolutions and nominating 
committees, election of officers, introduc- 
tion of new officers and the consideration 
of unfinished and new business. 

The annual banquet will be held on 
Tuesday evening, June Sth, in the Main 
Dining Room. A reception in the Palm 
Court at 6:30 P.M. will precede the ban- 
quet, and the dinner will be held at 7:30 
P.M. Leon J. Engel, NWJA president, will 
serve as toastmaster. Entertainment by 
Paul Winchell and Jerry Mahoney will 
follow. 

At press time Secretary Fernley an- 
nounced that Dr. Raymond Rodgers, of 
New York University, will address the 
convention on the subject, “The Problem 
of Distribution.” He had not, at this 
writing, been scheduled for any particu- 
lar convention session. 








Elected 
Vice President 
At Ronson 


LOUIS V. 
ARONSON II 


Vice President 
in charge of 
Material 
Procurement 





The election of Louis V. Aronson II as 
vice president in charge of material pro- 
curement for Ronson Art Metal Works was 
announced recently by Alexander Harris, 
president. Mr. Aronson’s activities will 
include the supervision and coordination 
of production in all Ronson plants. 

Following his graduation from the U. S. 
Naval Academy in 1945, Mr. Aronson com- 
pleted two years of Naval service. Since 
his honorable discharge in July, 1947, he 
has been employed by Ronson in their 
production and engineering departments. 


Waltham President Outlines 
Reorganization Aims in Letter 


Indicative of the fine relationship that 
exists between the management of the 
Waltham Watch Co. and its personnel is 
a recent letter which Teviah Sachs, presi- 
dent and treasurer of the firm, sent to all 
employees. In the letter Mr. Sachs briefly 
outlined the steps that will be taken to 
bring about complete reorganization of the 
company on a firm footing. 

Mr. Sachs told the employees that the 
management of the company is making 
every effort to get good business in the 
plant. “We are being moderately success- 
ful in doing this,” he said, “and are doing 
everything we can to bring our employ- 
ment rolls up to capacity at as early a 
date as possible in keeping with our plans 
of business and capital available. We must 
ask you who have been so patient and 
cooperative in the past to continue to be 
patient and cooperative for a while longer.” 

He declared that the management is 
concentrating on securing work for the 
National Defense Effort as the most imme- 
diate solution to a successful reorganiza- 
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tion. “This will give us the breathing spell 
we need,” Mr. Sachs stated. ““We are con- 
tinuing operations on finishing the move- 
ments we have in stock. These will be 
marketed nation-wide to keep the con- 
tinuity of the Waltham name in stores and 
in the minds of the consumer. 

“It is our definite aim to resume manu- 
facturing of Waltham watches as we have 
the capital necessary,” he added. “It is 
apparent that this cannot be done without 
adequate funds. We therefore plan to, 
co-incidentally with our defense work, re- 
sume the manufacturing of watches in pro- 
portion to our resources. It is clearly 
evident that our success—yours and mine 
—depends entirely upon our ability to ful- 
fill these aims.” 

He pointed out in concluding that the 





management is desirous of having all 
Waltham employees come back and be 
with the firm “for a future which we expect 
to be successful.” 


Twenty-three Towns Adopt 
Model California Auction Law 


Twenty-three California communities 
have passed model auction laws during the 
past two years patterned on the recom- 
mended ordinance of the California Retail 
Jewelers Association, according to an an- 
nouncement made at the recent convention 
of that organization. 

Copies of the model auction law may be 
obtained by writing to William M. Erb, 
California Retail Jewelers Association, 46 
Kearny St., San Francisco. 
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A wedding ring deserves the best in 
packaging, to set it off, and to enhance 
the memory of that first wonderful June. 


Here are four Dennison Wedding Ring 
Cases that do just that. In one compact 
line, they give you a balanced variety 
of styles to build good will and help 
make the sale. 


WEDDING RING FOLDER 2X is a 
compact unit covered in white leather- 
ette with gold printed cover design 
and handy snap closure. Cartons of 
three dozen. 


BOOK STYLE CASE 3X, covered in 
white pebbled paper, has embossed 
wedding bell design on the front. Lined 
in white velvet. Cartons of one dozen. 


SATIN PILLOW 6X is made of lus- 
trous Pearl plastic moulded into pillow 
shape. Silk tassel and satin lining 
round out a beautiful case. Cartons of 
one dozen. 


WHITE PLASTIC HEART 10X fea- 
tures exquisite filigree work in dainty 
heart shape. Satin pad and hinged 
cover. Cartons of two dozen. 


All come in individual white packers 


Order a supply of these cases today. 
They'll set off your beautiful rings... 
and set up your June sales. 
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Gellman Finds Europe 
More Calm Than Expected 


Allen Bb. Gellman, president of Elgin 
American, attracted wide attention in the 
metropolitan newspapers with statements 
he made upon his return from Europe in 
April. He said that he noted a vast im- 
provement in the economic skies over Eu- 
rope, despite current international tensions. 
“Communism is no longer the imminent 
threat that it seemed to be a year ago,” Mr. 
Gellman said. 

He declared that conditions today seem 
much improved as compared with last May, 
when he returned from a two months’ busi- 
ness observation trip to European capitals. 
“Last spring.” Mr. Gellman observed, “the 





free nations ot Europe were primarily con- 
cerned with the problem of reducing the 
dollar gap that had resulted from the ex- 
treme export-import differential between 
ihemselves and the United States. 

“Today, however,” he added, “the pic- 
ture is changed considerably and the mer- 
chandise aspects of the situation have im- 
proved to the point where the dollar gap is 
no longer a critical problem and where the 
export-import balance has been achieved in 
spite of the political and economic chaos 
produced by the cold ideological war.” 

Mr. Gellman said that every move to be 
made by the United States in the present 
world predicament is bound to be a serious 
factor in the shaping of world events and 
conditions politically, economically and cul- 
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turally. “If we can help Europe over jts 
present critical period and at the same 
time prevent inflation at home,” he as. 
serted, “we will be doing what I believe js 
the final achievement on the road to ego. 
nomic stability. Subsidies cannot comprise 
the final solution to the problem of infla. 
tion. It is a temporary antidote at best.” 


ALLEN B., 
GELLMAN 


President of 
Elgin American 





Elgin American is one of the nation’s 
largest manufacturers of compacts and 
other fashion accessories and is a division 
of the Illinois Watch Case Co. which has 
been making watch cases since 1888. The 
firm will introduce soon a watch named 
“Certina EA”. The movements are being 
imported and will be assembled in Elgin 
American’s huge plant in Elgin, Ill. 





Milwaukee Wholesalers Elect 
Orrin T. Wals, of Edward M. Wals & 


Son, Inc., was elected president of the 
Milwaukee Wholesale Jewelers Association 
at a meeting of the group held March 2nd 
at the Medford Hotel in Milwaukee. He 
succeeds E. M. Patzwald of the E. M. 
Patzwald Co. 

Others elected were: A. E. Nicholas, 
A. E. Nicholas Co., vice president, and 
Emil E. Beyer, Emil E. Beyer Co., secre- 
tary-treasurer. Named to the board of 
directors were A. C. Possin, A. C. Possin 
Co., Inc., and Wm. J. Kilb. Kilb-Beck 


Co., Inc. 





Berk Joins Warwick & Legler 


Harry A. Berk, former president of 
Foote, Cone and Belding International 
Corporation, has joined Warwick & Legler, 
New York, as a partner, director and vice 
president, according to a recent announce 
ment. He will also serve as chairman of 
the agency’s Plans Board. 

Mr. Berk, a native of California, joined 
the late J. Stirling Getchell in New York 
in 1932. Just prior to the war, he opened 
his own agency in New York, and was 
also assistant to the president of Willys- 
Overland. 

As a Colonel in the Army, he was the 
overseas representative of Major General 


Frederick H. Osborn, head of the Informa- 
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* Each Kit is packed in a beautiful clear . a Parts for re-stocking your kit 
plastic storage chest. can be obtained af all times. 


Gulde Chart In lid tells where each part e $-800 Beautiful 3 color counter display 
Is located and suggests retall price. sign, FREE with Kits X-300 and X-500. 


- Send check In advance; save postage 
and C.O.D. Fees. 


tion and Education Division of the War 
Department. 

In 1946, Mr. Berk joined Foote, Cone 
and Belding to organize the firm’s overseas 
operation. He was also a vice president 
and formerly a director of both Foote, 
Cone and Belding’s domestic and London 
companies and as such organized the ad- 
vertising and public relations campaign of 
the Watchmakers of Switzerland. 


2-4 EAST STOCKTON AVE., DEPT. K 
PITTSBURGH 12, PENNA. 


LIGHTER PARTS, Inc. 
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Metropolitan RJA Members 
Elect E. M. Belman President 


A capacity crowd attended the March 
22nd meeting of the Metropolitan Retail 
Jewelers Association which was held at 
the Hotel New Yorker. William Wagner, 
executive secretary of the National Asso- 
ciation of Credit Jewelers. installed new 
ssociation officers during the meeting. 
President for the ensuing year is E, M. 
Belman. Also installed were: Max Asz- 
kenas. first vice president; Morris Wexler, 
second vice president; Harry Levenstein, 
treasurer; Samuel Horowitz, general secre- 
tarv: Israel Pearl, sergeant-at-arms; Nat 
Blauston, Jacob Schnur and_ Richard 


a 


Mieser, trustees. 

Named to the board of directors were: 
Hyman Goldschmidt, chairman; Moses 
Wolf, Harry Kramer, Sidney Pitkin, Harry 
Wasserman, Samuel Steener and Norman 
Jacobs. 

Boyd Evans, assistant secretary of the 
American National Retail Jewelers Asso- 
ciation, delivered an informative address 
on what the retail jeweler must do to 
comply with the latest OPS rulings. Sam 
Zickerman, president of the Long Island 
RJA and chairman of the Fair Trade Com- 
mittee of the Executive Board of RJA’s 
of Greater New York, reported on his com- 
mittee’s drive against fair trade violators. 
The matter of rebates by certain firms to 
large users of their products was also 
discussed. 





Appointed 
Secretary 
of Bulova 
Watch Co. 


HARRY B. HENSHEL 





John H. Ballard, president of the Bulova 
Watch Co., on April 16th announced the 
election of Harry B. Henshel as secretary 
of the company, a promotion from assistant 
secretary. 


Chronograph Guide Published 


Publication of “The Chronograph Watch 

Mainspring Guide” has been announced 
by the Esembl-O-Graf Research Labora- 
tories of Pittsburgh. 
. The Mainspring Guide contains informa- 
tion on all popular chronograph watches 
currently sold in the United States and 
includes the width, strength and length of 
all chronographs in both Dennison and 
metric measurement. An estimating table 
for determining charges for chronograph 
mainspring jobs and lists of minimum 
number of parts which need to be removed 
in replacing a chronograph mainspring by 
Esembl-O-Graph procedure are also in- 
cluded in this volume. 

The new volume contains 48 pages and 
costs 50 cents. A full page is devoted to 
each calibre of chronograph, with an en- 
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larged photograph of the train side of the 
chronograph mechanism. Orders should be 
sent to 807 Ridge Avenue, Pittsburgh 12, 


Pa. 


Jewelry Store Management 
Course Enters Third Year 


The Jewelry Store Management and 
Merchandising Training Program, jointly 
conducted by the New York University 
School of Retailing and the Joseph Bulova 
School of Watchmaking, will enter its third 
year this June. Actively sponsored by the 
American National Retail Jewelers Asso- 
ciation and the National Association of 
Credit Jewelers, this fifth training pro- 





cram starts June 18th and the jewelry 
store students will complete two weeks of 
intensive study on June 29th. 

Since its beginning two years ago, this 
“custom-built” training program has been 
enthusiastically accepted by store owners 
and management. The hundred students 
who have attended the first four classes 
have come from 35 different states and four 
provinces of Canada. 

A brochure describing the June, 1951, 
session will be mailed by the trade asso- 
ciations within a short time. If you wish 
additional information, address your in- 
quiries to S. Grant Connor, director, 
Joseph Bulova School of Watchmaking, 
40-24 62nd St., Woodside, L. I., N. Y. 








CRYSTAL PROFITS FOR YOU... 


And A Crystal System That Pays For 
Itself In Just 80 Days! ... with AYATSH-SBAET 


MOULDED GLASS CRYSTALS 





YOU INVEST: 


$189.50 for original system 
60.00 for replacement of 
moulded crystals sold dur- 
ing first 80 working days 
68.00 for proportional share of 
labor and overhead 
chargeable to crystal ser- 
——— vice (about 85¢ daily) 
$317.50 total investment 








YOU GET BACK: (in Just 80 Days) 


$320.00 if you fit only 2 moulded 
crystals per day at $2.00 
each 


YOUR SYSTEM IS COMPLETELY RE- 
STOCKED AND FULLY PAID FOR OUT 
OF ITS OWN PROFITS. FROM NOW 
ON, WHAT YOU TAKE IN IS CLEAR 
PROFIT FOR YOU. 








to have crystals fitted. 





No. J44974—MASTER SYSTEM—! each of 476 





IN ADDITION, you save money when you can fit crystals yourself. Look: 


¢ No need to worry over possible loss of original bezels, because you do not send them out 


¢ No postage charges ¢ No insurance charges ¢ No wrapping costs 
¢ No lost time 


AND TO HELP YOU SELL THESE WATCH-CRAFT MOULDED CRYSTALS: 


FREE ® Window Streamers @ Counter Display ® Newspaper Mats 


moulded crystals in labeled plastic boxes: complete set of 476 labeled boxes: | drawer 
| drawer empty for future expansion. .$189.50 empty for future expansion............ $134.00 
No. J44975—!| each of 408 moulded crystals: No. J44977—!| each of 204 moulded crystals; 
complete set of 476 labeled boxes: | drawer complete set of 476 labeled boxes; | drawer 
empty for future expansion............ $159.00 empty for future expansion ............ $94.50 

No. J44978—I each of 102 moulded crystals: 

complete set of 476 labeled boxes: | drawer 

empty for future expansion .......... .$59.50 


C. & E. MARSHALL COMPANY 


BOX 7737, CHICAGO 80, ILLINOIS 
BRANCHES AND DISTRIBUTORS IN PRINCIPAL CITIES THROUGHOUT THE U. S. A. 


THINK OF IT—an entire moulded 
crystal system, refills, and opera- 
tional costs—all paid for in just 
80 daysi AND WHEN YOU FIT 
MORE THAN 2 CRYSTALS A DAY, 
YOUR SYSTEM IS PAID FOR EVEN 
SOONER. 





No. J44976—! each of 306 moulded crystals; 











199 





Weill Elected President 
Of Jewish Federation 


Milton Weiil, president of the Arrow 
Mfg. Co., manufacturers of jewelry boxes 
and displays, was elected president of the 
Federation of Jewish Philanthropies of 
New York on April 9th. 

Active for many years in the Jewelry 
Division of Federation and a veteran of 
philanthropic and civic activities on both 
a local and national level, Mr. Weill be- 


was a member of the Federation Board of 
Trustees and chairman of its Business 
Men’s Council, the volunteer community 
relations and fund-raising arm of the 
Federation. 

During 1948, he served as associate cam- 
paign chairman of the Federation appeal. 
In the 1949 and 1950 campaigns, he was 
a member of the Campaign Cabinet. In 
addition, he has served as special gifts 
chairman of the 1948, 1949 and 1950 
United Jewish Appeal campaigns. He is 
a member of the administrative committee 
of the American Jewish Committee, and 


comes the Federation’s 14th president, suc- a member of the Board of Trustees of 
ceeding Ralph E. Samuel, senor partner the Joint Distribution Committee. 

of Ralph E. Samuel & Co., investment firm. He has served as vice president and a 
At the.time of his election. Mr. Weill National Jewish Welfare 





director of the 

















JEWELERS DO SELL LAMPS 


~ ano ar a PROFIT! 
ACCOUNT OPENERS! 


TRY THESE 
PROMOTIONAL 
TRAFFIC 
BUILDERS 
AND BE 
CONVINCED 


Lamp No. 1988/48.— 
China Table Lamp. $ 









95 Net, ™ 


Height 28”. 22K Gold saints 

Hand Decorated Base. _—> 

3 assorted colors. Plas- MINIMUM Introductory 
tic Shade. Taffeta ORDER: Offer! 


ruching Trim. 48 Assorted. 


IMPORTED CHINA FIGURINE 
BOUDOIR LAMPS 


Price Valid 
for May 
Deliveries 

Only 


Lamp No. 8011/916. 
—iImported Bisque 
China Figurine Lamp, 
Height 24”. Plated 
Metal Mounting. Male 
and female figure to 
the pair. Taffeta Swirl 
Shade. 


$Q 95°" 


Lamp No. 1-427/909. 
—Imported China Fig- 
urine Lamp. Height 
21”. Plated Metal 
Mounting. Taffeta 
Shade. Ruching trim. 
Male and female fig- 
ure fo the pair 





complete $ % 5 net 
ea. 
MINIMUM complete 
ORDER: MINIMUM 
ORDER: 


6 pair Assorted. 6 pair Assorted. 


WRITE FOR INFORMATION ON OUR COMPLETE LINE OF FIGURINE, 
TABLE AND PLANTER LAMPS. 





NAVIS & SMITH CO., INC. 


General Offices and Factory: 1401 West Jackson Boulevard, Chicago 
Permanent Display Rooms — Chicago: 1270 Merchandise Mart; Dallas: 304 


Santa Fe Building, 2nd Unit; San Francisco, Cal.: 579 Western Merchandise 
Mart; New York: 1140 Broadway, Room 604; Portland, Oregon: 309 S.W. 
3rd Avenue, Room 222. 
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Board, and chairman of that organizations 
Armed Services Division. During World 
War II, he served as chairman of the 
Public Relations Committee and, later, of 
the Army and Navy Committee of the 
Jewish Welfare Board. At present, he js 
a member of the Board of Directors of 
the recently reactivated United Services 
Organization. 


MILTON WEILL 


Elected President 
of Federation 
of Jewish 
Philanthropies 
of New York 





The Federation network which Mr. Weill 
will head is composed of 116 affiliated 
hospitals, health and social service insti- 
tutions, which annually care for more than 
480,000 persons of all races and faiths, 





ERRATA 


In the article “Mrs. America’s 
Silverware—1950” on page 103 in 
the April issue of THE JEWELERS’ 
CircuLaR-KEYSTONE (third _para- 
graph of right hand column) there 
are typographical errors. 

This paragraph should 
follows: 

“More homes have matched place 
settings of plated flatware (75 per 
cent), followed by sterling (37 per 


read as 


cent) and stainless steel (27 per 
cent). Matched place settings of 


sterling were more common among 
the higher income group, and stain- 
less steel most popular among the 
lower income group.” 











Omega Wrist-Chronometer Sets 
New Record at Geneva Tests 


The world famous Geneva Observatory 
in Switzerland announced April 23rd that 
the Omega 30mm. wrist-chronometer (pre- 
cision wristwatch) had set a new record 
in time-keeping accuracy with a score of 
867.7 points in the annual competitive 
Observatory Tests. A new record for the 
five most accurate chronometers to be 
tested during a single year was also set 
by Omega with a score of 856.5 points. 

Omega traditionally makes the timing 
equiment for the Olympic Games. It has 
won the record for accuracy four times 
out of the six times the competition has 
been held at the Geneva Observatory, and 
each time it won, it established a new 
record. 

The Geneva Observatory Tests subject 
each competing chronometer to hundreds 
of tests in all conceivable positions and 
temperatures for 45 days. 
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Bulova Watchmaking School 
Conducts Technical Symposiums 


Max J. Schwartz, senior instructor of 
the Joseph Bulova School of Watchmaking 
and past president of the New York State 
Watchmakers Association, conducted a 
technical symposium on watchmaking in 
Columbia, S. C., on April 25th. This was 
the first of a series of six symposiums 
which will be held in key cities in the Mid- 
west and South under the auspices of 
local Bulova meterial jobbers. 

This series of symposiums, which will be 
conducted by Mr. Schwartz, will deal with 
the subject of “Self-Winding Watches.” 
This tour marks the second anniversary of 
these symposiums given by the Joseph 
Bulova School of Watchmaking. They 
have been conducted in over 50 cities 
coast-to-coast. 

The schedule of symposiums in other 
cities is as follows: Youngstown, Ohio— 
May 3; Kansas City, Mo.—May 6; 
Wichita, Kan.—May 7; Tulsa, Okla—May 
9, and New Orleans, La.—June 10. The 
concluding symposium in New Orleans 
will be held in conjunction with the annual 
convention of the Louisiana Horological 
Association. 


Manufacturers of Carvel Hall 
Cutlery Allocate Production 
Chas. D. Briddell, Inc., Crisfield, Md.., 


manufacturers of Carvel Hall Cutlery, have 
announced a plan that allocates its pro- 
duction during the rest of the year to its 
seven sales divisions on a percentage basis 
computed on 1950 sales volume, according 
to Tom H. Briddell, vice president of sales. 

To assist company sales officials in de- 
tailing the plan for the Mid-Atlantic and 
New England areas. Robert P. Hussey, the 
firm’s Eastern division sales manager since 
1940, recently visited the main office in 
Crisfield. He was accompanied by Clarence 
and Alexander B. Hussey officers of the 
R. P. Hussey Sales Agency in New York. 





Those sharing in the arrangement in- 
clude the sales agencies of Sylvan and 
Melville Moses, Chicago (Midwest) ; 
Vince P. Lowe, Baltimore (Southeast) ; 
Bryan M. Vaughn, Houston (Southwest) ; 
Jess R. Thompson, Portland (Northwest 
and Mountain); James Dissman, Los An- 
geles and James C. Anderson, San Fran- 
cisco (California). 


Record Crowd Attends Beef- 
steak Dinner of N. Y. 24-K. Club 


All previous attendance records for an- 
nual beefsteak dinners of the Twenty-Four 
Karat Club of City of New York were 
broken at this year’s affair which drew a 
record turnout. The dinner was held on 





Tuesday evening, April 3, at Toots Shor’s, 
New York. 

As usual, the affair was an outstanding 
success from every point of view. The din- 
ner was as sumptuous as ever, and the 
entertainment which followed included 
some of the best talent that New York 
affords. 

Congratulations for their splendid work 
in arranging such an enjoyable and memo- 
rable evening were extended to Jerome 
T. Agate, chairman of the dinner commit- 
tee, and his able assistants. 


Albert C. Rutan, cultured pearl im- 
porter at 665 Fifth Ave., New York, died 
the latter part of March. He was a member 
of The Tweniy-Four Karat Club of N.Y. 


























Individually Designed 


MATCHED 


’ 


Exquisitely Fashioned 








etry 


ee en 
- sad 


le TTY, Ny 





WEDDING RINGS 


EASY TO SELL because of their great 
beauty and high quality. 

EASY TO SELL because of the FREE 
Bliss Display Tray that shows full range 
of styles— you carry no costly inven- 
tories. Your customer orders the style 
desired, and within 24 hours ring is on 
its way to you. 





Hussey sales group visits Briddell offices in 

Crisfield, Md., to confer on new allocation 

plan for Eastern area. Left to right: 

Clarence Hussey, A. B. Hussey, R. P. Hus- 

sey, Eastern sales manager, and Tom H. 

Briddell, vice president of sales and adver- 
tising. 


Our service includes engraving initials 
at small charge, replacing discontinued 
styles, keep trays attractive and refinish 
samples once a year. 


WRITE AT ONCE FOR 
SAMPLE ASSORTMENT 


THE BLISS RING CO. 
29 E. Madison St. Chicago 2, Illinois 


The plan allots to each of the company s 
divisional sales managers the same percent- 
age of the current monthly production of 
cutlery as the manager’s area received of 
the total 1950 cutput. 
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. ‘ dent Abelson were: Mrs. Abelson; J 
Associated Credit Jewelers of N. Y. & N. J. | Cithterman. it view-president of the hee 
ciated Credit Jewelers, and Mrs. Lighter. 


Enjoy 18th Annual Dinner-Dance at Waldorf | 10; Mr. and Mrs. Simon Sunshine; My 


and Mrs. Alvin R. Baer; the President of 





A tradition was maintained on Sunday were seated in the ballroom promptly by the NACJ H. A. Goldberg and Mrs, Gold. 
evening, April 8, when the Associated the scheduled time. berg; the Executive Secretary of the NAC] 
Credit Jewelers of New York and New The handling of hundreds of people, at William Wagner and Mrs. Wagner; My 
Jersey held a banquet which came off with a function such as this, is one of great and Mrs. James E. Birdsall; Mr. and Mrs, 
scheduled precision and provided a color- complexity and the smoothness with which Seymour Greenberg; Mr. and Mrs. Arthur 
ful and entertaining evening for the guests. it proceeded is a credit to the committee G. Warner and Mr. and Mrs. Sidney 

Well over 500 members and their guests headed by Co-chairmen Seymour Green- Singer. 
enjoyed this, the 17th annual dinner-dance berg (Royal Diamond & Watch Co.) and As the dinner progressed, the items on 
held, as previously, in the grand ballroom Jay C. Lighterman (Tappin’s, Inc.). the long list of door prizes were distributed 
of the Waldorf-Astoria in New York. H. M. Abelson, president, greeted the to the holders of lucky numbers. 

The dinner was preceded by a cocktail cuests. During the dinner the orchestra played 
hour in the reception hall and the guests At the head table in addition to Presi- for dancing and after the dinner a stage 


show of excellent talent was presented, 
Following the show, the orchestra played 
for dancing until the early hours of the 
morning. 
The committee in charge of the affair 
_~ in addition to the co-chairmen mentioned 
SS lb fm D WWW above were: Archie Linder, Howard (Co, 
is Fe, 2 Te (XI ~ \X \ \ \ Jewelers, Inc.; Wm. Goldblatt, Greenwold, 
- SIRNA Inc.; Etta C. Boord; J. J. Simon, Panes 
QAKWN \ (Poughkeepsie) ; Herbert Kappel, Busch 
Jewelry Co.; Rowland D. Goodman, Tap. 
pin’s, Inc.; Edward C. Sosin, L. B. Perman 
Co., Inc.; Sidney Singer, Finlay Straus, 
Inc.; M. S. Abelson, Abelson’s, Inc.; Leon- 
ard H. Miller, Rudolph Bros., Inc.; Simon 
Sunshine, Sunshine Credit Jewelers. 


MARRIED 50 YEARS 














~ 


MQQ_O_O 
SM Qag SS 
\ SS 
. 


\ 
~ 
\ 


\ 
“ 
\ 
\ 
~S 





: ‘\ \ i 
. % 

“oa * 

‘ uu » “LE 
Ai yy} : 

"AGAE 

UAE | ; 

‘ 
WY 
NM) 

: yi - ~S 


<< 
SS \ SS \ SS 
SN AWN 


N 





A favorite with the men who know .. . this superbly made, aristocratically designed, 
self-winding date watch. The most desired information at a glance, thru the most 
simple of mechanisms . . . fewer than half a dozen parts being added to the regular 
self-winding movement. The Felsa 692 movement embodies the latest advances in 
self-winding technique, and is super-finished to assure fine performance. Available MR. AND MRS. HENRY DAVIDSON 
in four models — all water-resistant — with 17 Jewels, Incabloc, and Incastar*. 





Congratulations are in order for Mr. 


#4175 and #4195 in all steel hand-lapped cases: $65 (Federal Tax Included) and Mrs. Henry Davidson who celebrated 
#4195 with 14K top, steel back: $87.50 FT] #4194 in 14K Solid gold: $225 FTI their 50th wedding anniversary on March 


24th with their family and friends at Louis 
Sherry’s, New York. 

Henry Davidson, who has been in the 
jewelry industry for over 57 years, is presi 
*INCASTAR, the advanced regulator . . . Special awards for dent of Davidson & Sons Jewelry Co., Inc., 


accuracy, by Official Swiss Testing Observatories, increased 65% 20 West 47th St., New York. His two 


when Incastar regulators replaced the out of date "Index Regula- sons, Sydney and Leo, are associated with 


him in business. 
"Write for INCASTAR folder. | 
tor deetibeel As anniversary presents, the Davidson 


children presented their parents with gold 
framed oil portraits of their respective 
families. The grandchildren gave each 


grandparent a gold wrist watch. 
Baily & Holland Liquidated 
The liquidation of the firm of Baily & 
Holland, retail jewelers of Uniontown, Pa. 
SINCE 1659 was recently announced by William F. 
Holland. Mr. Holland, a partner and 
manager of the firm for the past 45 years, 
stated that the stock, fixtures and building 
in which the store was located were sold 


last Deccember. 











Exclusive U. S. Distributors 
JULES BOREL & COMPANY 1015 Walnut, Kansas City 6E, Mo. 
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Bulova Presents Unique 
Watch Repair Campaign 

On March 30, the Bulova Watch Co., 
Inc., announced its plans for an unprece- 
dented Spring Watch Material promotion 
for 1951. Watch repair business being one 
of the prime dollar volume producers in 
retail jewelry stores, it demands greater 
concentrated attention profit-wise. 

According to Robert M. Carlin, General 
Manager, Material Sales Division of Bulova, 
this dramatic new Bulova program is a 
result of the need for new plans and new 
techniques to help the jeweler make his 
repair volume more profitable, and help 
him enjoy as great a profit on his watch 
repair operation as he does on the balance 
of his business. 

The campaign-theme cautions the jeweler 
to “Building Your House of Watch Repairs 
on a Solid Foundation!” The ‘House of 
Watch Repairs’ is presented as an attrac- 
tive, ‘Disney-like’ house—a house with a 
smile. surrounded by gremlins, building 
the four essential components of a watch 
repair business: Foundation . . . Genuine 
Material; First Floor . Watchmaker’s 
Labor; Second Floor Repair Mer- 
chandising; Roof of . . . Profit. 


Jewelers will receive direct mail from 
their material jobbers and a most effective 
full color jobbers’ salesmen portfolio (illus- 
trated here) has been prepared that ana- 
lyzes the watch repair operation. It tells 
Mr. Watchmaker, dramatically, how to go 
in the direction of more profit and volume. 

The Watch Material Distributors Asso- 
ciation of America has also adopted the 
‘House of Watch Repairs’ as an industry- 
wide theme for its member jobbers. As 
part of this program the Bulova Watch 
Co., Inc., is introducing a new and im- 
portant product—the Bulova Hand Cabinet. 
It is a one drawer, time-saving cabinet that 
sells for $37.50 and contains $59.50 worth 
of Genuine Bulova Hands. The cabinet 
features movable dividers for easy refer- 
ence and room for expansion, and is de- 
signed to stack with other Bulova Material 
Cabinets and all standard cabinets. 

A new Bulova Hand System catalog for 
the watchmaker is being introduced with 
the cabinet. It will contain full informa- 
tion on hand _ interchangeability, color, 
style and length. 

It is felt that this fresh approach, and 
the thorough program backing it, repre- 
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sents a valuable contribution to the Jewel- 
ers of America. 





Seattle Chosen as Site 
For Japanese Trade Fair 


Jewelry, cultured and imitation pearls, 
porcelains, pottery, glassware and giftware 
are but a few of the many products which 
will be displayed at the Japanese Trade 
Fair, Seattle, Wash., June 17 to July 3. 
The fair will be staged on the campus of 
the University of Washington in the Ed- 
mundson Pavilion where more than 60,000 
square feet of display space will be de- 
voted to exhibits of Japanese products 
and culture. 

Management of the Japanese Trade Fair 
is by International Trade Fair, Inc., and 
it is being staged by the people of the 
State of Washington as a goodwill gesture 





toward the people of Japan. Additional 
information on the fair may be obtained 
by writing to John M. Haydon, managing 
director, Central Building, Seattle, Wash. 





Collection of Heirloom Jewelry 
Now on Display at N. Y. Museum 


A special exhibition of “New York Heir- 
loom Jewelry” opened April 19th at the 
Museum of the City of New York, Fifth 
Avenue, 103rd to 104th Streets, and will 
remain on display throughout the summer. 

The exhibition consists of several hun- 
dred pieces selected from the Museum’s 
extensive collections including a number 
of recent gifts never before shown. 

The exhibition was planned and pre- 
pared by Miss V. Isabelle Miller, Curator 
of Jewelry, Costumes and Furniture. 




























A NEW CATALOG 


of JEWELERS’ FINDINGS 
from F. H. NOBLE & COMPANY 
sent with the compliments of 
Your Jobber 





A COMPLETE LIST OF FINDINGS ACCURATELY 
ILLUSTRATED AND PRICED MAKES ORDERING EASY 


Keep It Handy . . . Use It Often 
ORDER FROM YOUR JOBBER 


....F. H. NOBLE «© company 


Manufacturers Since J872 
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Gita FREE 





Send name and address to: 


GENERAL MILLS APPLIANCE DEPT. 
1620 Central Ave., Minneapolis 13, Minn. 
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MLHS MEMBERS HONOR BIFFAR AT LUNCHEON 


3 2 





Over 40 members of the Maiden Lane 
Historical Society gathered at Schwartz 
Restaurant in New York City on March 
29th to pay tribute to Benjamin F. Biffar, 
who is currently celebrating his 50th year 
on Maiden Lane. Mr. Biffar, who is vice 
president of the Society, was honored at 


a luncheon which preceded the annual 
meeting of the organization. 
In introducing the guest of honor, 


George Schofield, MLHS trustee, briefly 
outlined Mr. Biffar’s long career in the 
jewelry industry and called attention to 
the fact that he has been an active mem- 
ber of the Society for 23 years. He pointed 
out that Mr. Biffar is a past president of 
the Jewelers Fraternal Association, Maiden 
Lane Outing Club, and the Jewelers 
Square Club. 

On behalf of the entire membership, 
Mr. Schofield then presented the guest of 
honor with a portrait sketch bearing the 
signatures of all the members present. A 
silver plaque, suitably inscribed, will be 
attached to the frame of the portrait in 
the near future. 


BENJAMIN F. 
BIFFAR 


Marks 50th Year 
on Maiden Lane 





Mr. Biffar, in accepting the present, ex- 
pressed his thanks to all who attended the 
luncheon in his honor. He recalled that 
when he first started in the jewelry in- 
dustry his wages amounted to four dollars 
a week. He also pointed out that he was 
one of twelve children, seven of which were 
active in jewelry industry. 

W. Waters Schwab, president of J. R. 
Wood & Sons, and Jerome L. Grant, execu- 
tive vice president of American Jewelry 
Distributors, sent Mr. Biffar congratulatory 
telegrams which were read at the meeting, 
Mr. Biffar, who is now connected with the 
Wiltshire-Biffar Co., was associated for 26 
years with J. R. Wood & Sons. 

The meeting was climaxed with the re- 
election of all officers for another year. 








Sas 


They are: President, Frank J. McCormack; 
Vice President, Benjamin F. Biffar; Hon. 
orary Vice Presidents: Joseph D. Little, 
G. H. Niemeyer, William I. Rosenfeld and 
Otto D. Wormser; Secretary-Treasurer, 
Francis Petersen, and Historian, C. Harry 
Minners. 

Named to the board of trustees were 
Maurice Tishman, chairman, Andrew An- 
dersen, Albert H. Betz, Jack Carling, 
Jerome L. Grant, Frederick L. Henry, Roy 
Linthicum, August O. Packer, George 
Schofield, James E. Theise, Arthur J. 
Tuveri and Frank Whitaker. 


Fabulous 6712 Carat Black 
Diamond Shown at N. Y. Museum 


A 67% carat black diamond, notable for 
its size, rarity, and a reputed power for 
attracting death or disaster, was displayed 
at the American Museum of Natural His- 
tory in New York from March 19th to 
April 2nd. 

In response to inquiries on the rarity of 
fine black diamonds, Dr. Frederick H. 
Pough, the museum’s curator of physical 
geology and mineralogy and gem consultant 
for THE JEWELERS’ CIRCULAR-KEYSTONE, 
arranged the special showing of the dia- 
mond with its owner, Charles F. Winson, 
New York gem dealer. 

The Winson diamond’s history is far 
from clear. One of the undocumented re- 
ports about it is that it was originally 195 
carats in size. According to the story, it 
was stolen from an Indian shrine near 
Pondicherry early in the nineteenth cen- 
tury and was later cut up by an Austrian 
jeweler. 

Reputed to be the largest diamond of 
its color in the world, the Black Orloff is 
opaque, but not as impenetrably so as jet. 
There is some translucency at the facets. 
It is valued at about $25,000. 


Edelstein to Address 
N. Y. Golden Circlers 


Chairman Harry Rodman announced 
that plans had been completed for the 
May 14 meeting of the Golden Circle Club 
of New York at which David N. Edelstein, 
Assistant Attorney General in charge of 
United States Customs, will address the 
meeting on a particularly timely and in- 
teresting subject. It will be an open meet: 
ing for members and their guests and will 
be held in the Birch Room of the Hotel 
Abbey in New York City. 
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q Frank P. Brennett, for the past 35 years 
with Alpheus L. Brown, Inc., 15 Maiden 
Lane. New York, is now associated with 
Henry Blank & Co., Newark, N. J. Mr. 
Brennett. popular and well known sales 
representative, has been traveling for Blank 
& Co. since March Ist. Long active in 
jewelers’ social and fraternal organizations, 
he is a member of the Brotherhood of 
Traveling Jewelers, Maiden Lane Histori- 
cal Society, Maiden Lane Outing Club and 
the Jewelers Fraternal Association. 

4 Ben De Frece, president of the De Frece 
Watch Co.. Inc.. 64 West 48th St., New 
York. announced March 23rd that his 
country home at Peekskill, N. Y., will be a 
permanent wildlife sanctuary. For over a 
quarter of a century, Mr. De Frece has 
been an ardent conservationist, as president 
of the Manhattan Chapter of the Izaak 
Walton League of America, and ihrough 
his membership in a number of fish and 
game associations. He is currently serving 
as executive vice president of Wildlife 
Restoration, Inc. 

q It took a former jeweler to guess the 
trade of a fellow craftsman on the popular 
TV program “What’s My Line” recently. 
QO. M. Resen, manufacturer of “Rings of 
Royalty” wedding rings, was a guest on 
the program, during which a panel of ex- 
perts endeavor to guess by questions the 
business of participants. Every “no” answer 
to questions put to guests cost the panel 
$5. A total of $30 was rung up before 
Louis Untermeyer, prominent poet and a 
former jeweler himself, guessed that Mr. 
Resen was a wedding ring manufacturer. 
All members of the panel were attracted 
to the unusual wide, pierced wedding ring 
worn by Mr. Resen when they examined 
his hands in an attempt to guess his “line.” 
The prize meney won by Mr. Resen has 
heen donated by him to the Red Cross. 

q Adom Ipekdjian of Ipekdjian, Inc., New 
York gem firm, left the latter part of 
March on a world-wide flight which has a 
dual purpose. Mr. Ipekdjian will visit the 
firm’s Far Eastern branch offices and at 
the same time will survey prevailing con- 
ditions in the cultured pearl, diamond and 
precious stone markets. He expects to re- 
turn to New York by way of Europe some- 
time in June. 

q An attractive postcard from Vienna. 
dated March 30th, informs us that A. L. 
Serafim of Triplex Lighters, Inc., 1133 
Broadway, New York, is visiting Europe 
on business. 

q Prosper Brozen of the B. B. Crystal 
Corp., 160 Varick St.. New York. flew to 
Paris April 17th on a combined business 
and pleasure trip. Mr. Brozen expects to 
return home the latter part of May. 

€ Richard Jafie, formerly associated with 
his father in the firm of A. Jaffe & Son. 
Inc., and Henry Margolis, recently an- 
nounced the formation of a new diamond 
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importing concern. The new firm, known 
as Margolis-Jaffe, Inc., is located at 562 
Fifth Ave., New York. 

q A. Feinberg of A. & J. Feinberg, dia- 
mond importers at 62 West 47th St., New 
York, left April 8th to visit the diamond 
markets of both Antwerp and Amsterdam. 
Mr. Feinberg was expected to be back in 
New York the latter part of April. 

q Arthur Jacoby, diamond merchant, form- 
erly located at 170 Broadway, New York, 
has moved to new quarters at 71 Madison 
Ave. near 28th St. 

q Wm. A. Muney, diamond importer lo- 
cated at 52 West 47th St., New York, 
sailed April 25th on the S. S. Liberte on 
an extended buying trip. He will visit the 
principal diamond centers in Europe and 
Israel. 

q Sixty-one students and guests attended 
the April meeting of the Gemological In- 
stitute’s Study Group of the Greater New 
York Area. The subject of color, in jewelry 
and costuming. was adeptly covered by 
Certified Gemologist, Eunice R. Hastings. 
The May meeting will be conducted by 
Eastern Headquarters’ Director, G. Robert 
Crowningshield, whose subject will be “A 
Report from the Gem Trade Laboratory.” 
The meeting will be held on Tuesday eve- 
ning, May Ist, at the Hotel Roosevelt. 


Herbert Ollendorff Honored 
By Employees on 70th Birthday 


Herbert Ollendorff, president of Ollen- 
dorff Watch Co., Inc., makers of Gotham 
watches, was feted on the occasion of his 
70th birthday by employees at a_ party 
given on Friday, March 16th. 


HERBERT 
OLLENDORF 
President, 
Ollendorff Watch 
Co. 





Highlight of the evening’s festivities was 
the presentation of a special anniversary 
book, leather bound with parchment sheets, 
which contained the signatures of all em- 
ployees plus their length of service with 
the company. 

Brief remarks were made by Morton 
Ollendorff, treasurer; Sol Raskin, office 
manager, and Alexander W. Macy, adver- 
tising manager. By means of a special 
pre-arranged hook-up, company salesmen 
from all parts of the country voiced their 
greetings simultaneously over the wire. 
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DIAMONDS 


All Sizes - All Qualities 
Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for Price List No. 18 of May 1951. 
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Obituaries 





BEN “BENNIE” BENSON, 65, prominent 
jeweler of Port Chester, N. Y., died Feb. 
3 after a short illness. Mr. Benson 
served the trade for nearly 40 years—get- 
ting his start on Maiden Lane with Henry 
Davidson, now president of Davidson & 
Sons Jewelry Co., New York. While with 
Davidson for nearly 20 years, he covered 
the Eastern states and was widely known 
in this territory. He is survived by his 
widow, two sons and a daughter. 

Donatp A. Barrows, 63, president and 
treasurer of H. F. Barrows Co., Inc., manu- 
facturing jewelers of North Attleboro, 
Mass., died on Sunday, April 8. Mr. Bar- 
rows was the last surviving member: of 
one of the oldest families in North Attle- 
boro. He was a former selectman of North 
Attleboro, and past president and a mem- 
ber of the board of directors of the Manu- 
facturers National Bank of North Attle- 
boro. 

Rosert V. FINGER, 66, proprietor of the 
Gem Jewelry Store, Arkadelphia, Ark., for 
30 years, died March 19 at his home there. 
The deceased is survived by his widow, 
three sons, two sisters and a brother. 

L. BLAINE LIBBEY, retail jeweler of Mil- 
ford, Mass., collapsed and died in his store 
on April 13. A former Massachusetts State 
Legislator, he had served as representative 
from the Milford district for several years, 
and at one time served as town selectman. 
He was a past president of the Boston 
Jewelers Club and was a director of the 


L. BLAINE 
LIBBEY 


Massachusetts-Rhode Island Retail Jewel- 
ers Association. He also was a director of 
the Milford Savings and Loan Association, 
vice-president of the Milford Chamber of 
Commerce, a member of the Shrine, and 
all Milford Masonic bodies, and of the 
Rotary Club. Surviving are his widow, a 
daughter, a son and a sister. 

Metvin J. Hesse, 55, widely known in 
the jewelry business in the Midwest, died 
on April 8 at his residence in Cincinnati, 
Ohio. A veteran of World War I, he had 
been a salesman for several Cincinnati 
wholesale jewelry firms for a number of 
years, and had _ operated the Horwitz 
Jewelry Store in Hamilton, Ohio, during 
the last two years. He was a former presi- 
dent of the Town Criers of Cincinnati. 
Survivors include his widow, a son, a sister 
and a brother. 

Norsert HorMAN, a member of the firm 
of Eichberg & Co., New York diamond 


merchants, died April 18 of a heart attack. 











—. 
Born in Germany sixty-five years ago, he 
came here in 1904 and became a partner 
in Eichberg & Co. in 1918. For more than 
25 years he represented the firm all over 
the United States. In more recent years 
Mr. Hofman became active in the buying 
offices of Eichberg & Co. in Antwerp, Am. 
sterdam, and London. In addition to his 
widow, he is survived by a son and a 
daughter. 

WittiAM HOFMAN, retired diamond 
merchant, died April 13 after a long ijl. 
ness. Prior to his retirement in 1949, Mr. 
Hofman was a partner in the firm of Eich- 
berg & Co., New York diamond merchants, 
A native of Germany, he came here jin 
1886 and joined Eichberg & Co., becom- 
ing a partner in 1905. Surviving are his 
widow, a daughter and a son. 

Everett B. Horn, who served from 193] 
to 1947 as president of the E. B. Horn Co., 
Inc., retail jewelers of Boston, Mass., died 
at his home in Waban, Mass., March 24, 
In deference to Mr. Horn’s memory, the 
E. B. Horn store was closed all day, March 
27. Mr. Horn was a member of the Boston 
Jewelers Club and of the Massachusetts 
Bar Association. 

Frep W. KaAepinc, 59, who for the past 
28 years has operated a retail jewelry store 
in Milwaukee, Wis., died on April 7 of 
a heart ailment. For five years he had 
served as treasurer of the Milwaukee Dis- 
trict Jewelers Guild. He was also a mem- 
ber of the Wisconsin Watchmakers Asso- 
ciation, American National Watchmakers 
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DIAMOND CUTTING 
Earn Big Pay! 


Enroll now at the Only School in America training 
men in this profession. Become an expert in this 
highly naid profession in only 14% months. A fas- 
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Association, the Jewelry Industry Council, 
and the American National Retail Jewelers 
Association. At the time of his death 
he was serving as secretary of the Mil- 
waukee Jewelers’ Guild. Surviving are a 
brother and three sisters. 

Miss HELEN Kocu, a partner in the firm 
of Mecklenborg & Gerhardt, manutactur- 
ing jewelers of Cincinnati, Ohio, died 
April 4 after an illness of several months. 
A native of that city, she has been asso- 
ciated with the company for 40 years, and 
was one of the most widely known and 
popular persons in the trade in the Mid- 
west. She is survived by two sisters. 

Mrs. YETTA LINDAUER, who for the past 
45 years had operated the L. Lindauer 
Jewelry Store in Savannah, Ga., died on 
March 25. Surviving are her ence daugh- 
ters and a sister. The business will be 
continued by her daughter, Mrs. Joseph E. 
Beales. 

ArMoNDE K. MILLER, proprietor of the 
retail jewelry firm of Otto Miller & Son, 
Olean. N. Y., died on April 5. The firm, 
which is one of the oldest business estab- 
lishments in Olean, was established in 
1865 and has been continuously operated 
by members of the same family. Mr. 
Miller is survived by his widow, Mrs. Elsie 
B. Miller, who will continue to operate 
the business under the same trade name. 

Frank A. PFEIFFER, 73, operator of a 
retail jewelry store at Parsons, Kan., for 
57 years, died March 26 of a heart attack. 
He was also vice-president and a director 
of the First National Bank. former presi- 
dent of the Kansas Retail Jewelers Asso- 
ciation, and a former vice-president of the 
American National Retail Jewelers Asso- 
ciation. 

HENRY STERNBERGER, 86, retired New 
York diamond importer, died April 16 in 
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Mountainside Hospital, Montclair, N. J. 
Mr. Sternberger, who retired in 1929 


from Stern Brothers & Co., diamond im- 
porters and cutters, was former president 
of the Public Library board of trustees 
in Bloomfield, N. J., and a trustee of the 
League for Friendly Service for more than 
30 years. His widow and a son survive. 
Greorce N. WALLACE, 66, owner of Jules 
Racine & Co., watch importers at 20 West 
47th St.. New York, died April 11 in 
Doctors Hospital, New York. Born in 
Leland, I[ll., Mr. Wallace worked for six 
years for the firm of J. W. Forsinger m 
Chicago and New York before joining 
Jules Racine & Co. He also, at one time, 
worked for E. Ira Richards & Co. in New 


York City. Long active in jewelers’ oy- 





GEORGE N. 
WALLACE 
ganizations, Mr. Wallace was a member 


of the Brotherhood of Traveling Jewelers, 
The Twenty-Four Karat Club of the City 
of New York, and the American Watch 
Assemblers Association. He also belonged 
to the Knights Templar and was a mem- 
ber of Bunting Lodge F. & A. M. Surviv- 
ing are his widow, Mrs. Christina Findlay 
Wallace, and two sisters, Mrs. Dorothy W. 
McG!othlen, Long Beach, Calif., and Mrs. 
Annabelle Lanyon, San Diego, Calif. 
Epcar LANE WILKINSON, 24, sales rep- 
resentative for B. M. Hammond Co., Inc., 
wholesale jewelers of San Antonio, Texas, 
was killed recently in an automobile acci- 


dent while driving from his Fort Worth 
home to San Antonio. Mr. Wilkinson, 


who had been planning on going into busi- 
ness with his father, George L. Wilkinson, 
had visited Fort Worth to complete ar- 
rangements to purchase the jewelry de- 
partment of a large department store. The 
deal was to have been closed the day after 
he lost his life. In addition to his parents, 
he is survived by three sisters. 


N. Y. 24-K. Club Announces 
Outing and Dinner Dates 


H&man L. Baskin, president of the 
Twenty-Four Karat Club of the City of 
New York, announced the dates for two 
forthcoming events of the organization at 
a recent meeting. 

Travers Island, Pelham, N. Y.. has again 
been chosen as the site for the annual 
summer outing which will be held this 
year on June 13. Harry J. Bromley, vice- 
president of the club, is in charge of ar- 
rangements for the outing. 

Jan. 12, 1952, is the date that has been 
set for the 56th anniversary dinner of the 
club. The affair will be held at the Wal- 
dorf-Astoria Hotel, New York. 
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| Brand Names Foundation Presents Annual Awards— 
REPAIRS and PLATING 
in GOLD and SILVER _ a 
; Ze 
| 
33 Years of Continuous | 
Service to the Trade 
| 
from | 
Coast | 
to | 
Coast | 
(Before) (After) | | 
OI The Schindler Jewelry Co., Sioux City, lowa, | A "Certificate of Distinction" in Brand f 
Highest was also awarded a "Certificate of Distinc- | Names Foundation's third annual "Retailer 
. tion’ for its leadership in brand name jew- | of the Year’ awards was presented to Wil. 
Quality elry retailing. Rudolph L. Schindler (left), liam E. Steacy (left), manager of Michaels, 
Workmanshi president, is shown receiving the citation | New Haven, Conn. He is shown receiving 
P from Bill Savitt of Savitt Jewelers, Hartford, | the citation from David Arons, a member 
. Conn., a member of the Foundation's Retail of the Foundation's Retail Advisory Com- 
Advisory Committee. mittee. 
stearenteedladapepatttnataiahiaien S & N. Katz. Inc.. of Baltimore. Md | “Certificates” were accepted by Dwight R. 
REPAIRED EQUAL TO NEW ae atte] Aneil 11th ac “Tawalee Gtar, | Haggard, manager, for Budd & Co., Colum- 
was cited April llth as “Jewelry Store hus. Ohio: by William E. Steaev 
NEW PARTS SUPPLIED Brand Name Retailer of the Year” for the | rat x nag eal pr 
. . a P - ‘ O i CHaciog LE ‘ 4 i s <_< a y 
ENGRAVING REMOVED—REFINISHED store’s leadership in distribution of famous | Raddieh 1. Sdidniles, geediees a 
REPLATED—LACQUERED product brands at the “Salute to the | Sttaline Ieentey Co. Glee Cee, bee : 
Special Order Work American Merchant” luncheon of Brand 4 “Certificate” was also presented to 
ecial Order Wor bia | “re ae ae ee ae : ‘ ee 
Pp Names Day—1951. at New York’s Hotel | Rickys Jewelers. Klemath Falls, Ore. 
WILLIAM HERTEL & CO., INC oe | 
; *" " In addition to the “Jewelry Store Brand 
Mastercraftsmen—Silversmiths Name Retailer of the Year” citation, “Cer- 
17 West 45th St. New York 19,N.Y. | tificates of Distinction” were awarded to 
Est. since 1918 four other jewelry stores for their leader- 
AT THE SAME ADDRESS | ship in brand name jewelry retailing. 
oe Bill Savitt (right), a member of the Brand : 
a Names Foundation's Retail Advisory Com- 
~o be mittee, presented a ‘Certificate of Distinc- 
ae tion" to Dwight R. Haggard, manager of 
3 Budd & Co., Columbus, Ohio. 
e! The citations were among 66 presented = § 
29 to outstanding merchants in 17 categories F 
+2 of retailing, selected from more than 2000 } 
se nominations originally submitted to Brand 
cs Names Foundation for its third annual Ff 
73 “Brand Name Retailer of the Year” § 
a7 awards. ’ 
ee Fans } 
, salanien ! 
F1IIOI 1016"x7\"” Kevstone $12 ; 
Special Cuckoo Clock 
en Strikes Every 14 Hour. Once e 
#2EG 12'2"x8" Keystone $55 SOLE U.S. AGENTS FOR JUNGHANS ° 
400 Day Clock 1000-DAY ATO CLOCKS Daniel W. Crone (right), vice president of 
y T , Ts a ’ j n : 
SEND FOR NEW SPRING CATALOG & PRICE LIST S. & N. Katz, Inc., Baltimore, Md., is show 
receiving the "Jewelry Store Brand Name §& 
HENRY COEHLER co. INC. Retailer of the Year'’ plaque from Stephen 
220 5th AVENUE Viait Our Showroom NEW YORK |, N. Y. Douglas, a member of the Brand Names 
Foundation's Retail Advisory Committee. 
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Concentrated Program of Business and Fun | 


Highlights California RJA Convention 


Neatly balancing a heavy business 
agenda with an equally concentrated pro- 
gram of fun and informality, the California 
Retail Jewelers’ Association held their 18th 
annual convention in San Francisco at the 
Palace Hotel, April 1 to 4. 

Unanimously elected to head the associa- 
tion through the next year were Durward 
Howes III, B. D. Howes & Son, Inc., Pasa- 
dena, president; Harold Barnard, Hollan- 
der’s Eureka, first vice president; Martin 
R. Thomas, Los Angeles, second vice presi- 
dent, and Russell V. Fergoda, J. Herbert 
Hall Co., Pasadena, treasurer. William M. 
Erb continues as executive secretary of the 
association. 

Sunday, opening day of the convention, 
saw the registration desks thronged. The 
Jewelry Industry Exhibit opened at noon 
of this day with 36 manufacturers and dis- 
tributors showing new lines. Booths fea- 
tured dealer aids, sales helps for windows, 
direct mail and newspaper ads as well as 
the latest merchandise. The exhibit was 
open throughout the four-day session. Sun- 
day afternoon was devoted to the Good 
Fellowship Cocktail Reception hosted by 
the Northern California Wholesale Jewel- 
ers Association and Associated Jewelers 
Crafts of Northern California. 

Business sessions began for directors on 
Monday with the meeting of the Nominat- 
ing Committee but the members at large 
relaxed at the Olympic Club’s Lakeside 
Golf Course where the Northern team de- 
feated the visiting Southerners. 

Meanwhile, crosstown, Mrs. William 
Morgan (Morgan & Allen Co.) and tele- 
vision station KPIX were playing hostess 
to the wives of jewelers attending the con- 
vention. The ladies were taken backstage 
to view the telecasting of several shows 
and were shown the intricacies of camera 
workings, sets, etc. 


| 


wives, and guests take to the Bay for a 
four-hour showboat ride around the San 
Francisco harbor. Two orchestras provided 
music for dancing and folk dance exhi- 
bitions were given. Bert Nordman (Nord- 
man & Aurich) was chairman of this event. 

Fashion dominated the third day’s pro- 
gram. A record attendance jammed the 
Palace Rose Room for the luncheon fash- 
ion show staged by Miss Martha Percilla, 
fashion director of the Jewelry Industry 
Council. Gowns by top designers from 
Joseph Magnin’s of San Francisco were 
accessorized by diamonds and_ fashion 
jewelry from top New York houses. Miss 
Percilla emphasized the importance of fash- 
ion background in merchandising jewelry 
which is after all a fashion accessory. The 
show illustrated the importance of color 
in jewelry, trends in new designs and fash- 
ion tips on wearing jewels. 


DURWARD 
HOWES ill 


New President 
of 
California RJA 





Prior to ithe fashion show, the convention 
delegates had been welcomed to the city 
by San Francisco’s Mayor, Elmer E. Robin- 
son, who had earlier proclaimed April 1-6 
as “Jewelry Week” for the Bay City. Fol- 


lowing Mayer Robinson’s address, Alan J. 


Lowrey, president of the San Francisco 
Chamber of Commerce, spoke briefly to 











CASTING 
SILVER 


WITH TIN RESTRICTED, leading 
costume jewelry manutacturers 
are turning again to sterling 
silver for the production of high 
style costume jewelry. 


SINCE WORLD WAR II, impor- 
tant advances have been made 
in the ''‘lost wax’ casting process. 
For new equipment for large 
volume production, and for op- 
erating supplies, call on us. 


WE COVER THE ENTIRE PROC- 
ESS of casting from the rubber 
mold to the fingl polishing. 


LET US KNOW your require- 
We will send you a 
detailed estimate covering equip- 
ment and supplies needed. 


ALEXANDER SAUNDERS & CO. 


95 Bedford Street New York 14, N. Y. 
WAtkins 4-8880 


ments. 
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BOHEMIAN GARNET JEWELRY 


Genuine 


made by the finest 
Artisans in American 
occupied Germany. 


The most fashionable 
and popular jewelry 
today — is made in 
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the group. 

Carl E. Steller (Ventura) reported on the 
recommendations of the nominating com- 
mittee and the new slate of officers was 
chosen by unanimous vote. 

Durward Howes III, chairman of the 
luncheon, then introduced Kenneth [. Van 
Cott, president of the American National 
Retail Jewelers Association, who spoke on 
the relation of the national association to 
the individual jeweler and reported briefly 
on his recent trip to Switzerland. 

Following Mr. Van Cott’s report, Robert 
H. Russell, field merchandising coordinator 
for the Watchmakers of Switzerland, in 
cooperation with Herb Raynaud, display 
director for Gump’s, San Francisco, pre- 
sented a graphic demonstration in window 


Monday evening saw nearly 600 jewelers, attractive earrings— 
bracelets—rings and 
necklaces—at reason- 


able prices. 














JEAN NAFTULE 


Importer of Synthetic & Semi-Precious 


STONES 
Specializing in Calibre 1%, 134-2 mm 
Round Machine Cut 1 to 10 mm 


35 Maiden Lane, New York 38, N. Y. 
BOwling Green 9-8973 


Memo approval packages sent to 
rated jewelers — 


ASIATIC ART JEWELRY CO. 


225-5th Ave., New York 10, N. Y. 


' COMPLETE REPAIR SERVICE 
10 THE TRADE 


JEWELRY REPAIRING 


New Shanks — New Bezeles — New 


Prongs. 
DIAMOND SETTING 
WATCH REPAIRING 


1 year guarantee. 























LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to de your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
“Send Me Your Next Package.’’ 

| M. J. STERN 

Repairing of Jewelry & Special Order Work 














61 Beekman Stree? New York 7, N. Y. ‘display. Mr. Russell emphasized | that ENGRAVING 
—_— watches are a replacement item and sales All styles of block, shading and 
can be increased by pointing up the neces- script. 
a sity of different types of wetches for dif- PLATING 


Jewelry, silverware, etc. 
All work at moderate prices. 


With 25 years of serving the trade we 
con meet all your repair problems. 


PROMPT 24 HOUR SERVICE 


PAUL H. LOTTHAMER 


44 Graham Avenue Brooklyn 6, N. Y. 
Phone EVergreen 8-1234 








ferent activities. 

Following the fashion luncheon, the 
members adjourned briefly to reconvene for 
an advertising clinic led by Roy Bradt. 
Pacific Coast Retail Manager, Bureau of 
Advertising, American Newspaper Pub- 

(Please turn to page 223) 


TRY OUR FAST, ACCURATE 
AND EFFICIENT 
@ STAFFING 
- @ JEWELING 
¥b 3 @ VIBRATING 
HAIR Unmatched in Quality 
SPRING VIBRATING CO. Jobbers Inquiries Invited 
P.O Box 330 406 32nd St Union City, NJ 
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JEWELED 
CIGARETTE CASE 











14 KT. GOLD & PLATINUM 


Powder Boxes «¢ Bracelets 
Necklace Clasps ¢ Clips 
Lipsticks a Cuff Links 
Brooches « Rings 


Earrings 


GUTENSTEIN BROTHERS 


18 EAST 53 STREET 
NEW YORK 22, N. Y. 




















1 for the money 





2 to show 


. . . personalized pocket acces- 
sories with facsimile signature in 


14K gold. 


Available in alligator. lizard. os- 
trich, saffian. and seal. 


From an extensive collection of 
gold mounted leather goods styled 
and crafted by 


HALLER & Gompany 


207 E. 49trH ST. e NEW YORK 17, N. Y. 
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Capacity Crowd Attends Diamond Peacock Banquet 





Included in the head table line-up at the annual dinner-dance of the Diamond Peacock 
Club were, left to right: John M. Biggins, past president of the Chicago Jewelers Associa. 
tion; Miss Jemima Russell, M. T. Bird & Co.; Edgar E. Baker, president of the New England 
Manufacturing Jewelers & Silversmiths Association; Robert Abbott, vice president, New 
England Region, American National Retail Jewelers Association; Mrs. Abbott; Harry J, 


Appropriately enough for April, the 
month of diamonds, the annual dinner- 


'dance of the Diamond Peacock Club at 





Boston’s Hotel Somerset on April 14th 
turned out to be such a brilliantly spar- 
kling affair that before the evening was 
over the ladies were obliged to don their 


| jeweled sun glasses. 


These, of course, were the spectacle-u-lar 
souvenirs (by Tura of New York City) 
which were distributed to the more than 


| 250 ladies who graced the dinner-dance by 





their charming presences. 

Following the cocktail hour. members 
and guests enjoyed a fine dinner with mu- 
sic for dancing between courses and after 
by Ken Reaves and his orchestra. 

Officers for 1951 included William M. 
Selberg, Elgin National Watch Co.. presi- 
dent; Bertil E. Dehlin, Handy & Harman, 
vice-president; Matthew J. Brown, Scott 
Jewelry Co., treasurer; and Michael W. 
Mahar, Mahar-Engstrom Co., secretary. 


BRENNAN PRESENTED WITH WATCH 


Highlight of the evening’s festivities was 
the presentation of a watch to Robert Bren- 
nan, Speidel Corporation, past president of 
the club. The presentation was made by 
William M. Selberg, club president. 

Head table guests included Sturgis C. 





Shown here exclaiming delightfully over the 
ieweled sun glasses, by Tura of New York 
City, which were distributed as souvenirs 


_ for the ladies, are, left to right: Mrs. Mat- 
| thew Brown, wife of the club treasurer; Mrs. 


William M. Selberg, wife of the club presi- 

dent; Mrs. Bertil E. Dehlin, wife of the 

vice president of the club, and Mrs. Michael 
W. Mahar, wife of the club secretary. 





| Bromley, vice president, The 24-Karat Club of the City of New York, and Mrs. Bromley, 


Rice, president of the Boston Jewelers Club, 
and his guest, Miss Mildred Munro; Harry 
J. Bromley, vice-president, The 24-Karat 
Club of the City of New York. and Mrs. 
Bromley; C. Edward Cotter, president, 
Massachusetts-Rhode Island Retail Jewel- 
ers Association, and Mrs. Cotter; Robert 
Abbott, vice-president, New England Re. 
gion, American National Retail Jewelers 
Association, and Mrs. Abbott; Lansford F. 
King, editor, THE JeWweLers Crrcutar- 
KEYSTONE, and Mrs. King; Edgar E. Baker, 


president, New England Manufacturing 











TITANIA GEM STONES 


Rutile) 


SEMI-PRECIOUS STONES 


CUT ROUGH 


Amethysts — Aquamarines 


Topaz — Tourmalines — Garnets 


direct from our cutting plant in stackal 


Widest selection in stock, including ring 


sizes, round stones, heart shapes, etc. 


WGA Od maiiads 


Leading Producers and Importers 


48 W. 48th Street New York 19, N.Y 


Phone: Circle 6-943 | 











TRAVELING CLOCK CASES 


#11J—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red, 
BE csctecseaeeees cmel $7 K 
#22) Genuine Morocco Leather 
case—Wine, Red. Black, Blue, 
Brown, Green $ii K 
#35J—Genuine Calf Leather 
with gold tooled border, Black, 
Brown, Tan, Red and Light 
De scscdansaenen eel $13 K 
at 234” and 2%” for Swiss and 
tam Waltham. Immediate Delivery. 
> ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 
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Importers of 
CHATONS MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 











LOngacre 3-1176 


—————— 
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Jewelers & Silversmiths Association ; John 
M. Biggins, past president, Chicago Jewel- 
ers Association, and Miss Jemima H. 


Russell. 


“Settings for Our Precious Jewels”—the 


Other head table guests at the dinner dance included |. to r.: W 








seating arrangements for guests, were in- 
cluded in the souvenir menus. 

“Mike” Mahar was chairman of the 
dance committee, and “Mat” Brown was 
chairman of the gift committee. 


~~ 
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National Watch Co., president of the club; Mrs. Selberg; Sturgis C. Rice, president of the 

Boston Jewelers Club, and his guest, Miss Mildred Munro; C. Edward Cotter, president of 

the Massachusetts-Rhode Island Retail Jewelers Association; Mrs. Cotter; Lansford F. King, 
editor of THE JEWELERS' CIRCULAR-KEYSTONE, and Mrs. King. 





ABP Presents Ad Award 
To General Plate Division 


The General Plate Division, Metals and 
Controls Corp., Attleboro, Mass., was 
singled out for high honors in business 
paper advertising at a dinner held in Pitts- 
burgh on April 5th for award winners in 
the 1951 advertising contest sponsored by 
the Associated Business Publications. Her- 
bert S. Phillips, assistant sales manager, 
accepted the award for his firm and a 
duplicate award was granted to Irving E. 
Blaine, The Blaine Co., Attleboro advertis- 
ing agency handling advertising in the 
jewelry and optical field for the General 
Plate Division. 

Phillips and Blaine, with representatives 
from 21 other companies and their adver- 
tising agencies, received awards for the 
excellence shown in their advertising which 
appeared in industrial, institutional and 












SPECIAL OFFER 
MEN'S CALENDAR 47 


Lever 17J Inc. 2 Windows, 
Gold Plate Top, Steel Back. 


CHRONOGRAPH $13.50 


17 J Hahn Lev. Mov.—t3' L. 
Radium Dial. Double Push Pins 
Steel Back Chrome Top 


VILLEREUSE WATCH CO. 
55 W. 42 St., N.Y. 18, N.Y. 


————— 
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YOU CAN'T LOSE 
Watch Repair Sales with POLTOCK — the 
Supply House that stocks ALL Hard-to-Get 
parts—Swiss and American! 
F R s rb } j Write Dept. J for Catalog, 
¢ | Ligne Gauge & Stationery 


JOHN A. POLTOCK & CO. 


15 MAIDEN LANE « NEW YORK 38,N. Y. ® 
"@0000000000000000000000006" 











WATCH CASE REPAIRS 


BEZELS, BACKS, ETC., MADE TO 
ORDER—IN ANY METAL 


MICHAEL KAHANE 


36 West 47th Street, New York 19, N. Y. 
Judson 2-4539 























professional publications during 1950. A 
distinguished audience of advertisers, 
agency representatives and business paper 
publishers witnessed the presentations at 
Pittsburgh’s University Club. 





Herbert S. Phillips (second from left), as- 
sistant sales manager, General Plate Divi- 
sion, Metals & Contrels Corp., accepts the 
award certificate granted his firm for ex- 
cellence in business paper advertising from 
James G. Lyne, chairman of the board, 
Associated Business Papers. Along with 
other winners was Irving E. Blaine (left), of 
The Blaine Co., Attleboro advertising 
agency, responsible for General Plate's ad- 
vertising in the jewelry field. 


The presentation of awards was held in 
cooperation with the members of the In- 
dustrial Advertising Council of Pittsburgh, 
who devoted a special evening session to 
the program. 

The Metals and Controls Corp. and the 
Blaine campaigns had been entered with 
500 others, advertising a wide range of 
products and services, in a national contest 
sponsored by ABP, the headquarters of 
which are in New York City. 





q William E. Fitzgerald has launched his 
second store in the San Francisco Bay 
area. Four years ago he opened Fitzgerald 
Jewelers at 1504 Webster St., Alameda, 
and has expanded with a new store in the 


Maltby Market Center. 





Two New 


Eastern Star 
Rings 


Created by Gran 





HERE ARE TWO new exquisitely fashioned 
Eastern Star Rings for quick turnover. 
They are made with jewelled synthetic 
stone points radiating the 5 colors on a 
14K white gold Rhodium finished top 
which is encircled with rosettes that 
form a brilliant reflecting pattern. 
Shanks are 14K yellow gold. 

Also available with center plate for 
setting a diamond or alter. Gavels too 
can be applied for making them attrac- 
tive Past Matron rings. Your inquiry 
will receive prompt response. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 











THE KANSAS CITY SCHOOL 
OF WATCHMAKING 


Now Offers 
Home Study Courses 


WATCHMAKING & ENGRAVING 


Step-by-step Procedure Adapted from the 
School's Outstanding Resident Training. 


Write for Information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. HS Kansas City 6, Missouri 


WATCHMAKERS 


Genuine American or Swiss material 
guaranteed fo fit 


HARD TO GET PARTS 
Staffs & a oe Mail Service 


AMLET WATCH CO. 


116 Nassau S?#. New York 38 




















DIAMOND 


Wholesale 
Prices 
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Guaranteed 


Finish 






Style #1698 







Yes, the richly plated finish you 
admire on every Alice earring 
carries the manufacturer’s guar- 
antee for durability and non-tarnishing 

for a full year! Style 371698 
(above), for instance, combines a Hamil- 
ton Gold or Silver plated finish with a 
top-selling, basic style for steady, year- 
’round sales. Your jobber will show you 
this lovely line. 


Write for Samples $7.00 


retail 


JEWELRY CO. 


ag: ‘2 ao tes Prov., R. I. 










THE 


Qisjer SPORTS LINE 
CHARMS AND MEDALS 


—— ALL EVENTS 


_— — 70 YEARS OF 
QUALITY AND SERVICE 
THROUGH THE WHOLESALER 
SPORTS CATALOG ON REQUEST 
~~ ~~ J. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 





FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 


Mi 
REPRODUCTIONS 


wana » DIMES Fi ted agence 


BOSTON, MASS. 


vs ? 











Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q Arthur Wright of Needham, Mass., New 
England representative for the Mautner 
Co., and Mrs. Wright, drove to South 
Carolina last month to visit their son, 
Arthur, Jr., who has just completed his 
boot training at the U. S. Marine Corps 
base at Parris Island. 

q Members of the New England Guild of 
the American Gem Society met on April 
11 at the Museum of Science, Science 
Park, Boston, where Prof. Ralph J. Holmes, 
of Columbia University, N. Y. City, lec- 
tured on “The relation between proportion 
and brilliance in the fashioning of gem- 
stones.” Dr. Holmes demonstrated with 
instruments, and members brought stones 
for testing at the laboratory session. Next 
meeting of the Guild will be held at the 
same place on May 9, at which time G. 
Robert Crowningshield, director of the 
G.L.A. laboraiory in New York, will speak. 
qAt N. I. Goodman, Inc., 1006-7 Jewelers 
Building, Joseph Stone, salesman, became 
engaged on March 30 to Miss Marilyn 
Bradnick; Mrs. “Nat” Goodman _ writes 
of having a grand time in California; and 
Sidney Geller, salesman, planned to leave 
the end of April for two weeks’ training 
with the U. S. Navy in which he formerly 
served as Lieutenant Commander. 

q Odias Dumont, jeweler of Fall River, 
Mass., has been confined in the New 
England Bapiist Hospital for an operation. 
q Members of the New Hampshire Retail 
Jewelers’ Association will hold their an- 
nual convention at The Wentworth-by-the- 
Sea, Portsmouth, N. H., on June 24 and 
25, according to announcement from Mrs. 
M. A. Noury of Manchester, N. H., secre- 
tary-treasurer. Officers have met to com- 
plete details of arrangements, and, as this 
issue went to press, matters were shaping 
up in fine style. 

q Members of the Thomas Long Com- 
panys employees association held their 
annual entertainment and dance at the 
Hotel Essex on April 5, with a large group 
present. New officers of the association 





Rogers Open Remodeled Store 





Stage and screen star Diana Barrymore 

(right) is shown pinning an orchid on Miss 

Jean Vernon of Chestnut Hill (center) as 

initial patron at re-opening of newly re- 

modeled Rogers Jewelry Store, 385 Wash- 

ington St., Boston, Mass. Jerry Pollack, 
store manager, looks on. 


NEW ENGLAND 





include Miss Elsie Seel, repair depar. 
ment, president; Miss Ethel Jackson, ye. 
tail, vice-president; Miss Reina Blanchard 
retail, treasurer; and Miss Barbara Powell 
wholesale, secretary. 

q Teams of the Boston Jewelers Bowling 
League have ceased their rolling for the 
1950-51 season, with the Mahar & Eng. 
strom team coming out on the top, the 


Thomas Long Co. in second place, and 
the E. H. Saxton Co. in third position, 


Plans were all completed as this isgye 
went to press, for the annual banquet of 
the League, with distribution of prizes 
to individual bowlers and winning teams; 
scheduled io take place on April 21] at 
McKeon & Casby, caterers, 1106 Boylston 
St., Boston. 

q John Kennard of Kennard & Co., Bos. 
ton, left the Hub the middle of April to 
attend the Gemological Institute of 
America in Los Angeles, Calif. 

q Mrs. Rose Marshall, secretary at the 
Travis, Farber Co., 909 Jewelers Building, 
and her husband, Joseph, on the eve of 
their departure for Europe, entertained 
a number of jewelers in a box party at 
the Metropolitan Opera, Boston Opera 
House, on April 15. Among those present 
were Mr. and Mrs. Henry Desjardins, 
jewelers of Beverly and Salem, Mass.; Mr. 
and Mrs. George Allman, of Quincy Loan 
and Jewelry Co., Quincy, Mass.; Mr. and 
Mrs. James B. Blessington, jewelers of 
Lynn, Mass.; and Mr. and Mrs. Robert 
Johnson of the Parker Pen Co., Boston. 
During intermission, Mrs. Marshall planned 
to visit opera singer Rise Stevens, an old 
friend with whom she had studied music 
in Boston. 
q Herbet 


Guiness. 


A. Guiness of the Louis F. 
Inc., firm, 711 Jewelers Building, 
took a short vacation in Florida before 
re-entering the U. S. Air Force as Cap- 
tain on May 1 to be stationed in Lime 
stone, Maine, for the present. 

q Samuel Leavitt, diamonds, has vacated 
Room 401, Jewelers Building, and _ the 
area has been taken over as a stock-room 
by Joseph Gann, Ince., Washington 
Building. 

q More than 5,000 persons registered for 
the $450 diamond ring awarded at the 





wl 
ane 

















AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply 4 
the pierceless eat: 
wire nuts. Sixteen 
full threads on the 
nut. , 
Plenty of protection 
for expensive eaf- 
rings. 


Patent Applied For Minimum order 3 
Price for Wire and Nuts: pairs. Quantity 
14K Yellow gold $1.50 pr. Prices on request. 


14K Pink gold $1.50 pr. Platinum Price also 
14K White gold $1.65 pr. on request. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 
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opening of the new Kersey’s Jewelry Store, 
Rumford, Maine, on March lo. In addition 
to the ring, many other prizes were dis- 
tributed, along with orchids for all ladies. 
Among those assisting with the formal 
opening were Richard Moore of the Ed- 
mund W. Kirby firm, 304 Jewelers Build- 
ing; Frank Silver of Albert Walker Co.: 
Louis Rosenberg of I. Alberts’ Sons, 8th 
floor, Jewelers Building; and Frank Jack- 
son of D. C. Percival & Co., 2nd _ floor, 
Jewelers Building. 

q Two employees of the Mahar & Eng- 
strom Co., 406-10 Jewelers Building, have 
left to join the armed forces—Donald 
Cook going into the Army Engineers, and 
Robert Vuillemuier entering the Navy. 

q Miss Regina M. Stewart, successor to 
Kelleher-Beckwith Co., formerly at 771 
Washington St., and for the last 16 years 
located in Room 311, Washington Build- 
ing, retired on April 1, liquidating the 
firm. She will live at her home, 60 Pay- 
son Road, Belmont. John C. Pettengill, 
watch repairman, who has shared the 
quarters in Room 311, will remain for 
awhile. the rcom being taken over as ex- 
tension by Henry Kamlot Co., Rooms 
307-10. 

q Harold Hughes, manager of the J. A. 
Foster Co., Inc., Providence, R. I., has 
been ill at the Rhode Island Hospital in 
Providence. 

q Smith & Zaff, 3rd floor, Jewelers Build- 
ing, received a sweet bit of news in the 
mail recently from a customer, John E. 
Mitchell of Goodfellows Jewelers, Barre, 
Vt.—two large cans of 1951 maple syrup! 
q Jack Sawyer of Laconia, N. H., was a 
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Solves Tarnish Problems 


—— TRIM Protectors 


Crystal-clear vinylite protectors 
for silver and china services... 
envelope and roll-types... proof 
against tarnish, moths, dust and 
moisture. 


For use in storage, displays and 
for re-sale. Marvelous bridal 
item in assorted sizes. 


Literature FREE 
The TRIM Company 


2669 JCK Cascade Springs Drive 
Ada, Michigan 
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Diamond Cutters 
Recutting and Repairing for the Trade 


Expert diamond cutting for the 
Best jewelers in the country for 
the past 35 years. 


Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauwelss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 
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Boston visitor while on his way to the 
conclave of the American Gem Society in 
Washington, D. C., March 17 to 20. 

q Gustave J. Poisson of Newton, Mass., 
has taken over the jewelry store of Erving 
I. Pendleton, Natick, Mass., and now op- 
erates both places. 

q Walls and ceilings in the E. H. Saxton 
Co., 6th floor, Washington Building, have 
all been redecorated, and the whole place 
generally “brightened up.” 

q In keeping with the displays of antique 
jewelry in the Jorge Epstein quarters, 
412-16 Washington Building, a number of 
old photo albums and daguerreotypes were 
used in show cases with remarkable effect, 
causing a great deal of attention. Another 
display for the Easter trade included tiny 
bonnet boxes, with even tinier bonnets— 
all appropriately linked with jewels of 
matching colors. 

q David Stumpp of the watch department, 
D. C. Percival & Co., 2nd floor Jewelers 
Building, has left to join the Army. 

q At the Smith-Patterson Co. store, show 
windows in April were filled with educa- 
tional displays featuring diamonds. Henry 
Sullivan of this store’s shipping room has 
joined the army. Al. Taylor, formerly of 
the polishing department, looked in while 
home on furlough. 

q The A. Stowell & Co. store has moved 
its clock depariment from the second floor, 
gift section, to the first floor, where it is 
now located just under the big clock in 
the center, a spot formerly occupied by 
the glassware section. Other changes and 
alterations are in progress. George Mac- 
Monagle of the novelty department has 
left the store to go on the road for the 


Webster Co., North Attleboro, Mass., and 


. his place has been taken by James Lee- 


man from the silver department. 

q The Colton-Lewis Co., Inc., 703 Wash- 
ington Building, has taken over Rooms 
311 and 312 in the Jewelers Building next 
door for use as storage, moving material 
from former quarters on Bromfield St. 

q Joseph Ettinger & Co., have opened 
new quarters in Room 646, Province 
Building, 333 Washington St. Mr. Ettinger, 
well-known in Boston jewelry circles for 
the past 36 vears, will handle wholesale 
jewelry and diamonds. 

q As the bowling season of the Boston 
Jewelers League drew to a close, Patrick 
Marino of 713 Washington Building broke 
out in a bright red sweater bearing the 
label “Champ” in big white letters. He 
said he was ready to walk away with the 
title, but “flubbed” again to Marty Walsh 
of the A. Stowell & Co., for whom he 
bought new slip covers for the latter’s 
Plymouth car last year. 

q Joseph Sullivan is a new worker in the 
stock department at Alfred F. De Scenza’s 
place, 609 Washington Building. 


Former ANRJA Officer 
Joins NPA in Washington 


G. Irving Baily, formerly assistant to the 
president of the American National Retail 
Jewelers Association, has been appointed 
Chief of the Personal Durable Section, 
Consumer Goods Division, National Pro- 
duction Authority, Washington, D. C. 
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THIS VALUABLE WATCH- 
MAKER'S GUIDE BOOK 


FOR ONLY 25 CENTS 


“The Chronograph Watch Calibre 
Guide”’ gives immediate identifica- 
tion for all popular chronographs 
currently sold in U.S.A. — with 
48 pages, 137 illustrations. A page 
for every calibre shows manufac- 
turer's mame and trade mark, 
bridge setting and 3” photo- 
enlargements of movement side 
and dial side of mechanism. Send 
only 25 cents in coin TODAY! 


DESK K-28, ESEMBL-0-GRAF 
RESEARCH LABORATORIES DIV. 


Western Pennsylvania Horological Institute 


807 Ridge Ave., Pittsburgh 12, Pa. 

















WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 





CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


« Wholesole Jewelers 


134 So. 8th St. Phila. 7, Pa. 














LEARN WATCHMAKING | 


REPAIRING - ENGRAVING 
At Old-Established School—Est. 1894. Approved 
¥ for P.L. 16 Veterans & 346 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Philo. 
Write Dept. “K’’ lil’d Oataleg 
BAidwin 9-1376 
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q The exception that proves the rule is the 
window displays of C. Edwin Crothers at 
101 Fairfield Ave., Upper Darby. Mr. 
Crothers believes the essentials of good 
window displays are color light and mo- 
tion. In his current displays he is employ- 
ing the use of much color and light but is 
temporarily discontinuing the use of mo- 
tion. The circulating turntable he has been 
using for the past ten months is now still. 
A three-month break is being used ta, pre- 
vent the moving turntable which usually 
shows diamonds from becoming monoton- 
ous to onlookers. After this “rest period” 
the diamond rings will again be empha- 
sized by a moving display. 

q Because of the special promotional ma- 
terial made available by manufacturers of 
brand-name watches, Baker’s Jewelry Shop 
at Garrett Road in Upper Darby are fea- 
turing watches in their small, attention- 
getting window. Diamonds, which were 
formerly featured in this window, are now 
displayed with other assorted merchandise 
in the larger window next to the 69th 
Street Theater. 


q Gerlach’s Jewelers of Upper Darby, who 
recently divided one of their two large 
windows into three sections, have com- 
pleted decorating two of these sections. 
The floors of these sections are on different 
levels, giving a stepped-up effect which 
follows the contour of the incline at the 
Upper Darby Terminal where travelers 
constantly pass by. One of the three sec- 
tions shows a variety of merchandise suit- 
able to various gift-giving occasions. The 
second section features a stage-like setting 
where one type of jewelry is shown at a 
time with a featured specimen commanding 
the spotlight. The last and smallest sec- 
tion, which is still under construction, 
will be a shadow box with a pastel frame. 
Here smaller amounts of better merchan- 
dise will be dramatically displayed. 


q Gerlach’s Jewelers have also increased 
working efficiency by decreasing the 
amount of routine work necessary in the 
shop. As part of this efficiency program, 
which is still being carried on, merchan- 
dise formerly displayed on open shelves is 
now protected from dust in custom-built, 
metal-bound glass showcases. 

q As this issue went to press, members 
of the Twenty-Four Karat Club of Phila- 
delphia were looking forward to attending 
“party nite” at famous Old Bookbinder’s 
on Thursday evening, April 19th. The af- 
fair was restricted to members only. 

q J. E. Caldwell & Co. was closed all day, 
Wednesday, March 21st, in deference to 
the memory of the late Mrs. J. Emott 
Caldwell who passed away on Sunday, 
March 18th. Mrs. Caldwell hed been a 
trustee of the firm since 1919, the year her 
late husband passed away. At the time of 
his death, Mr. Caldwell was the president 
of J. E. Caldwell & Co., which had been 
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q M. Simon & Co., of 1222 Market St., ig 
extending its profitable trade-in allowance 
sales of watches to electric shavers and 
smaller appliances and_ other 
items. 

q Edwin S. Malmed, executive secretary 
and general counsel for the Retail Jewelers 
Association of Philadelphia and Eastern 
Pennsylvania, has recovered from a recent 
illness which caused him to miss the March 
meeting of the organization. 

q Among those sporting a fashionable sup. 
tan are Josef Milner, who recently re. 
turned from a West Indies cruise, and 
Marcus Rosnov. who vacationed in Florida. 
q Members of the Eastern Pennsylvania 
Guild of the American Gem Society, at 
their April llth meeting, heard a lecture 
by Bili Collison on how to distinguish be. 
tween reconstructed and synthetic stones, 
At the previous meeting, Fred Muth gave 
an illustrated talk on photomicrography. 
q Tucker’s Jewelers of Darby have en. 
hanced their windows with a _ luxurious 
white silk curtain which is decorated with 
a generous sprinkling of tiny silver stars, 
The effect of luxury and refreshing cool- 
ness which this curtain imparts will be 
felt throughout the summer. 

4 Manuel Kolovner, formerly of Gurwood 
Jewelers in Philadelphia, is now associated 
with Kay’s Son Co. in Upper Darby. His 
brother, Raymond Kolovner, who is with 
Tucker’s Jewelers in Darby, is now taking 
a course in gemology which he finds very 


helpful. 


All Officers of Philadelphia 
Jewelers Association Re-elected 


sideline 


Members of the Retail Jewelers Associa- 
tion of Philadelphia and Eastern Pennsyl- 
vania, at a recent meeting, unanimously 
re-elected all officers. They are: Milton E. 
Smith, S. Smith’s Sons, president; J. Bruce 
Byall, C. R. Smith & Son, Inc., first vice- 


MILTON E. SMITH 


Re-elected 
Association 
President 





president; S. Sidney Weissman, Weiss 
man’s, second vice president; George A. 
Lyons, Samuel J. Lyons Co., Inc., secre 
tary; Samuel Kind II, S. Kind & Sons, 
treasurer, and Edwin S. Malmed, executive 
secretary and general counsel. . 

The appointment of the following chait- 
men to head the standing committees for 
1951 were announced. They are: Edward 
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DeWolf, publicity committee; Jack K. 
Green, arbitration committee, and Myer 
B. Barr, executive committee. 

The association made arrangements with 
the local branch of the Office of Price 
Stabilization to distribute a kit of explana- 
tory material outlining what the jeweler 
must do io comply with Ceiling Price 
Regulation 7. As this issue went to press, 
an open meeting al which OPS officials 
were to speak was scheduled but the exact 
date was not announced. 

Charles H. Heine and S. Sidney Weiss- 
man constitute the committee in charge of 
arrangements for the gala June outing 
which is to be held at the Green Valley 
Country Club. The date for the outing has 
not yet been set but tentative plans have 
heen made to hold the affair about the 
middle of June. Complete details will ap- 
pear on these pages in next month’s issue. 


~~ — - —> —-— 


Impressive Watch Collection 
Shown at Philadelphia Library 


The Philadelphia Chapter of the National 
Association of Watch and Clock Collectors, 
in cooperation with the Free Library of 
Philadelphia, presented an exhibition of 
watch-papers and watches during the 





The watch-paper shown above was designed 

and made by the Hamilton Watch Co. to 

commemorate an exhibition of watch-papers 

and watches which was held in Philadelphia 

last month. It is believed to be the first 

watch-paper made in the United States in 
the past 75 years. 


month of April. Four hundred watch- 
papers were shown covering watchmakers 
in Delaware, Georgia, Connecticut, Massa- 
chusetts, Vermont, Maine, New Jersey, 
New York and Pennsylvania as well as 
the countries of England, Ireland, Scotland 
and Germany. The exhibition was made 
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possible through the generosity of many 
institutions and individuals who loaned the 
papers from their own collections. 

The success of the exhibition, which 
proved to have a wide popular appeal, was 
largely due to Ernest A. Cramer of S. Kind 
& Sons, who not only loaned 56 papers 
from his own collection but was _ instru- 
mental in procuring papers from others. 

The watch-paper is a fascinating phase 
of watch collecting and the papers them- 
selves, bearing the advertisements of old- 
time makers, are an excellent source of 
horological history. 

To commemorate the exhibit, the Hamil- 
ton Watch Co. designed and made a special 
watch-paper. The Hamilton paper is prob- 
ably the first watch-paper made in _ the 
United States in the past 75 years. 


Swiss to Distribute New 
Watch Catalogue Supplement 


Publication of a 24-page supplement to 
Part One of the Official Catalogue of Swiss 
Watch Repair Parts has been announced 
by The Watchmakers of Switzerland. 

This first supplement will be automati- 
cally distributed to all present holders of 
the catalogue in the United States through 
the Watchmakers of Switzerland Informa- 
tion Center, Inc., in New York City. 

To facilitate its use, the pages have been 
die-cut to the same size as the catalogue 
itself, with perforations permitting their in- 
sertion in the leatherette loose-leaf book. In 
addition, eight of the first ten pages have 
illustrated movements printed on one side 
of the sheet only, with instructions on the 
reverse side for pasting in the catalogue 
proper, if the watchmaker or jeweler should 
desire to cut the pages apart and place the 
new calibers in their respective places on 
pages already in their possession. 

The final 14 pages of the supplement 
deal with a number of innovations in Swiss 
movements. Illustrated instructions are giv- 
en for handling new calendars, automatics, 
and chronographs. Features that have not 
been previously found in Swiss movements 


are pointed out, together with the manufac- 


turers’ recommendations for handling and 
servicing. 
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A 24-page supplement to Part One of the 

Official Catalogue of Swiss Watch Repair 

Parts will be distributed shortly by The 

Watchmakers of Switzerland to all present 

holders of the catalogue in the United 
States. 





May be had in truly distinc- 
tive settings; designed to your 
customer's taste. Important 
pieces are also available from 
our large inventory for your 


inspection. 


BYARD F. BROGAN 


Manufacturer of Platinum and Gold Jewelry 
Importer of Cultured Pearls and Precious Stones 


805 SANSOM STREET 
PHILADELPHIA 7, PA. 





215 











DONT WORRY! 
"ie, 

‘Y se 
Z ‘) 


e?( &) 
SINCE 1897... 
We have taken 


good care of 

ALL OF OUR 
CUSTOMERS, ALL 
THE TIME! 







’ 












No 





FOR 
TAF 


LE WEL Ee 




















N LIGHTERS 
SOMMUNITY SILVERPLATE 
1847 SILVERPLATE 
SPEIDEL WATCH BANDS 
SETH THOMAS - WESTCLOX 
GOLD FILLED JEWELRY 











WHEN DEMAND IS BIG AND 
SUPPLY IS SMALL...DON’T BE 
CAUGHT WITH YOUR STOCK 
DOWN — Order Now. 














W by ESALE JEWELERS 
9 PENDAB 
4n wsTITUTION eh ot lepae 


BALTIMORE ST. 
MARYLAND 


21 W. 
BALTIMORE 1, 


216 

















q Over 65 local retailers and wholesalers 
attended the third monthly meeting of the 
Dallas (Texas) Jewelers Association 
which was held on March 21st at the 
M & W Tower Club. Guest speaker of the 
evening was a representative from the 
Office of Price Stabilization who briefed 
the jewelers on what they must do to com- 
ply with Ceiling Price Regulation 7. 

q Thad B. Reese, Sr., who has been con- 
nected with retail jewelry stores for 
over 25 years in Pennsylvania, Florida, 
Georgia and North Carolina, has accepted 
a position as salesman with the Kay 
Jewelry Co., 212 N. 20th St., Birmingham, 
Ala. Mr. Reese joined the Kay firm on 
March. Ist. Previously he had been a 
salesman with Hopper’s, Inc., jewelers at 
217 W. Main St., Durham, N. C. 

q Leon L. Haliczer’s Jewelry Store, St. 
Petersburg, Fla., was the subject of a news 
story in a local newspaper when it was 
announced that the firm had been doing 
business in that city for the past 30 years. 
The article was illustrated with two photo- 
graphs. One was a fading photograph 
taken 30 years ago shortly after Mr. Hali- 
czer had opened his shop. The other, taken 
recently, showed him and his assistant in 
the shop as it appears today. 

q The formal opening on April 16th of 
Soniat’s Jewelers at 1037 Iberville, New 
Orleans, La., marked the expansion of the 
company formerly operating at 148 S. Ram- 
part St., as the Astor Gift Shoppe. The 
new location, just off N. Rampart St., is 
on the ground floor of the Blaise Parking 
Center. The firm, of which Maurice M. 
Soniat is manager, offers a complete line 
of jewelry, watches and gifts, together 
with facilities for watch and jewelry re- 
pairing and jewelry designing. 

¢ Busch Jewelry Co., a credit jewelry 
chain, will cpen a store in Chattanooga, 
Tenn. The Busch concern, which has taken 
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A stylized diamond feather from Maubous- 

sin is clipped at one side of this latest 

Parisian creation to add expensive glitter. 

Fuchsia chiffon is draped desert fashion 

over the peaked crown of the orchid 
straw bonnet. 
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a long-term lezse on the storeroom at 837 
Market St., cperates stores in the East, 
Middle West and the South. In the South, 
Busch has stores in Alabama, Georgia and 
Mississippi. H. A. Loerch, with head. 
quarters in Birmingham, is Southern dis. 
trict manager. 

q Madison Jewelers, Inc., Madison, W. 
Va., has obtained a charter from the See. 
retary of State, listing authorized capital 
stock at $25,000. The incorporators were 
Bill J. Wellman, Sonya N. Wellman, both 
of Madison, and Dora E. Chapman, of 
Huntington. 

qG. C. Mays, Inc., of Albany, Ga. a 
jewelry firm operated by Mr. and Mrs. 
G. C. Mays, has moved from a residential 
shopping center to larger quarters in the 
downtown business area. 

q The Hager Jewelry Store has opened in 
a completely remodeled building at 413 
West Main St.. Heber Springs, Ark. L. J. 
Hager, proprietor, came to Heber Springs 
from Conway, Ark., where he owned and 
operated a jewelry store for several years, 
q Gordon’s Quality Jewelers of Houston. 
Texas, was host to more than 50 store 
managers and their assistants from Gor- 
don’s stores in Texas, Louisiana, Missis- 
sippi and Arkansas recently at a semi-an- 
nual sales and merchandising conference 
held in Houston at the Shamrock Hotel. 


Washington (D. C.) RJA Exhibit 
Receives Valuable Publicity 
The Greater Washington (D. C.) Retail 


Jewelers Association received much valu- 
able publicity recently through its partici- 
pation at the Fifth Annual Washington 
Home Show, held March 31 to April 8 at 
the National Guard Armory. 

The association’s booth and exhibit at 
the show attracted wide attention and a 
great amount of publicity in the news- 
papers, on radio, TV, and at the Armory. 
On display at the booth were replicas of 
famous diamonds, specimens of stones, 
stone set rings, costume jewelry, a 400-day 
clock, and what is reputed to be the larg- 
est wrist watch in the world. In addition 
photographs illustrating the story of the 
cultured pearl and showing how diamonds 
are cut were on exhibit. 

Through an arrangement with a_ local 
advertising agency, the association had a 
live model in attendance who wore cos 
tume jewelry and emphasized its impor- 
tance to fashion. Featured in most of the 
publicity which the association received 
during the shew was its presentation of 
a watch every evening of the event to the 
holder of a lucky ticket. 
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AWAA Changes Name, 
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The American Watch Assemblers’ Asso- 
ciation has changed its name to the 
American Watch Association, Inc., Manu- 
facturers, Assemblers and Importers of 
Jeweled Watches. Voted by the member- 
ship at its 18th annual meeting, Roland 
A. Gsell, president of R. Gsell & Co., newly 
elected association president, announced 
the change of title in New York. 

Mr. Gsell succeeds, in the presidency of 
the American Watch Association, Ben- 
jamin S. Katz, president of the Gruen 
Watch Co., who was elected chairman of 
the executive committee. 

Newly elected officers and directors of 
the association are shown above. They are, 
seated left to right: Abraham Carnow, 
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Elects New Officers 





Bulova Watch Co., Mr. Gsell, Mr. Katz, 
and S. Ralph Lazrus, Benrus Watch Co., 
second vice president. Shown standing, 
left to right, are: Herbert Ollendorff, 
Ollendorff Watch Co.; treasurer; Jean R. 
Graef, Jean R. Graef, Inc., secretary; 
Norman M. Morris, Norman M. Morris, 
Inc., first vice president; Herman Lehman, 
Rima Watch Co.; J. P. V. Heinmuller, 
Longines-Wittnauer Watch Co., Inc., and 
Gaston Ditesheim, Movado Watch Agency. 

Also elected to the board of directors, 
but not appearing above, were: Harold 
H. Grey, Gothic Jar-Proof Watch Corp.; 
Morris Hoffman, Invicta-Seeland, Inc.; 
S. Stanley Moser, Louis Aisenstein & Bros., 
Inc.; and Alfred Wyler, Wyler Watch 


Agency. 


Seth Thomas Announces 
Plans for New Watch Line 


Seth Thomas Clocks of Thomaston, 
Conn., division of General Time Corp., 
recently confirmed rumors that it will in- 
troduce a line of fine jeweled lever wrist 
watches for fall selling. 

According to Harold E. Blackburn, sales 
manager of Seth Thomas, the line will fea- 
ture top quality 17-jewel Swiss movements 
in the most wanted domestic case styles— 
“the finest craftsmanship of two conti- 
nents.” Every watch will be cased, timed 
and fully guaranteed by Seth Thomas. 

Approximately ten men’s and ten ladies’ 
styles will be offered in the “middle” price 
range. Distribution will be effected through 
selected wholesalers. “These new watches 
will reflect in every way the workmanship 
and value which is the Seth Thomas tradi- 
tion,’ said Mr. Blackburn. He further 
pointed out that the sales program will be 
supported by a substantial national adver- 
tising and merchandising campaign. 

At the same time, Mr. Blackburn re- 
vealed the appointment of Robert C. Car- 
man as merchandise manager for the new 
watch line. Mr. Carman comes to Seth 
Thomas from J. W. Johnsor, Inc., New 
York jewelry wholesaler, where he was 
sales manager and buyer. During the war, 
he served as Lieutenant in the Navy. Prior 
to that, Mr. Carman was associated with 
the Socony-Vacuum Oil Co. in a sales 
capacity. 
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q Jack T. Goldman & Co., at 29 East Madi- 
son St., has moved to new and enlarged 
quarters on the 7th floor. The new offices 
will permit greater space for display pur- 
poses as well as private offices. Herbert J. 
Steinkauer, who has been associated with 
the company since the first of the year, was 
on an extended selling trip through the 
South. 

q Alexander Mayer of Mayer Bros., Inc., 
prominent wholesale jewelers of Seattle, 
Wash., stopped off in Chicago to visit with 
James E. Flatau of Don Juan Watch Bands. 
Mr. Mayer was on his way to visit Eastern 
markets. 

q Frederick Hastings, recently appointed 
general manager of the Imperial Pearl Syn- 
dicate, 5 North Wabash Ave., took over his 
new duties this month. Irene Walbaum re- 
ported two changes in the firm’s bookkeep- 
ing department. Ray Berg joined the de- 
partment and Elaine Kleber was leaving at 
the end of the month. 

q Fred G. Dahlin, manufacturer of frater- 
nal and Masonic jewelry located at 108 
North State St., said that he was having 
an extremely busy season and has added 
several new items to his line. He was also 
in the process of converting to wholesaling 
as well as manufacturing. 

q Al Fox announced the formation of Al 
Fox & Associates with offices in Room 1514 
of the Heyworth Building, 29 East Madison 
St. Associated with Mr. Fox in the new 
venture are his son, Donald, and his son- 
in-law, Jack Rothman, both of whom have 
had several years experience in the jewelry 
trade. Mr. Fox was a partner in the firm of 
Wexler & Fox for 22 years and for the past 
15 years has been a partner with William 
Bart in the Associated Jewelry Manufac- 
turing Co., Inc. The new firm will deal ex- 
clusively in mountings and a complete line 
of quality rings: diamond, wedding, em- 
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Imperial Pearl 
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Frederick G. Hastings has been ap- 
pointed general manager of Imperial Pearl 
Syndicate, it was announced recently by 
Joe Goldstone, president. 

Hastings was formerly assistant to the 
vice president as well as associate merch- 
andise manager of Von Lengerke & An- 
toine, prominent Chicago retail store. He 
has also served with Montgomery Ward 
and R. H. Macy in operating and buying 
capacities. 


CHICAGO 


blem, and stone. A grand opening held jp 
the new offices was planned for Friday, 
April 28. 

q The Midwest Chapter of the National 
Association of Watch and Clock Collectors 
held its second meeting of the year at the 
Museum of Science and Industry on March 
27th in conjunction with the Illinois 
Watchmakers Association. Highlight of the 
evening’s program was a visit to the Time 
Exhibit at the Museum. Among the many 
interesting exhibits and displays, the mem. 
bers expressed especial interest in the 
Packard collection, which has been loaned 
to the Museum by the Horological Insti- 
tute of America, and the scores of unusual 
escapements made by William R. Samelius, 
q The officers and board of directors of the 
Jewelers’ Club of Chicago met on March 
27 at the Club. Howard Bohlander, chair. 
man of the membership committee, an- 
nounced that no openings were available 
to new members at the present time. 

q Mr. and Mrs. Arnold Schloss and Mr. 
and Mrs. Fred Wornecke returned from 
Florida vacations. Arnold and Fred an- 
nounced they are feeling fit and ready for 
business. 

q Chicago jewelers are mourning the death 
of Thomas D. White, 49, who passed away 
March 27th in Barrington, R. I. Mr. White, 
a former Chicago wholesale jeweler and 
one-time resident of Elmhurst, IIl., had 
been residing in Barrington for two years. 
He was a representative of an Eastern 
jewelry company. Mass for Mr. White was 
held in Rhode Island and the body was 
brought to Chicago for services Monday, 
April 2nd, in the chapel at 25 East Erie 
St. Surviving are his widow, four daugh- 
ters, two brothers and a sister. Mr. White 
was a member of the Golden Roosters of 
Chicago. 

q Jeanne Loquai, buyer of jewelry and 
silverware at Mandel Bros., Inc., 1-7 N. 
State St., announced April 15th that she 
has resigned her position and is taking a 
sabbatical year. Miss Loquai, who has been 
with Mandel’s for 20 years, stated that she 
will divide her vacation between her resi- 
dences in Chicago, Milwaukee and Eagle 
River, Wis. 

q Edward C. Rohrs, Chicago manager for 
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the Eaton Paper Corp., died suddenly at 
his home in Wheaton, Ill., on March 19th. 
He was in his 66th year. Widely known in 
the stationery industry, Mr. Rohrs joined 
Eaton in April, 1934, when the firm of 
Whiting and Cook, for which he then 
worked, was bought by the Eaton Paper 
Corp. In July of that year he became Chi- 
cago manager, a position he held until 


his passing. 


Golden Roosters Make Pians 
For Annual Summer Outing 


Plans are rapidly being completed for 
the annual summer outing and initiation 
of the Golden Roosters of Chicago. Accord- 
ing to Bob Lieberman, scratcher, this year’s 
affair gives all indications of being the 
largest in the organization’s history. 

Membership applications of several pros- 
pective “eggs” are being examined and it 
seems almost certain that a large group 
will be accepted. In order to make certain 
that the increased number of new “eggs” 
will be properly hatched, the wrecking 
crew this year will have three co-chairmen: 
Art Oberlander, George Mason, and Art 
Broenen. 

The wrecking crew, working in shifts 
under these experienced chairmen, will 
eliminate any possibility of the “eggs” 
being neglected during the day-long in- 
cubation period. The summer outing will 
be held on Tuesday, June 26th, at the 
Chevy Chase Country Club. 





Mink is New Gin Rummy Champ 
Of Jewelers Association 


Hy Mink of Litt Jewelers is the new 
gin rummy champ of the Jewelers’ Asso- 
ciation of Greater Chicago. Hy came off 
with top honors among 26 players at the 
group's annual tournament, held during 
the organization’s April 4th meeting. 

In contrast with last year, when the 
association held its first tournament, there 
were prizes for four winners. Last year’s 
tournament featured prizes only for the 
winner. 

A handsome, specially engraved trophy 
was awarded the winner. Second place 
honors, with a trophy to match, went to 
Benjamin L. Sacks, executive secretary 
and counsel for the organization. Third 
and fourth place prizes were donated by 
the Louis F. Dow Company, a direct mail 
advertising firm specializing in jewelry 
programs. Third place, and a table cigarette 
lighter shaped like a trophy, went to Alvin 
Kernis of Norman Jewelers. The fourth 
prize, a cigarette dispenser, was garnered 
by George Wallace of Wallace Jewelers. 

During the business part of the meeting 
the group named a nominating eons 
to draw up a slate of the organization’s 
officers for the coming year. The com- 
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mittee will present a slate before the May 
meeting. Elections are scheduled to take 
place in June. 

Chairman of the nominating committee 
is John Baumrucker of Jones and Baum- 
rucker Co. Other members are: Dave 
Wexler, Slavin Jewelers; Dave Martin, 
Martin Jewelers; Al Berke, Berke Jewel- 
ers, and Al seca joo Jewelers. 





Association of 


in the Jewelers’ 
Greater Chicago gin rummy tournament 
gather around their trophies with the asso- 


Finalists 


ciation's president. Left to right, seated: 
Benjamin L. Sacks, executive secretary and 
counsel of the associction, who took second 
place in the tournament; Norman Kernis, 
president of Norman Jewelers. Standing: 
Alvin Kernis, younger brother of Norman, 
who finished third; Hy Mink, the winner, of 
Litt Jewelers, and George Wallace, Wal- 
lace Jewelers, who placed fourth. 


Guest speaker at the meeting was John 
Dow of the Louis F. Dow Co., direct mail 
specialists. He reported that a _ recent 
survey by his firm foretold a good jewelry 
year in 1951. He added, however, that 
there has been little evidence to date of 
scare buying of jewelry by the public 
since the outbreak of hostilities in Korea. 
Mr. Dow advocated a six point merchan- 
dising program for retail jewelers: 

1) Year-round advertising. 

2) Training the sales force to be friend- 
ly, helpful, and courteous to customers. 

3) Make the store attractive. 

4) School all sales personnel in a 
thorough knowledge of products handled. 

5) Maintain friendly relations with man- 
ufacturers and sources of supply. 

6) Carry a sufficient inventory. 

The meeting also included a discussion 
on measures affecting the jewelry trade 
now before the Illinois State Legislature. 





CJA Board of Directors 
Names Nominating Committee 


A board of directors meeting was called 
to precede the luncheon meeting of the 
Chicago Jewelers’ Association on Thurs- 
day, April 19, at the Palmer House. The 
board met to pick a nominating committee 
which will report back at the CJA’s an- 
nual meeting in May. 

Committee members are: John M. Big- 
gins, vice president and treasurer of the 
Elgin National Watch Co.. chairman: 
R. Schell Hulbert, Oneida. Ltd.. and 
Charles G. Brown. vice president of Stein 
& Ellbogen Co.. Inc. 

This group will report at the CJA dinner 
meeting on Mav 17. when the annual elec- 
tion of officers will take place. 
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EXPANSION BRACELETS 
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LIKE FACTORY NEW 
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ALL WORK GUARANTEED 
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JULES FUCHS, IMPORTER & Mfrs. Representative 
for Swiss & French Watch & Supply Factories: 
Excl. Distribution of: 

Golay-Buchel Lausanne Watch Supply—‘‘Favorite’’ 
E. Carrel-Burren Biel world famous mainsprings. 
H. Rappaport ‘‘Yex’’ Zurich Alarm Clocks with 
Musical Mvmts. Grewaco Grenchen Lever Watches 
Blimaur Annecy Pinlevered Watches & Mvmts., etc. 
Special: Watches no j. from $35.40 doz., Lever water- 
proof AS 1194 11% 17 jewl. steelbck lum. face swp, 
sec. 6 pe. $66.00 feo Chicago limtd. quantt, only 

29 East Madison Street, Chicago 2, Room 1708 
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q Representatives of eight new member 
firms of the Cincinnati Wholesale and 
Manufacturing Jewelers Association were 
welcomed at a sauerbraten and potato pan- 
cake dinner in Grammers Restaurant on 
April 26. The new member firms are: 
Joseph Faigle and Sons, manufacturers, 
2219 Quebec Road; Lind Jewelry Co., Inc., 
manufacturers, 128 East Sixth St.; the 
Cas-Ker Co., suppliers, 128 East Sixth St.; 
A. R. Jester, manufacturer, 510 Vine St.; 
H. 5 Wagner & Co., wholesalers, 415 Race 
St.; Whitehouse Brothers, manufacturers, 
5 a Third St.; Schira Brothers, manu- 
trenton 530 Walnut St., and the Vincent 
Ring Co., Lyric Building. 

q Returning recently from Florida vaca- 
tions were George E. Brown of the Gerwe 
Brown Co., wholesalers; Percy Lucas of 
Rosfelder Bros. and Co., manufacturers; 
Victor Hagen with Louis F. E. Hummel, 


retailer; Frank Krohme of Litwin and 
Sons, Inc., manufacturers, and Mrs. 
Krohme; William Effler, Sr., retailer in 


suburban Mt. Healthy, O., and Mrs. Effler; 
Russell Dyche of the Window Ticket Co., 
and Willis J. Schumer, president, William 
F. Schumer and Son, Inc., manufacturers. 
q Among those in the trade who attended 
the opening baseball game at Crosley Field 
on April 16 were Robert Herbers of the 
Gerwe Brown Co., and the following retail- 
ers: George Hook, Elmer T. Herzog, Henry 
Schulz, Victor Hagen of the Louis F. E. 
Hummel store, William Toensmeyer of the 
Frank Herschede Co., Carl Wagner, George 
Kleier of suburban Cheviot, O., Alvin C. 
Roetepohl of suburban Elmwood Place, O., 
Adolph Wiebell, Sr., and Louis Hummel. 
q Robert Faigle, owner of Faigle Brothers, 
manufacturers, is convalescing from an op- 
eration; Howard Rosfelder of Rosfelder 
Bros. and Co., manufacturers, has returned 
to the office after a month’s illness; O. R. 
Gerhardt of Mecklenborg and Gerhardt, 
manufacturers, and Doris Taylor, secretary 
of Schira Brothers, manufacturers, were ill 
with the flu. 

q Donald C. Moore, retailer at 435 Main 
St., found his “Player of the Month” radio 
contest so successful last year that he has 
renewed the contract for the present base- 
ball season. Contestants are invited to write 
letters stating reasons why a certain player 
on the Cincinnati team is their favorite, 
and the writer of the winning letter each 
month is awarded a Gruen wrist watch. 

q Herbert and Julian Schwab of A. G. 
Schwab and Sons, Inc., manufacturers at 
229 East Sixth St., were on a buying trip to 
New York City and Providence, R. I., dur- 
ing April. Paul Schmidt and James Held- 
man of the firm attended the recent con- 
vention of the Michigan Retail Jewelers 
Association in Grand Rapids. 

q E. A. Barker, who had been a retailer 
here for 25 years prior to selling his busi- 
ness two years ago, has become associated 
with the Flanagan-Kovac Co., wholesalers 





CINCINNATI 


in the Enquirer Building. He also jg 
representing J. A. Deknatel and Son, Inc, 
manufacturers of simulated pearls, in the 
Ohio, Kentucky and _ southern Indiana 
territory. 

q Julius B. Jacobs, Jr., who has been asso. 
ciated with D. Jacobs Sons Co. for 0 
years, has resigned because of a back 
injury suffered last October, and has be. 
come connected with an insurance agency, 
Bill Jacobs, who is not related, has takep 
over Julius’ territory. 

q Edward Cleves of Cleves and Lonnemazn, 
retailers in suburban Bellevue, Ky., and 
Mrs. Cleves, recently celebrated their silver 
wedding anniversary with a 6:30 a m 
service in St. John’s Church, followed by 
a reception. A number of local whole. 
salers and salesmen attended. 

q Schira Brothers, manufacturers at 530 
Walnut St., have remodeled their shop for 
greater efficiency. John Schira, Jr., of the 
firm, had poor luck on a recent Kentucky 
fishing trip. He caught only one during 
a day’s effort. 

qC. B. Jacobs of D. Jacobs Sons Co, 
wholesalers, accompanied Jack Sephany, 
new Southern representative ior the firm, 
on a recent selling trip. Mr. Sephany has 
replaced the late Mayo Loeb. 

q Quite a number of local jewelers are 
interested in “just how” Paul Schorr, re- 
tailer at Washington Court House, O., was 
able to lose 40 pounds of weight during 
recent months. 

q Max Litwin of Litwin and Sons, Inc, 
manufacturers at 114 West Sixth St., spent 
the month of April on a diamond buying 
trip to Europe. While abroad, he made 
his headquarters in the company’s Antwerp, 
Belgium, office. 

q Raymond Tolerton, manager of the 
Dallas, Texas, branch office of the Gerwe 
Brown Co., visited the main office here 
and also spent some time in the plant o 
the Hamilton Watch Co. in Lancaster, Pa. 
q Local wholesalers and manufacturers 
were sorry to learn of the recent deaths 
of J. William Stonier, retailer in Wads 
worth, O., and Raymond Miller, retailer 
in Olean, N. Y. 

4 Julian Schwab of A. G. Schwab and 


Sons. Inc., wholesalers, and his family, 
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COLUMBIA SHOWS NEW 'TRU-FIT’ RING AT SALES MEETING 





Executives and Eastern sales representatives of Columbia Diamond Rings are shown during 

their recent sales convention. Seated, left to right, are: Vincent Nedwick, Joe Cowan, Andre 

Leche, Harry Axel, C. Benjamin Axel, Seymour Sadev, Ben Axel and John Pinkston. Standing, 

left to right, are: Arthur H. Berger, Robert Kinser, Al Gross, Ruby Schecter, Jack Evans, 

Andy Miller, Vincent Musac, Goodwin Kaplan, Harvard Tigler, Arthur M. Hollis, H. Cooper 
Welles and Julian Silverberg. 


Columbia’s new “Tru-Fit” diamond ring 
was shown for the first time at the recent 
sales convention conducted by Columbia 
Diamond Rings for its Eastern sales repre- 
sentatives. 

“Tru-Fit,” a new idea in ring design 
that permits the ring to contract to slide 
over the knuckle and then expand to hold 
the ring securely in place, was invented 
by C. Benjamin Axel and is manufactured 





exclusively by Columbia Diamond Rings. 

Columbia sales representatives were also 
shown the complete “Tru-Fit” advertising 
package offered dealers with this diamond 
ring line. Included in the advertising 
package are newspaper mats, window and 
counter displays, direct mail pieces, radio 
spots and complete television and motion 
picture film service in which “Tru-Fit” is 
prominently featured. 





enjoyed an extended cruise to South 
American ports during March and April. 
q Mary Hetherington of the office staff of 
Rosfelder Brothers and Co., manufacturers, 
was married on March 31 to James Ruevy. 
q Stephen Rich, local representative of 
the McGraw Co., who was in the reserves, 
has been recalled to active service. 

4 W. D. Snyder is now a watchmaker and 
salesman with the Motch Jewelry Store in 
suburban Covington, Ky. 

q Andrew Huff of the Sunbeam Corp. 
recently displayed new company lines to 
local distributors in Hotel Sinton. 

q Attractive new fixtures have been in- 
stalled in the store of the Bond Jewelry 
Co., retailers at 604 Walnut St. 

4 A plate glass window of the Motch 
Jewelry Store in suburban Covington, Ky., 
was broken recently in an unusual manner. 
A -newsboy threw a paper which landed 
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on the awning, and jumping to dislodge 
the paper, the boy accidentally kicked in 
the window. The broken pane was re- 
placed at the expense of the newspaper. 





Gerwe Brown Co. Purchases 
Shuttles Bros. & Lewis 


The Gerwe Brown Co., Inc., wholesale 
jewelers of Cincinnati, Ohio, has purchased 
the business of Shuttles Bros. & Lewis, 
Inc., wholesale jewelers of Dallas, Texas, 
according to George E. Brown, president. 

The Dallas office and display rooms of 
Shuttles Bros. & Lewis will continue to be 
maintained by Gerwe Brown Co. as a 
branch office, and the five salesmen em- 
ployed by the Texas firm will continue as 
Gerwe Brown salesmen. Raymond Tolerton, 
who has been representing Gerwe Brown 
in Dallas, has been appointed branch 
manager. 

Gerwe Brown, which also maintains a 
branch office in New Orleans, now has 17 
salesmen serving the retail trade in the 
South and Midwest. 





Swank Gets Defense Contract 


Swank, Inc., manufacturers of men’s 
jewelry, leather and other accessories an- 
nounced April 6th that it has received an 
order from the United States Bureau of 
Navy Ordnance for fuses totaling $694,000. 

At present, Swank is also engaged in 
producing container assemblies for para- 
chutes at their Taunton, Mass. plant, and 
U. S. Army insignia at the Attleboro, 
Mass. plant. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 
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q Ralph O. Conrad, formerly of Columbus, 
Ind., has purchased Phelan’s Jewelry store, 
1933 E. 7th St., Long Beach, Calif. 

q Flowers of Hawaii, Ltd., recently moved 
its general sales offices from 2016 Wilshire 
Blvd., Los Angeles, Calif., to 670 South 
Lafayette Park Place, that city. The firm is 
one of the largest shippers of orchids and 
tropical foliage in the world. The main 
office and growing ranges of the company 
are located in the city, Hilo, on the big 
Island of Hawaii. 

q V. J. Lamping, formerly of Bloomington, 
Ill., has purchased the store of Judd’s 
Jewelers, 550214 Hollywood Blvd., Los An- 
geles, Calif. The store will be known as 
Verne’s Jewelers of Hollywood. 

q The retail jewelry store of J. W. Norvell, 
1132 Broadway, Burlingame, Calif., has 
been purchased by W. P. Wilson. For the 
past twelve years Wilson was chief watch- 
maker for Tom Monk, well known retailer 
in Sacramento, Calif. 

q It was incorrectly stated here in the 
March issue that Harry F. Green, who for 
the past 12 years has been associated with 
Hudson Jewelers in Oakland, Calif., had 
purchased Lee’s Jewelers, 139 N. Mar- 
ket St., Inglewood, Calif. THe JEWELERS 
CIRCULAR-KEYSTONE has subsequently been 
informed that Mr. Green purchased Hart’s 
Jewelers of Inglewood, 109 S. Market St., 
one block from the Lee store. Lee’s Jewel- 
ers is owned and operated by Jack H. Brat- 
man and C. Leonard Bratman who pur- 
chased the store from Al. Liebman last 
August. 

q Sierra Gems, Inc., of Sierra Madre, 
Calif., cutters of Sapphirized Titania, have 
announced the development of a new “cut” 
for the synthetic gem. The new develop- 
ment will be known as “Sierra-cut” and 
stones will be either square or slightly 
rectangular with 36 to 44 facets. depend- 
ing on size of stone. 

q H. H. Goodrich has opened a new store 
in the exclusive Fruitridge district of Sac- 
ramento, Calif., at 5635 Stockton Blvd., 
known as Goodrich Jewelers. Mr. Goodrich 
has operated a jewelry store at 2728 Broad- 
way, same city, for several years. 

q David F. Hall, who has operated a jewel- 
ry store at 12 West Main St., Turlock, 
Calif., has moved into new quarters at 
11 East Main St., in the same town. The 
new shop features all new fixtures. Morris 
Hall will join his father as a partner in the 
new store. 

4 The J. A. Peters store located on Las 
Tunas Ave. in Temple City. Calif., has just 
been purchased by P. K. and Tola K. 
Sturgell. 

4@ Max D. Holcombe, jeweler, is remodel- 
ing his store at 1500 Haight St., San Fran- 
cisco. Accent will be placed on increased 
effectiveness of display with new fixtures, 
windows, and lighting. 

4 Fritz Barkan, San Francisco diamond 





importer with offices at 704 Market St., has 
announced his retirement from the trade 
after 36 years. A job as errand boy for the 
California Jewelry Co. in 1902 launched 
Mr. Barkan’s career in the jewelry field 
and he was with the firm for six years 
when he left to work in Europe for Asscher 
Bros. of Amsterdam and Paris. He later re. 
turned to the employ of the California 
Jewelry Co. and then in 1915 opened his 
own office at the Market St. address. 

q Jack Rose, president of the San Diego 
County Jewelers Association and formerly 
supervisor for the Kay Jewelry Company’s 
Southern California stores, is vacationing 
in Florida with his wife. Mr. Rose stated 
that they expected to remain in Florida for 
several months. 

q Faye’s Jewelry & Gift Shop, Alturas, 
Calif., was recently purchased by Mr. and 
Mrs. Harold Morgan. A special opening 
was staged and orchids were presented to 
all women attending. 

q Harry Sheetz has been elected to the 
vice-presidency of A. I. Hall & Son, Inc., 
according to announcement made by the 
firm’s president, P. A. Rowe. Mr. Sheetz, 
who will make his headquarters at the San 
Francisco office of the firm, has been with 
the firm since 1925. He will continue as 
sales manager and head of the jewelry and 
diamond departments. 

q Paul Wienpahl Jewelers, 2110 W. 7th 
St., Los Angeles, has been purchased by 
John F. Parkins. 

q Paul C. Hans has opened a new jewelry 
store at 2320 D St., La Verne, Calif. 

q Roy’s Jewelers, 1427 Third St., Santa 
Monica, has been purchased by Mr. and 
Mrs. Arthur Perry and Mr. and Mrs. David 
Chadwin from the former owner, S. Amster. 
q The Lorenz Diamond Co., 106 E. 4th 
St., and Kirk Jewelry Co. of Santa Ana, 
103 W. 4th St., have consolidated and are 
now operating at the latter location under 
the name Lorenz & Kirk Jewelry Co. Mr. 
and Mrs. Sam Kinwald are owners of the 
firm. 

q The pioneer jewelry firm, McAlpine’s 
Jewelers, 75 No. Monterey St., Gilroy, 
Calif., which has operated continuously in 
one location for 53 years, has been sold by 
Kenneth McAlpine to Albert Mitchell. The 
firm name will be retained. 

4 New owner of College Jewelers, 2342 
Telegraph Ave.. Berkeley, is Gilbert J. 
Johnson. Mr. Johnson formerly operated & 
store at 2155 Shattuck Ave., same city. 

4 Sather Gate Jewelers of Berkeley has 
been purchased by Walter J. Aman. Shop 
will specialize in watch work. 

q Mr. and Mrs. Howard Osborn, owners 
of the Osborn Jewelry Co. of Banning, 
Calif.. are celebrating their 25th Anniver: 
sary in the jewelry business in their store. 
The firm was established in 1910 by Frank 
Rhomberg and was purchased by the 
Osborns in 1926. 
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California RJA Convention 
(From page 209) 


jishers’ Association. Basis of Mr. Bradt’s 
address was a survey made by his asso- 
ciation for the California RJA last year on 
the retail newspaper advertising of Calli- 
fornia jewelers. Mr. Bradt pointed out to 
the jewelers present the patterns of the 
buying public on a month to month graph 
over an ll-year period since 1939. The 
charts conclusively proved that such habits 
are relatively fixed and that by following 
the buying curves and promoting specific 
merchandise when consumer demand is up, 
sales can be greatly increased. Mr. Bradt 
urged the jewelers to make fuller use of 
the advisory facilities of their local papers 
where they are members of the Publishers’ 
Association and to utilize the “Continuing 
Study” reports, work sheets, their own 
California RJA survey and other data 
available for a flexibly planned advertising 
program. 





placed his son in the office of president. 

Following the installation a panel of ex- 
perts reported on the metal situation. 
Merrill Woodruff of the U. S. Department 
of Commerce gave the overall picture and 
background of thinking behind the con- 
trols. 

The recent platinum order was _ inter- 
preted by Durward Howes II while Frank 
Rogers, sales manager for Elgin American, 
presented something of the problem in 
copper, brass and other metals on large 
scale production basis. 

Gladys Babson Hannaford, lecturer for 
the DeBeers Diamond Syndicate, stated 
that the chief factors holding back diamond 
sales at present are lack of consumer con- 
fidence in local jewelers and failure of 
jewelers to promote their standing as gem 
experts in their community. Mrs. Hanna- 
ford also presented the various dealer aids 
available to jewelry stores for window dis- 
plays, sales training, etc. She said these 
may be otained by writing to the Diamond 





Window display created by Herb Raymond, display director for Gump's of San Francisco, 

during address on effective display for the jeweler by Robert H. Russell, field merchandising 

coordinator for the Watchmakers of Switzerland. All materials used are readily accessible 

to any jeweler and the window also illustrates the power of using one integrated theme 
for the entire display. 


A greater emphasis was placed on 
special activities for wives attending the 
convention this year. In addition to Mon- 
day’s TV program, there was the tra- 
ditional Bingo Tea held on Tuesday. The 
following morning the ladies were guests 
of the association for a complimentary 
beauty breakfast held at the Colonial 
Manor. Miss Narice Fugate. director of 
the House of Charm model agency and 
charm school spoke to the guests on make- 
up, fashion trends, and charm hints. 

Wednesday’s luncheon session was de- 
voted to diamonds, OPS rulings and metal 
controls, Isadore Meyer (Meyer’s, Vallejo), 
general chairman of the convention, pre- 
sided at the luncheon which heard the 
committees’ annual reports and installation 
of new officers. Durward Howes, II, past 
president of the California RJA was in- 
stalling officer for the ceremony which 
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Promotion Department, The Reuben H. 
Donnelley Corp., 305 E. 45th St., New 
York. 

The panel discussion of General Ceiling 
Price Regulations planned by Homer Pot- 
ter, Regional Director for Northern Cali- 
fornia for the Office of Price Stabilization, 
had to be sharply modified just before the 
luncheon since the first teletype on Amend- 
ment II to CPR 7 was received that morn- 
ing. No details of the amendment were 
available at that time but a general inter- 
pretation of the ruling was given by Mr. 
Potter and members of his staff. 

Final event on the convention’s program 
was the 18th annual banquet, held in the 
Gold Room of the Palace. Highlight of 
the banquet was once again the distribu- 
tion of fabulous door prizes. Over 150 
gifts were presented by manufacturers and 
distributors as prizes for the event. 








14 Karat Gold 
Expansion 
Watch Band 











Fastest selling band on the market. Un- 
conditionally Guaranteed. Springs are 
constructed of finest stainless steel. Will 


not rust or deteriorate. Priced at 
$100.00 Keystone. Sales guaranteed 
100%. We will repurchase without ques- 
tion for cash any unsold bands. 


Cask Dd. obtabdinen 


220 W. 5th St., Los Angeles 13, Calif. 


Manufacturers of fine jewelry 
Star Sapphires @ Rubies @ Diamonds 

















Just Released! 


WHE AL eam 
HOME STUDY 
_# YL/lolhod 


(nya Cn G 


This ENtTrRELY New METHOD of 


teaching Engraving is an innovation in 
Home Study Training. 

With the help of the “Silent Teacher’”’ 
you can now learn the fine techniques of 
Engraving at home—in your spare time. 

The “Silent Teacher” enables you to 
see your errors, and correct your own 
work ; it helps you progress faster and 
more accurately. 

The “Silent Teacher” Method is under 
the direction of a staff of Expert In- 
structors; it is written in clear, easy- 
to-understand lan- 
guage ; each project &"" 
is illustrated. : 










Write for Information : 
x  & 
Gustave Van Erp © 


Master Engraver— 


originator of the b 
“Silent Teacher” J 
Method 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missouri 
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HEREND 





"CANTATA" Pattern 


in fine porcelain from this famous 
old factory, painted by hand In 
rich, natural colors, with gold 
edge line. 


Full dinnerware in open stock 
5-pe. place setting 
$23.10 retail 


Write to Dept. J 


MARGARET PRESTON WUORIO, INC. 


Direct Importers 


15 East 26th Street, New York 10, N. Y. 
Murray Hill 3-5715 

















ts Importers of 

' ENGLISH CHINA 
ond 

EARTHENWARE 

Steck and Import 


FONDEVILLE & CO., INC. 
e. New York 10, N. Y. 
AL. 4-0104 




















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 














MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstene Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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Members of Massachusetts-R. |. RJA 








Seated at the head table at the 36th an- 
nual convention of the Massachusetts-Rhode 
Island RJA were: Upper left hand corner, 
l. to r.: Mrs. David A. Robertson; David 
A. Robertson, association secretary; Mrs. 
William A. Selberg, and William A. Sel- 
berg, president of the Diamond Peacock 
Club. Upper right hand corner, |. to r.: 
Sturgis Rice, president of the Boston Jewel- 
ers Club; Mrs. Charles T. Evans; Charles T. 


Evans, secretary of the American National 
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Retail Jewelers Association, and Mrs. 
Robert A. Abbott. Lower left hand corner, 
I. to r.: Robert A. Abbott, vice president, 
New England Region, American National 
Retail Jewelers Association; Mrs. C. Edward 
Cotter, and C. Edward Cotter, association 
president. Lower right hand corner, I. to r.: 
Frederic W. Bird, association treasurer: 
Mrs. Frederic W. Bird, William Shreve, vice 
president of the association, and Mrs, 


William Shreve. 





Members of the Massachusetts - Rhode 
Island Retail Jewelers Association gathered 
at the Parker House, Boston, for their 36th 
annual convention on April 4th. All officers 
of the Association were re-elected for an- 
other year. 

A business meeting followed the elec- 
tion, and Paul Monohon of B. A. Ballou & 
Co., speaking on the subject of “Priceless 
Ingredient,’ emphasized that a jeweler’s 
integrity in a community was something 
that could not be taken from him. Milton 
Richards of the Milton Richards Advertis- 
ing Co., spoke on “Retail Store Adver- 
tising,” and H. E. Blackburn, sales mana- 
ger for Seth Thomas Clocks, talked on 
“Clock Sales.” Harold S. Gardner of the 
Jewelers Security Alliance, spoke on crime 
and the increase in juvenile delinquency, 
and a representative of the Office of Price 
Stabilization outlined price control regula- 
tions as they applied to the jewelry trade. 

During the banquet, many fine donated 
door prizes were distributed among mem- 
bers and guests, and a six-act entertainment 
program, with Manny Williams, magician, 





Other head table guests at the convention 
included, |. to r.: Harold S. Gardner of 
the Jewelers Security Alliance; Milton 
Richards, Milton Richards Advertising Co., 
and Ellsworth W. Read, member of the 
board of directors of the association. 


as ma#ter of ceremonies, was enjoyed by 
all. Dancing followed the entertainment. 
The following officers were re-elected 
unanimously to serve for the ensuing year: 
President, C. Edward Cotter, Prince-Cotter 
Co., Lowell; Vice Presidents: Leland 
Knowlton, F. A. Knowlton, Inc., Worcester, 
and William Shreve, Shreve, Crump & 
Lowe Co., Boston; Secretary, David A. 
Robertson, Framingham, and _ Treasurer, 


Fred W. Bird, Needham. 





Carl M. Fishel Heads Group 
In New York USO Campaign 


Carl M. Fishel, president of Trifari, 
Krussman & Fishel, Inc., has accepted the 
chairmanship of the Costume Jewelry Divi- 
sion of the Commerce and Industry Division 
of the New York USO Campaign. 

The object of the New York USO Can- 
paign is to raise New York’s share of the 
money needed in 1951 to provide hospital- 
ity and wholesome entertainment for mem- 
bers of the armed forces. An ever-increas- 
ing number of uniformed visitors are 
expected in greater New York this year. 











TEDMAN IMPORTING CO. 
225 Fifth Ave. Tele.: MU &-5324 
New York 10, New York 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 
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CRYSTAL by BRODEGAARD 
from SWEDEN bd Made in U.S. A. 


Stemware — Drinkware — Accessories 


Send for new 1951 Catalog 
R. F. BRODEGAARD & CO., Inc. 


225 FIFTH AVENUE NEW YORK 10, N. Y. 
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May 


6-7—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, Annual Con- 
vention, Hotel Dupont, Wilmington, Del. 

6-8—Florida Retail Jewelers Associa- 
tion, Annual Convention, Columbus Hotel, 
Miami, Fla. 

13-15—Horological Institute of America, 
Annual Meeting, Wardman Park Hotel, 
Washington, D. C. 

90-21—Alabama Retail Jewelers Associa- 
tion, Annual Convention, Thomas Jefferson 
Hotel, Birmingham, Ala. 

20-25—New York Stationery Show, Ho- 
tel New Yorker, New York. 


June 


4-5—National Wholesale Jewelers Asso- 
ciation, 44th Annual Convention, Ritz- 
Carlton Hotel, Atlantic City, N. J. 

7-8—Watch Material Distributors Associ- 
ation of America, Sixth Annual Convention, 
Hotel Statler, New York. 

9—Maiden Lane Outing Club, Annual 
Summer Outing, “The Greens,” Pleasant- 
dale, N. J. 

13—The Twenty-Four Karat Club of 
The City of New York, Annual Summer 
Outing, Travers Island, Pelham, N. Y. 

24-25—New Hampshire Retail Jewelers 
Association, Annual Convention, Hotel 
Wentworth-by-the-Sea, New Castle, N. H. 

30-July 2—New Jersey Retail Jewelers 
Association, Annual Convention, Hotel 
Claridge, Atlantic City, N. J. 


July 


16—New York Lamp Show, Hotel New 
Yorker, New York. 

8-11—Fourth California Lamp and Pic- 
ture Show, Biltmore Hotel, Los Angeles, 
Calif. 

15-20—National China, Glass and Pot- 
tery Show, Hotel New Yorker, New York. 

16-20—Western Summer Market, West- 
ern Merchandise Mart, San Francisco, Calif. 

22-25—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 

22-25—Southern Jewelry Show, Atlanta 
Biltmore Hotel, Atlanta, Ga. 

22-26—Kansas City Gift Show, Municipal 
Auditorium, Kansas City, Mo. 

22-27—33rd California Gift Show, Mer- 
chandise Mart, Brack Shops, Alexandria 
and Biltmore Hotels, and Individual Show- 
rooms, Los Angeles, Calif. 

29-August 1—New York State Gift & Art 
Show, Hotel Onondago, Syracuse, N. Y. 

29-August 3—National Luggage & Leath- 
er Goods Show, Hotel New Yorker, New 
York, 

29-August 2—National Association 
of Credit Jewelers, Annual Convention 
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and National Jewelry Fair, Stevens 
Hotel, Chicago, Ill. 

30-August 10—Chicago Gift Show, La- 
Salle Hotel and Palmer House, Chicago, Ill. 

30-August 10—Merchandise Mart Giit 
Show, Merchandise Mart, Chicago, Ill. 

30-August 10—Registered California Gift 
& Dinnerware Show, Morrison Hotel, Chi- 
cago, III. 


August 


5-9—Allied Jewelry Show, Biltmore Ho- 
tel, Los Angeles, Calif. 

5-9—San Francisco Gift Show, Civic 
Auditorium and Palace Hotel, San Fran- 
cisco, Calif. 

12-15—Third Western Jewelry & Silver- 
ware Show, Biltmore Hotel, Los Angeles, 
Calif. 

12-16—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York, N. Y. 

19-23—Seattle Gift Show, Olympia Ho- 
tel, Seattle, Wash. 

20-24—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

26-29—Ohio State Gift Show, Hotel 
Deshler-Wallick, Columbus, Ohio. 

26-29—Portland Gift Show, Portland 
Hotel, Portland, Ore. 


September 


2-5—St. Louis Gift Show, Statler Hotel, 
St. Louis, Mo. 

2-6—Fall Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

2-7—Allied Gift and Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

2-7—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, Second Unit, Dallas, 
Texas. 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

9-10—West Virginia Retail Jewelers As- 
sociation, Annual Convention, Daniel Boone 
Hotel, Charleston, W. Va. 

12-15—Denver Gift and Jewelry Show, 
Albany Hotel, Denver, Colo. 

15-18—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

16—Missouri Retail Jewelers Associa- 
tion, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

16-18—Ohio Retail Jewelers Association, 
Annual Convention, Deshler-Wallick Hotel, 
Columbus, Ohio. 

16-19—Denver Gift and Jewelry Show, 
Albany Hotel, Denver, Colo. 

16-20—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

23-24—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines, 
Des Moines, Iowa. 

23-27 — Washington Gift Show, Hotel 
Willard, Washington, D. C. 


Proctor Buys Benedict Mfg. Co. 


L. G. Proctor, president of Empire 
Silversmiths and the Empire Silverplating 
Co., Toronto, recently purchased the Bene- 
dict Mfg. Co. of Syracuse, N. Y., manu- 
facturers of silverplated hollowware since 
1883. The general and sales offices of the 
company will remain in East Syracuse, 


N. Y. 
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France 


ESTABLISHED !184e 





Haviland & C 


i'n Cc O R PO R ATF E DO 


26 WEST 23rd STREET, 
NEW YORK 10, N. Y. 


CHICAGO 
1550 MERCHANDISE MART 


LOS ANGELES 
302 BRACK SHOPS 





GEO. BORGFELDT 


CORPORATION 
44.60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA * GLASS a TABLEWARE 
EARTHENWARE * GIFT and ARTWARES 
Domestic and Foreign 











ORREFORS OF SWEDEN 
GLASSWARE 


U.S.A. Representatives 
FISHER, BRUCE & CO. 
Phita.: 22\ Market St. © NewYork: 1107 Broadway 
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Bonths 


FINE ENGLISH 
TABLEWARE 
Send for illustrated pampblets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 3, N. Y. 
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MARY RYAN ‘ccessons 


FURNITURE 
GIFF AND ART 
225 Fifth Avenue, New York 
Merchandise Mart, Chicago NOVELTIES 
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Fitting a Mainspring 


There are times when it is necessary to “make do” with material on hand in 


order to complete a particular job. Here are some short cuts to help you in 


replacing a mainspring when you don’t have the correct replacement spring. 


= a mainspring sounds like a very 
simple task, and it is, yet it is surprising the number of 
watches that cross repair desks with the wrong main- 
spring in them. Everything else can be right, but the 
wrong mainspring will prevent accurate timekeeping. It 
can be too long, too short, too strong, too weak. Fre- 
quently it is at least one of these things and many times 
two of them. 

This need not be so. When stocks are complete and 
material can be had by phoning the local jobber, there 
is no need for ever using the wrong mainspring. Ameri- 
can watches usually call for a given spring that is easy 
to obtain, but Swiss watches are constructed in such a 
way that one size spring will fit many watches. Therefore 
special care must be used in fitting them. Frequently 
“fitting” them is the exact word. If you are located in a 
small town with the nearest material supply house several 
hours away by mail, then you must have a few short cuts 
to take care of that particular rush job. 

One such job to which this applies is the mainspring. 
There are many cases in which this “fitting” job is 
necessary. Perhaps you have the spring that is the cor- 
rect width and thickness, but is too long. If it is too short 
there is nothing you can do. If you have the correct 
width and strength in a too-long spring, you can alter it. 
There are several ways of doing this. Here are a few 
suggestions: 

(1) Take the longer spring and break off the tongue 
end (outside end) until the remainder is the length 
needed. Use a sharp end punch to make a small hole just 
back of the end. When the hole is through the spring, use 
a reamer to make it round and the desired size to hold 
the rivet in the original tongue. 

Then use the blade of a knife to remove the tongue 
from the surplus end you have broken from the spring. 
By prying off the tongue from the end of the spring you 
will leave the rivet intact. Ream the hole you have made 
in the end of the spring until that rivet will just drive 
into it. Drive it in and with the steel hammer head it over 
securely to the spring. When this is done you will have 
an end that is exactly like the factory job. 

Unfortunately, there are many type ends for different 
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by P. BUFORD HARRIS 


springs and they cannot be covered in just a few words 
or illustrations. 

(2) Another end is peculiar to the Longine spring. 
As you know, Longine uses a T-end spring unlike any- 
thing used by any other watch. Frequently you do not 
have the spring you need with the correct end. If it isa 
rush job, what to do? 

Simple. Select a regular spring that is correct as to 
size, strength and length. Use the method described 
above to remove the T from the old Longine spring in 
the watch. 

Then take the new spring and file the end of the rivet 
holding the tongue until the rivet will push through the 
hole without injury to the spring. Then rivet the T from 
the old spring to the new one. After doing this job a few 
times you will become so adept you can do a factory-like 
job every time. 

(3) If the old spring in the watch does not have the 
correct end or is not a regular Longine spring, as is s0 








Steps in making a T-end spring 
for a Longine movement from an - 
ordinary tongue-end spring that 
is correct in all other ways. 
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EASY 
PAYMENT 
PLAN lets the 














pay for itself out of extra profit 
that it earns. 
GREATEST VALUE IN THE LONG RUN 
SO, OWN THE BEST 


THE BEST type of record for the most accurate, quick- 
est rating of any watch,—any beat, any position 


THE BEST chart patterns for analyzing watch troubles, 
dependably. 


THE BEST in construction and engineering for long 
life and operating efficiency. 


WRITEFORA —-—__o OHE,WHIC-UREE ats EN 
DEMONSTRATION Ne A REASON "wae 
THEN COMPARE IT'S THE BEST 


American Time Products, Inc. 
580 Fifth Avenue New York 19, N.Y. 
OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 
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often the case, there is still another way to do the job in a 
satisfactory manner. 

Select a tongue end spring that is correct in all other 
dimensions. Turn the tongue crosswise on the spring. 
That is, turn it to a 90-degree angle to the body of the 
spring. You will find the back end is probably just about 
right. Cut off the long end until it forms a brace just a 
little wider than the total width of the spring. When this 
is done, use a small file and reduce the width of the 
“brace” until it becomes a T that will fit snugly into the 
slot in the barrel and the barrel cap. You now have an 
almost perfect T. 

(4) Under paragraph (1) above we very briefly cov- 
ered the changing of a tongue end but we did not exhaust 
the possibilities of changing a spring under any and all 
conditions. At times it is not feasible, or the time factor 
is too great, to replace the tongue on the spring after it 
has been cut down to the correct length. Perhaps there 
is no tongue of the correct size and strength available. 
This need not stop you for there is a way to fit any spring. 
Here is how: 

Use a small alcohol lamp with a sharp flame. If 
necessary reshape the wick until the flame becomes 
pointed and sharp. Then insert the end of the spring in 





Steps in replacing a tongue on 
a mainspring after it has been 
cut down to the correct length. 














the flame, or just above it, until it becomes red hot. Clasp 
the end quickly with the pliers and double it backward 
toward the outside of the spring—the outside as it would 
go into the barrel. Now insert the exact point of the loop 
into the flame and the instant it becomes red, press it 
together with the points of a pair of flat-nosed pliers. Be 
very careful not to let the heat travel down the spring any 
farther than can be avoided. It removes the temper, of 
course, and renders that part of the spring useless. 
Now use a small screw head file and file through the 
end of the spring about 1% inch back from the loop. You 
now have a very short loop resting snugly alongside the 
body of the spring. Next break off about 14th inch 
of good spring from some other source and insert it back 
of the short loop you have formed. This “tongue” should 
be the same width and thickness as the original spring. 
If necessary, use the small file to shape it like the tongue 
is shaped on the regular tongue end spring. Insert it in 
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the barrel and see that the “tongue” is resting behind the 
loop. You will find that it acts in the barrel exactly like 
a tongue end. 

One word of caution. Do the heating as quickly ag 
possible to avoid drawing the temper anywhere except 
right at the elbow. The hook should be very short and 
should not be used as a “tongue” itself, as the hook has 
been rendered soft by the heating process. It is strong 
enough to hold the piece of spring behind it. Also, the 
elbow should be sharp enough that the piece of spring 
inserted behind the hook will stay in place. The shorter 
the hook can be, the better. 





Tiny Pamphlet Emphasizes Watch 
Guarantee 


Albert S. Samuels Company, San Francisco jewelers, is 
doing a good public relations job between the watch de. 
partment and the customer by means of a tiny pamphlet 
which is given to every purchaser of a watch at the store. 

Entitled “Your Watch Guarantee—What it Does and 
What it Does Not,” the pamphlet was designed to do away 
with the misunderstanding, unfair claims and adjustments 
which have generally plagued jewelers as a followup to 
many watch sales. 

The booklet starts out with the paragraph—“You have 
just bought a watch. You bought it from a reliable jeweler 
and you listened to an intelligent salesman. You paid your 
good money for a watch in which you have confidence, 
and you intend to see that you get your money’s worth, 
You have a right to demand that the jeweler live up to 
his guarantee. Let us both be sure, then, that you under 
stand just what is guaranteed, and what is not covered 
by the guarantee. A summary of the things we guarantee 
and those we do NOT guaranteed follows this paragraph.” 

Listed on the second page of the pamphlet is the head- 
line—““What We Do Guarantee,” followed by the three 
basic guarantees which Samuels extends without equivo- 
cation. Following is a similarly listed page headed: 
“What We Do NOT Guarantee.” 

Commenting on the pamphlet, Mr. Samuels pointed out, 
‘“‘We specialize to a large extent in watches and our mer- 
chandising program differs sharply from that of a lot of 
jewelers in that we do not lay heavy emphasis on brands. 
Instead we sell every watch on the basis that it is guar- 
anteed by Samuels. 

“This watch pamphlet is slanted to explain to the cus: 
tomer just what he may expect in the way of guaranteed 
service from our store, and, just as important, what guar- 
antees are not extended. Our theory is that once having 
read the booklet, the usual customer will have a far more 
open-minded attitude toward the store and is less likely to 
become irritated or unfair in his demands. 

“All of the points explained in the pamphlet are, o 
course, touched upon by the salesman during the course 
of the watch sale.” 





When merchants of Grand Island, Nebraska, put on 4 
huge Indoor Circus last year, the Chamber of Commerce 
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mailed 18,000 free tickets to school children in I1 coun ‘ 


ties. This gesture brought thousands of children to Grand 
Island with their parents. It resulted in a great deal of 
good will and considerable buying in local stores as well. 
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® Sentinel stands for outstandingly good-looking clocks and 
watches of good quality, which sell at prices lower than people 
expect. 


To assure Sentinel’s design leadership, Henry Dreyfuss, nation- 
ally famous, is currently designing the smartest clocks and 
watches ever admired . . . to bear the Sentinel name. 


° % . . . . ° . 
Sentinel quality is tops in its field; the Sentinel service program 
is the most modern and efficient; the Sentinel guarantee is real. 


National advertising reaching 88,000,000 readers this Spring 
is telling your customers the story of Sentinel value—of prices 
suprisingly more attractive. 


SENTINEL means business—get your share of it. 


DREYFUSS-DESIGNED sewriner, HAL atanm CLOCK . . 


The miniature 40 hour alarm that’s retailer $2.76; retails for $3.95*. 
become first choice of trade buyers Little Pal Radium costs retailer 


and consumers. Little Pal plain costs $3.15; retails for $4.50* , ie _ 
Other popular ‘Sentinel models include the THE 
Diamond Wrist Watch—10 Kt. rolled gold plate 
case, chrome plated back, for $4.95* retail; and S E N T I N E L SHOWN ACTUAL SIZE 


the Click Pocket Watch, with durable chrome FZ, | 
; LINE OF ‘€ ’ y ho. 
finish, for $2.95* plain, $3.50* radium. OF Clocks and Watches 


*Plus tax. Specifications and prices subject to change. - 


The E. Ingraham Company @ Bristol, Conn. 
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WHERE CAN I! GET—? 





eee NUMBERS—In replacing balance staffs in 
Swiss watches, I notice that on the underside of the 
balance arms, there are often scratched Roman numerals 
—example—VIII. Does this mean anything special? 
Is it a mark put there by the factory, or is it an identi- 
fying symbol put there by a previous watchmaker who 
put in a staff himself? I ask this because I have not 
noticed this mark in several watches I recently bought 
from a jobber. These watches are supposed to be new 


from the factory. (Question No. 6324) J. M. 


Answer—The Roman numerals asked about, some- 
times found scratched on the underside of balance arms 
in Swiss watches, are a part of the system followed in 
some factories, for identifying the sets of parts belonging 
together for each watch, as the work of finishing the 
watches proceeds in the factory. Evidently this system 
is not in use in the factories that made the new watches 
referred to in your letter, which lack the numerals in 
question. 


| Pres WATCH—I have just traded in an old watch 

that is one of the finest examples of workmanship | 
have seen in 40 years of experience. It is unusually thin 
for an old watch; train-teeth are same as “wolf-teeth” 
used in steel winding wheels of some fine Swiss watches 
today; cylinder escapement, and name “Lepine, Paris” 
engraved on movement. It does not run, and I wish 
address of some expert specializing in restoring rare 
watches, not any trade-repair shop, but a real authority. 
able to make parts if needed, of quality equal to original. 


(Question No. 6325) R. L. W. 


Answer—lf the watch described in your letter is a 
genuine specimen of the work of Jean Antoine Lepine, 
who was in business in Paris, France, between about 1740 
and 1783, it is indeed a rare and fine watch. Lepine 
(sometimes spelled L’Epine) was a famous maker. He 
revolutionized the design of watches to do without a 
fuzee, which made thinner watches possible, and some 
of his watches are found in the most famous collections. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I-? 


If you wish the genuineness of the watch checked, this 
could be done by sending it to us, and paying the fee 
of $3.00 for inspection and report by an expert in antique 
timepieces. 

Among specialists who could restore your watch to its 
original condition, we recommend highly Karl Plepla, 
522 Fifth Avenue, New York, N. Y.; and Charles K. 
Johns, 790 Riverside Drive, New York 32, N. Y. 

This is no reflection on the services offered by good 
watch-repair trade-shops, but the business of the latter is 
different, being to repair current makes and models of 
watches, whereas the specialists named are experienced 
on mechanisms of obsolete design and workmanship for 
which any needed parts must be made outright, including 
sometimes cutting gearing, making odd jewels, and so on. 


ARTS RUSTING—I am greatly troubled with steel 
watch parts rusting while in my cabinets, etc., in my 
material stock. Is there any commercial product on the 
market, for preventing this condition? Also, I would like 
to know anything from your bag of tricks. for re-finishing 
rusty parts, and any ideas on stopping rust once it has 


been started. (Question No. 6326) I. L. M. 


Answer—this trouble is often reported from places 
that have an unusually humid climate. Another cause of 
it may be more personal, due to steel parts being handled 
by persons who have an unusually acid perspiration. 
Sometime this has so active an effect that if material 
bottle corks or the containers become impregnated with 
perspiration, they may, even when dried up, emanate 4 
rusting effect by being near the steel parts. 

A precaution to take is to follow a rigid rule of never 
handling parts while fitting or selecting them except with 
clean tweezers and avoiding getting perspiration on corks 
or containers. 

Not much can be done about climatic causes of rusting; 
some watchmakers keep a film of watch oil on the parts 
in stock. which helps, but is somewhat messy. 

Rust may be checked by soaking parts in kerosene oil; 


THE JEWELERS’ CIRCULAR-KEYSTONE 


sa 





eee 





loose rust can be brushed off them, and unless the rust 
had been so deep that it made “pits” in the steel, the parts 
would do for customary use. Steel pitted by rust can be 
repolished, if the defects are not too deep, or if this 
wouldn’t cost too much in time consumed, to be really 
economical. It might be well to clean your stock and the 
containers, for a “fresh start,” and then use the pre- 
cautions suggested, for the future. 


OXWOOD SAWDUST—Could you give us any clue 

on how to investigate any potentialities in a business 
of supplying boxwood sawdust to the jewelers trade? We 
manufacture articles of this wood, and get quantities of 
sawdust, as a by-product. Would like to know of any 
firm who could judge the material, and advise us as to 
marketing possibilities. We do not wish to bother selling 
it in retail or small lots. Is there any mixture, or treat- 
ment by chemicals, necessary for preparing sawdust for 


the market? (Question No. 6327) C. B. A. 


Answer—First, let us explain that the boxwood saw- 
dust used by jewelers and watchmakers is of fine grain, 
but shouldn’t include the flour-like powder that may be 
present in dust as it comes from the saw. This objec- 
tionably fine powder, if present in your sawdust, could 
no doubt be sifted out easily enough, by simple machin- 
ery. Answering your question about any “mixture” in 
the sawdust, we will say no; the sawdust is pure natural 
wood without any addition or chemical processing. 

About buyers of this product, there are big houses that 
supply dealers who in turn supply consumers; and this is 
true, separately, of the watchmaking industry and of the 
jewelry industry. For general information about this 
proposed business, we suggest that you write to (con- 
cerning the watch-industry market), Hammel Riglander 
& Co., 395 Fourth Avenue, New York 16, N. Y.; and 
about the jewelry industry market, to William Dixon, 
Inc., 32 Kinney St., Newark, N. J. These firms could 
examine and judge samples of your sawdust, and tell you 
what price-offers could be made, etc., and give you an 
idea of quantities that could be used. 


ATCH AGE—We would like to know the age and 
the value of a watch made by Bulhman, London. It 
is in a double silver case, showing dial as an open-face 


watch. (Question No. 6328) D. B. G. 


Answer—We will make a suggestion that you look 
again at the spelling of the maker’s name on your old 
watch and see whether it couldn’t be something else than 
“Bulhman.” While our biographical lists of former 
London watchmakers do not include a name of exactly 
that spelling, there are a number of names closely re- 
sembling it. Our experience has been that inquirers 
often send us more-or-less misquoted names, copied from 
the ancient forms of script engraving, which are easily 
misquoted unless one has had considerable experience 
with them. 

Another thing that would help us judge and report 
to you the history of your watch would be if you would 
send us a set of clear photographs of it, outside and in- 
side, as well as impressions of any marks stamped inside 
the case, made in hot sealing-wax, or by pressing damp 
paper over them and rubbing the outside of the paper 
with a soft lead-pencil. With this further data, we would 
no doubt be in position to judge when the watch was 
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made, and whether it has any rarity or value as a col- 
lectors’ specimen. 


PRREAKING MAINSPRING—This is a special case of 
frequent breaking of mainsprings, not all over the 
watch rack, but only in one particular watch; so the fault 
is probably not in the quality of the mainsprings in my 
stock. The watch is an old 16 size “D. Gruen & Sons.” 
Have put in so far, four springs, inside of a week. Please 


advise. (Question No. 6329) L. K. 


Answer—While we can give a general answer to a 
question like this, it should be understood that it cannot 
be as specific as if we had the watch and a lot of these 
mainsprings before us for inspection. But we will say that 
what seems most likely to be wrong is that there is some- 
thing in the way of the free winding and unwinding of 
the spring; a dent in the barrel bottom or cover; an 
excessively long hook in barrel or arbor; too little space 
between barrel bottom and cover inside; anything in 
fact, that would place an undue strain on the spring 
during winding. Or the lot of springs being used might be 
of incorrect dimension for this model of watch. 

Probably the least likely cause is that this particular 
lot of mainsprings is defective in themselves; steel too 
brittle, or something like that. One more suggestion: if 
you put mainsprings in watches by “twisting” them in 
with your fingers, that might malform the coils and pre- 
dispose them to breaking. Mainsprings should always be 
put in their barrels with a good mainspring winder and 
removed from barrels the same way. 


EMOVING, SOFT SOLDER—Can you tell me how 

to entirely remove soft solder from a piece of solid 

gold jewelry, to re-solder it with gold-solder? (Question 
No. 6330) J. G. T. 


Answer—this job should be done in two steps. First, 
heat the work over an alcohol lamp or bunsen gas flame; 
and when the solder is melting, and after the bulk of it 
has fallen away by its own weight, remove all the rest 
of it that you can, by brushing with a medium stiff 
bristle hand-brush. This will leave a rather thin coat 
of the solder, which can be entirely removed then, by 
immersing the work in a solution of 2 parts muriatic 
acid in 1 part of water. 

Watch carefully, and remove the work as soon as the 
solder film has completely disappeared. Wash the work 
with soap and water; rinse and dry. Polishing is usually 
needed to restore the gold surface perfectly. A warning 
about mixing the acid and water: Drop acid slowly into 
water, not water into acid, to avoid boiling up and pos- 
sibly splashing acid out to injure your skin, or your 
workbench. 





Correction 


On this page in the April issue, under the heading 
“Railroad Watch,” it was stated “Since 1938 the Hamil- 
ton Watch Company has not marketed Illinois watches.” 

This statement was in error. According to the Hamil- 
ton Watch Co., they have continuously marketed Illinois 
wrist watches since 1938 and are continually selling a 
limited number each year. Hamilton owns the “Illinois” 
trademark which is registered in each of the 48 states. 
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with time-and-effort-saving features 
never before combined on one machine 








Automaticclear signal. Gives 





Subtractions in red. 





automatic printed proof of 
whether or not the machine was 
clear when the operator started 
to use it, 


Automatic space-up of tape. 
Spaces tape to correct tear- 
off position when total is printed. 
Saves time, effort, paper. 


Automatic credit balance. 
Actual minus totals are auto- 
matically computed, and print- 
ed by a single touch of the 
total bar. Prints in red, with 
CR symbol. 


Full, visible keyboard. All 
ciphers print automatically — 
saving time, motion, and effort! 
Two or more keys can be de- 
pressed simultaneously. Amounts 
remain visible until added. 


The National Cash Register Company presents 
an Adding Machine designed to produce more 
work with greater accuracy and with less time 
and effort. Backed by National’s 67 years’ ex- 
perience, and representing years of research, 
the NATIONAL ADDING MACHINE has time- 
and-effort-saving features never before com- 
bined on one machine. 


National's superiority is due mainly to the 
many things it does automatically. What a 
machine does automatically, the operator can- 
not do wrong—that promotes accuracy. What 
a machine does automatically, the operator 
does not have to do at all—and that saves 


Easy-touch key action. Depression 
of keys is practically effortless, yet 
sufficient totell you when you have de- 
pressed a key. Tensionisuniform 3 Y20z. 


Can never be mistaken for 
additions. Stand out promi- 
nently even after amounts 
have been “checked off” 
on the tape. Identified in- 
stantly, for everyone knows 
the meaning of red figures. 


Large answer dials. 
Always show the accu- 
mulated total in large 
numerals. Permit use of 
machine without tape. 





Heavy duty construc- 
tion. Compact for desk 
use. Portable enough 
to move about, yet rug- 
ged enough tocarryon 
through long years of 
hard service. 


both time and effort. 

Check the features shown above against 
your present machine or method. They are ex- 
amples to give you some idea of the new heights 
of achievement reached in this National. But 
only by an actual demonstration, on your own 
work, can you fully realize how this remarkable 
machine will benefit you! 


Call your local National Cash 
Register Company’s office, or 
the local dealer for National 
Adding Machines,andarrange 
for a demonstration in your 
office, on your own figure 
work...or mail the coupon. 


Please send me booklet 
describing National Add- 
ing Machines. (No obligation.) 


Please have your local 
representative give me a 
free demonstration. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 
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Community Plans Ten Ads 
For May and June Release 


Community advertisements have ap- 
peared in 14 national magazines this 
spring, it was announced on April 12 by 
E. B. Bedford, publicity manager for 
Oneida, Ltd., Oneida, N. Y. Community 
has scheduled ten full pages of advertising 
for the months of May and June, which 
will bring the Community total for 1951 to 
32 full pages of advertising. Seven of the 
ten ads will appear in cover positions. The 
ads will appear in American Magazine 
(May and June), Bride’s Magazine, Quick 
(May 14, 28 and June 11), Household, 
Life, Mademoiselle and Ladies’ Home 
Journal. 

As a follow-up to the spring campaign, 
Community has sent an advertising broad- 
side of their spring campaign, entitled 
“How’s Your Follow-Thru” to jewelers. 





Gruen Introduces New 
Watch Box 





This luxurious new watch box, consistent 
with jewelry store atmosphere, has recently 
been introduced by the Gruen Watch Co. 
The box, especially designed for presenta- 
tion of Gruen ladies’ diamond watches, is 
made of jeweled Lucite with turquoise 
satin and velvet. 





Remington Offers New Service 


A new Remington Rand Preventive 
Maintenance service, for a fixed annual 
charge based on the number of pieces of 
Remington Rand equipment in an office, 
assures continuous, effective operation of 
every piece of equipment. 

Complete details of the Remington Rand 
Office Preventive Maintenance service, to- 
gether with a list of Remington Rand 
equipment covered in the program, are 
described in Bulletin X1199A, available 
by writing Remington Rand Inc., 315 
Fourth Ave., New York 10, N. Y. 
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Elgin's Versatile ‘Lily of the Valley’ Display 


A feature of Elgin National Watch Company’s forthcoming promotion of “Lily of the 
Valley” diamond watches, scheduled to begin in May, will be this unique display piece. 
The mirror, representing a pool of water, reflects the image of the three watches mounted. 


on the grey crystelle velvet background. 














NEMA Display Contest Ready 


Display men for electric housewares 
dealers are eligible to win one of six first 
prizes in addition to runner-up certificates 
in the 1951 Display Contest now being 
Sponsored by the Electric Housewares Sec- 
tion of the National Electrical Manufac- 
turers Association. 

The most outstanding window or interior 
display which ties in with the campaign 
theme will be awarded an official first 
prize plaque. Certificates of excellence 
will go to second and third place winners. 
Separate prizes will be awarded to display 
men of stores in each of the six major 
retail classifications: jewelry stores, appli- 
ance dealers, department stores, drug 
stores, hardware stores and utilities com- 
panies. 

Displays may present electric housewares 
as either gifts for all occasions or spe- 
cifically for Mother’s Day, Father’s Day, 
weddings, anniversaries, birthdays or grad- 
uation. 

Stores my submit any number of eight 
by ten inch glossy photographs of displays. 
The following information should be listed 
on the back of each photo: name and 
address of store and display manager, 
type of store, date of display, comments 
as to interest aroused or sales created. 

All entries will be judged by merchan- 
dising experts. Winners will be announced 
at the July Housewares Show in Atlantic 
City. The contest closes June 15, 1951. 
All entries should be sent to Window Dis- 
play Contest Committee, Electric House- 
wares Section, National Electrical Manu- 
facturers Association, 155 East 44th St., 
New York 17, N. Y. 





New ‘Anniversary Locket 





This is one of 30 lockets which will be feo- 
tured by the Walter E. Hayward Co. of 
Attleboro, Mass. during the spring celebro- 
tion of that firm's 100th Anniversary. The 
locket is packaged in a turquoise box 
with a plush, stand-up oval frame. 








Helbros Sponsoring Radio Show 


Hoagy Carmichael is doing a series of [| 
five-minute radio shows for the Helbros | 
Watch Company. The shows are trans © 
cribed in Hollywood and are_ broadcast 
three times each week. The first show was 
on April 2. 

The shows are open-ended, so that the F 
local jeweler can run his own commercial F 
at the beginning and end of each show. 
The transcriptions are available free of 
charge to all Helbros dealers for use 0 
their local radio stations. 
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Telegift Campaign Breaks May 7 


A basic imprevement in the promotion of 
gift sales, a new gifts-by-wire service which 
permits the public to act on a purchase 
impulse by telephone at any hour of the 
day or night, was announced recently by 
Telegift, Inc. of New York City. 

The new service, which is scheduled for 
announcement in newspaper and national 
magazine advertisements on May 7, will 
utilize the services of over 3000 Western 
Union officers to receive and forward the 
gift orders to retail stores throughout the 
United States. 


General Mills’ Spring Displays 


These are two of the display pieces in- 
cluded in General Mills’ spring activity 
dealer package, available to home appli- 
ance dealers at no cost. The two pieces are 
four-color blowups of an ad which appears 
on the back cover of the April 28 issue of 
Saturday Evening Post, and in May-June 








issues of other leading magazines. Also in- 
cluded in the package is an ad schedule 
reprint, together with an order form for 
mats and radio and television commercials. 
The package is available through General 
Mills distributors, or direct from their 
Home Appliance Sales Promotion Dept.. 
1620 Central Ave., Minneapolis, Minn. 


New Elgin Promotion for Grads 


Newspaper advertisements in key mar- 
iets, television spots in major cities, and 
four-color, full page magazine advertise- 
ments will lead off Elgin National Watch 
Company’s campaign to assist jewelers in 
the forth-coming graduation selling season. 

In addition, Elgin is offering jewelers a 
host of sales-producing, point-of-sale pro- 
motion material, including a new “game” 
for jewelry stores, aimed at bringing 
parents of graduates into the store. Jewel- 
ers will receive full-color direct mail pieces. 
a complete series of local ad mats in a 
wide variety of sizes, free car cards, an 
outdoor poster, theater and television films, 
a five-piece graduation display for window 
or counter use and miscellaneous promo- 
tion helps. 

Elgin’s full-color graduation announce- 
ment will appear in Life for May 13, 
Saturday Evening Post for May 19, Farm 
Journal and Progressive Farmer for May, 
and the American Weekly for May 20. 
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Kreisler TV Show Makes Coast to Coast Debut 





Pictured at the opening night of the "Kreisler Band Stand'' TV Show on March 21 are (left 

to right): Joe Roberts, advertising manager, and Julien Keilus, sales manager of Jacques 

Kreisler; Sidney Garfield of Hirshon-Garfield; Miss Peggy Lee; Toby Stern, president of 
Jacques Kreisler; and Bob Lewine, Radio and TV director of Hirshon-Garfield. 


The “Kreisler Band Stand,” a new half- 
hour weekly variety show, sponsored by 
the Jacques Kreisler Manufacturing Corp., 
made its debut over the ABC television 
network on March 21. The show is being 


televised over 27 stations from coast to 
coast. 


The premier telecast was a _ musical 


salute to Benny Goodman. Stars of the 
first show were Mr. Goodman, the Good- 
man Sextette with Teddy Wilson, and Miss 





Peggy Lee. Bands that appeared on suc- 
ceeding weeks wefe Cab Calloway, Ralph 
Flanagan and Sammy Kaye. 

Toby Stern, president of Kreisler, said, 
“The ‘Kreisler Band Stand’ will stimulate 
even greater interest in Kreisler’s exclusive 
new styles, particularly ‘Your Signet’ 
watchbands and men’s jewelry. This is in 
keeping with our set policy of always 
giving jewelers throughout the country 
every cooperation in augmenting sales.” 





Sessions’ New Counter Display 


KT TY BRP 
TRY BOR 
$3 2 RA 





The Sessions Clock Co. of Forestville, 
Conn., is offering a new easel-back counter 
display, featuring the new “Kitty-Belle” 
alarm clock. The clock and its $4.50 price 
are prominently silk-screened in Day-Glo. 
The display is free with every order for 
three “Kitty-Belle” alarm clocks. 


O-B Offers Father's Display 


The latest addition to the merchandising 
program of Ostby & Barton Co. of Provi- 
dence, R. I., manufacturers of O-B rings, is 
now available to retailers, free of charge. 
The new display is a Father’s Day promo- 
tional piece, ten inches high, with rich 
velvet pad featuring five rings under the 
theme of Royal Gifts For The “King-For-A- 
Day”. The display, plus a free tie-in news- 
paper mat, will be sent upon request from 
the Advertising Dept., Ostby & Barton, 
Providence, R. I. 





Zodiac To Open Ad Campaign 


The Zodiac Watch Agency, 551 Fifth 
Ave., New York, will begin a new advertis- 
ing campaign with an advertisement in the 
May 21 issue of Life. The new series will 
promote the Zodiac Autographic, a self- 
winding watch with the Reserve Power 
Gauge. 

The stainless Autographic retails at 
$71.50; the gold-filled, at $89.50, both 


prices include federal tax. 





New G.E. Counter Display 





This new counter display which covers 
five General Electric traffic appliances has 
been prepared by the company and is now 
available to retailers through distributors. 


The unit provides for display of five in- 
terchangeable, full-color transparencies of 
the toaster, mixer, Visualizer iron, com- 
bination steam and dry iron and the com- 
bination sandwhich grill and waffle iron. 
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Jeweler's Window Ties In With Display at Local Exposition 





HDELIS 


ROSARIES 
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Fosters Jewelers of Providence, R. I., attracted passers-by with this window feature 
of Fidelis rosaries, manufactured by F. Whitaker Co. of Providence. While Whitaker was 
featuring its Fidelis line in a window display unit at the Rhode Island Industrial Exposi- 
tion in the main foyer of the Providence Railroad Station, Fosters’ display window fea- 
tured the Fidelis rosary line in its week-end window specials. The double-impact on 
the Providence shoppers proved to be a wide attention-getter. 





New Libbey Glass Display 


Included in the 1951 major spring pro- 
motion of Libbey Glass is a point-of-sale 
display unit designed especially for use 
by retail distributors. In its newest pro- 
motion, Libby is introducing its new gift 
boxed “Diamond Cut” stemware and 
tumbler sets. 





The new feature, a modification of a 
larger merchandising piece being made 
available to department stores, is 22 inches 
high, 19 inches wide and 17 inches deep. 


New Tudor Plate Offer 


D. E. Sanderson, vice president and 
director of sales of Oneida Community, 
Ltd., division of Oneida Ltd., announced 
recently that its sales representatives are 
presenting the new Tudor Plate 52-piece 
set and butter dish offer to retailers. 

The new offer is quite similar to the one 
that was made by Oneida Community last 
fall, which sold out before its scheduled 
expiration date. 

The special offer consists of the 52-piece 
service for eight plus a Tudor Plate butter 
dish and an anti-tarnish silver chest. The 
package will retail for $44.95. 

A display is supplied with each set and 
newspaper mats are available for jewelers’ 
local advertising campaigns. 
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Fashion Award to International 


For the second consecutive year, the 
International Sterling division of The 
International Silver Co. has been voted 
the Gold Award of the Fashion Academy. 

In announcing that International Sterling 
had been named for the 1951 Gold Award, 
Emil Hartman, director of the Fashion 
Academy credited International Sterling 
with “outstanding achievements in design- 
ing sterling silverware patterns.” 





John B. Stevens, sales manager of Inter- 
national Sterling Flatware, is shown hold- 
ing the Gold Medal which was presented 
by Emil Hartman (right), director of the 
Fashion Academy. George Morrison, ad- 
vertising manager of the International 
Silver Co. is standing at the left. 


Skin-Pin Rights to Ledo 
For Costume Jewelry 


Marianne Ostier, artist-jeweler, of 742 
Fifth Avenue, announced recently that 
Skin-Pins, personal adornments which may 
be fastened securely and harmlessly to the 
bare skin, will soon be widely available 
as costume jewelry at retail prices ranging 
from $1.95 to $50. 

Miss Ostier, who first introduced the 
idea in precious jewelry, said that she has 
granted sole and exclusive rights to the 
device in the costume jewelry field in the 
United States to Ledo Jewelers, 366 Fifth 
Ave., New York and Mamaroneck, N. Y. 





Helvetia Appoints DuRhone Co, 


Sigmund and Henry Gochman, officers 
of DuRhone Importing Co., Inc., 33 W, 
46th St., N. Y. C., announced the appoint. 
ment of their company as the exclusive 
selling agent in the U. S. for Helvetia 
watches. Alexander A. Zelig, president of 
DuRhone Importing Co., maintains the 
Swiss offices supervising production. Bob 
Rubinstein, vice-president of DuRhone, js 
in charge of southern sales. 

First shipments of the line of Helvetia 
automatic and water resistant watches ar. 
rived recently and are ready for shipment, 
according to Amstel. The line is priced to 
retail at from $29.95 up, F. T. I. Amstel js 
supervising sales in the U. S. 


Feature Ring Honors Winners 


Alfred S. Jaffee, sales manager of Fea- 
ture Ring Co., Inc., of New York, and sing. 
er Mel Torme congratulate newlywed win- 
ners of the $500 Feature Lock Ring contest. 





The contest, which tied-in with the new 
Paramount motion picture, “The Mating 
Season”, received editorial mention in the 
New York newspapers, and was featured in 
window displays of the Barton candy chain. 


Company Saves With 
New Machine 





Bruce P. Robbins, vice president of the 
Southwest Trophy and Award Co., Ine. 
of San Diego, Calif., shows how his com- 
pany has cut engraving costs from four 
cents per letter to less than one cent per 
letter by using the new Hermes Engravo- 
graphs to engrave brass plaques, trophies 
and other awards. Mr. Robbins states that 
this has resulted in a 400 per cent saving 
in the company’s engraving department. 

The Engravographs at Southwest aré 
operated by unskilled labor and are used 
to engrave trophies, medals, plaques, 
charms, pins, loving cups and silver-plated 
hollowware. 
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"Sweetheart Set" Featured In 
Eterna May-June Promotion 


This photograph showing two of Eterna 
Watch Company’s newest  self-winding 
watches was created to help the retailer 
promote the sale of “Sweetheart Set” 
Eterna watches during May and June. 
It will be made available to retailers in 
poster form for window or counter display. 





These two self-winding Eterna-Matic 
wrist watches are the company’s latest con- 
tribution to high styling in watches for 
men and women. The man’s watch, one 
of three new styles available, is dis- 
tinguished by its special dial and faceted 
triangular “dauphin” hands. Its 18K ap- 
plied gold numerals add fashion and 
luxury appearance to the watch, which 
retails at $95 F.T.I. The bride’s dainty 
matching watch is one of the smallest self- 
winding watches in the world. It retails 
at $71.50 F.T.I. 


Ten New Agencies Announced 
By Heirlooms of Tomorrow 


William Bailey, president of Heirlooms 
of Tomorrow, has appointed the following 
new agencies: Mrs. E. D. Leavitt, 1522 
Merchandise Mart, Chicago 54, Ill.; A. H. 
Renwick & Son, 712 South Olive St., Los 
Angeles 14, Calif.; Peter Levine, 230 Fifth 
Avenue, New York 1, N. Y.; G. Gregory 
Rodgers Associates, 3rd Floor, 2nd Unit, 
Santa Fe Building, Dallas 2, Texas; F. J. 
Tiedeken, 1011 Chestnut St., Philadelphia 
7, Pa.; and Joseph Adler, 14942 Appoline, 
Detroit 27, Mich. 

Other representatives of Heirlooms are 
Harvey Brown, 860 Padley St., Salt Lake 
City, Utah; R. E. L. Genge, 1449 Tremont 
Pl., Denver 2, Colo.; Edward Seff, 947 
Lincoln Rd., Miami Beach, Fla.: and 
Edgar Ball, 1824 Rosedale Ave., Louis- 
ville 5, Ky. 


New "Lady Citation" Wallet 


The “Lady Citation” billfold is being 
given special promotional emphasis for 
Mother’s Day, according to Sam Smallman 
of I. Smallman & Sons Co., manufacturers 
of Craftsman billfolds. It is a removable- 
passcase number, available in many colors 
and leathers, starting at five dollars retail. 
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ASR Signs Army Contract 


The American Safety Razor Corp. signed 
an $8,000,000 fixed-fee contract with the 
Ordnance Corps of the U. S. Army to 
operate a shell loading plant, part of the 
Kingsbury Ordnance operation, at La 
Porte, Ind., it was announced by Milton 
Dammann on April 11. ASR has formed a 
new division, the American Safety Razor- 
Kingsbury Corp., a wholly-owned subsidi- 
ary, which will take over the new orgari- 
zation and begin operation at once. 


Sidney Weil, executive vice president of 
ASR, has been named general manager of 
the new division. Eric Peterson has been 
appointed production manager; Bernard 
Finnigan as director of personnel; Warren 
Marshall as cemptroller; and George La 
Cas as assistant production manager. 


Commenting on the new ASR assign- 
ment, Mr. Weil said, “We at ASR are 
proud to be of service in the national 
emergency and feel honored to have been 
selected by the Army to run this impor- 
tant plant.” 


New Eureka Table Ready 


The Eureka Manufacturing Co., Inc., of 
Taunton, Mass., announced recently that 
the new Plymouth drop leaf table for sil- 
verware is now available to Eureka deal- 
ers. The new table is made of selected 
hardwood, with brass drawer pulls and 
drawers lined with tarnishproof Pacific 
Silver Cloth. It holds up to 170 pieces of 
silverware and has extra space for fancy 
pieces, 


New "May Queen” Pattern 





“May Queen”, the new 1951 Holmes & 
Edwards pattern in sterling inlaid silver- 
plate, is now being introduced in both 
single place settings and complete services 
for eight people. Pictured here with a 
single six-piece setting in the new design 
(priced retail at $8.06) is one of four new 
storage chests available with the complete 
services at no extra cost. This smartly- 
styled “basket-weave” model, in a pale 
walnut finish, has a durable _tarnish- 
resistant lining and will hold 132 pieces of 
flatware. “May Queen” services for eight 
retail at $69.95 (52 pieces with chest) and 
$87.25 (62 pieces with chest). 





Bretton Has New Display Card 


A new display card has been developed 
by Bretton for retailers who sell their new 
Monogram watch band series. 

Printed in two colors on laminated 
board, the nine inch card has an easel 
back which permits it to be used as an 
individual display in windows or on 
counters. 
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These display pieces are available upon 
request from Bruner-Ritter, Inc., manufac- 
turers of Bretton watch bands, 630 Fifth 
Avenue, New York 20, New York. 


International Silver Declares 
Bonus Payment to Employees 


Each factory employee of the Interna- 
tional Silver Co. received a bonus payment 
on April 19 equal to 50 hours earnings, 
including shift premium, but excluding 
overtime, it was announced recently by 
Maltby Stevens, president of International. 
The payment was made to each employee 
whose compensation is on an hourly piece- 
work basis and who has been employed 
continuously since December 31, 1950. 
An equivalent payment was made to each 
salaried employee of the company. 

In addition, effective April 30, all hourly 
and piece-work rates and salaries paid on 
a weekly basis will be increased by ap- 
proximately five per cent. All factory and 
office salaries of less than $500 per month, 
paid on a monthly basis, will be adjusted 
on approximately the same basis. 

When he made the bonus announcement, 
Mr. Stevens said, “This action by the 
Board of Directors is in recognition of the 
efforts of all our people.” 


Esquire Father's Day Kit Ready 


Silk-screened Father’s Day displays, 
dramatizing Esquire’s Father’s Day edi- 
torial theme, are being offered to jewelry 
stores throughout the country. 

The kit includes multi-colored display 
cards, posters, window and interior stream- 
ers and special Father’s Day reprint cards. 

Each of the display pieces reflects 
Esquire’s Father’s Day theme, “It’s Father’s 
Time—June 17th.” The kit is available 
to jewelry stores for three dollars. Orders 
should be sent to the Merchndising Depart- 
ment, Esquire Magazine, 488 Madison Ave., 
New York 22, N. Y. 
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News of Personne! 





A. E. Sloan, Inc. 
Appoints 
B. L. Brodsky 





Ben L. Brodsky, formerly advertising 
director of the Kay Associated Jewelry 
Stores of Washington, D. C., has recently 
been appointed general sales manager of 
Albert E. Sloan, Inc., of Chicago. Prior to 
his position with Kay, he was an account 
executive for the Merral Fox Advertising 
Agency and the Prager Advertising Agen- 
cy, both of Baltimore. From 1942 to 1944, 
he was with the Hecht Co., Washington 
department store. 


Colvin Memed 


Hamilton 


Supervisor 





A. A. Colvin has joined the Hamilton 
Watch Co. sales force and has been as- 
signed supervision of the West Coast sales 
territory left vacant by the transfer of C. S. 
Gause. He was sales representative for the 
Waltham Watch Co. for 20 years and was 
that firm’s sales manager from 1942 to 
1945. He has been a manufacturer’s agent 
for Waltham in the western states since 


1945. 





Gause Heads 
Hamilton's New 


Sales Area 





Charles S. Gause, former western district 
sales manager for the Hamilton Watch Co., 
has been named to head a newly formed 
sales area composed of southern and south- 
central states. He joined Hamilton in 1922 
as a sales representative. He has repre- 
sented Hamilton on the West Coast since 
1936, with the exception of a four-year in- 
terruption during World War II, when he 
served with the Army Ordnance Dept. 
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Elgin 
Appoints 
C. C. Haven 





oa 


Charles C. Haven has been appointed 
special sales representative for Elgin Na- 
tional Watch Co., it was announced re- 
cently by W. D. Evans, general sales man- 
ager. A native of Trenton, N. J., he 
attended the Art Institute of Pittsburgh 
and has been in sales work in Ohio and 
Pennsylvania since 1937. Recently, he has 
been regional sales manager for Arel, Inc., 
a Pittsburgh photo supply firm. 


—_— — 


New Chief 
Engineer 


At Swank 





William E. Sauter has been appointed 
chief engineer for Swank, Inc., according 
to an April 12 announcement by J. Carlton 
Bagnall, president of the firm. Mr. Sauter 
was plant manager for five years at the 
Wheeler Reflector Co., Duxbury, Mass. 
Prior to that, he was assistant to the gen- 
eral manager of the American Hardware 
Corp., New Britain, Conn. He is a graduate 
of the New Mexico A. and M. College. 


Elgin 
Appoints 
G. A. Webb 





The appointment of Granville A. Webb 
as service representative for Elgin National 
Watch Company was announced on April 
23 by Donald W. Leverenz, superintendent 
of inspection. Mr. Webb will work with 
Elgin field representatives and with jewel- 
ers and watchmakers on technical problems. 

He is a graduate of the Elgin Watchmak- 
ers College and a former instructor at that 
school. He joined Elgin in 1935. 





Tolerton Joins Gerwe Brown 


Maury Gerwe of the Gerwe Brown Co 
wholesale jewelers of Cincinnati, Ohio, hes 
announced that Ray Tolerton has been 
placed in charge of that company’s Dallas 
office. 

Tolerton was formerly associated with 
the Elgin National Watch Co. and js well 
known in the Scuth and Southwest. 


_—- 





Mautner 
Appoints 
Trilsch 


W. Robert Trilsch has been appointed 
special representative to manufacturers and 
wholesalers by the Mautner Company, Ine, 
He will cover the New York City and New 
England areas. 


Rice Joins 
FC &B 


International 





William H. Rice has been appointed 
field merchandising coordinator for The 
Watchmakers of Switzerland, according to 
a recent announcement by Foote, Cone & 
Belding International Corp. 

Mr. Rice will be in charge of the mid- 
western United States. He will make his 
headquarters in Chicago. He has had an 
extensive background in promoting and 
merchandising, having been affiliated with 
several national organizations in a similar 
capacity. 


- 


Arvin Distributcr Named 


Distribution of Arvin television receivers, 
radios and appliances in central and north- 
ern Florida was assumed recently by 
Thurow Distributors, 134 Tampa St., Tam- 
pa, Fla., according to an announcement by 
Raymond P. Spellman of Arvin Television 
Industries, Inc. 


— . 


Zeiss Loupes Now Available 


I. Kassoy, Inc., 7 West 45th St., New 
York, N. Y., has been appointed United 
States distributor of genuine diamond 
loupes made by Carl Zeiss of Jena, Ger- 
many. Four Zeiss loupes are available: a 
combination three power, six power OF 
nine power loupe, or one of three other 
magnifiers of either six, eight or ten power. 
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‘Queen’ Receives Arvin TV Set 





Chosen “Queen for a Day” on _ the 
national radio program of the same name, 
Mrs. Nadine Gorman of Gardena, Calif., 
was presented with an Arvin television set 
with a 16-inch screen, an Arvin dinette 
set and a kitchen range. 

Pictured, left to right, at the presenta- 
tion ceremonies, are James B. Hofer, Arvin 
district manager for California and the 
Pacific Coast, Jack Bailey, master of cere- 
monies on the program, the Queen with 
crown and sceptre, and Raymond P. Spell- 
man, director of sales for the Arvin radio 
and television division. 


Kramer In Paris 


Louis Kramer, president of Kramer Jew- 
elry Co., New York, spent three weeks in 
Paris in March and April covering the 
French jewelry market. 





Flex-Let Campaign Begins 
The Flex-Let Corp. of New York City, 


manufacturers of Flex-Let Watch Bands 
for men and women and Beau Brummel 
men’s jewelry, has begun its promotional 
campaign for Father’s Day and graduation. 
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Each salesman is equipped with this 
TRU-RIVET construction kit, which shows 
every part that goes into a Flex-Let band. 
Included in the kit is a full length band 
without the decorative caps, showing the 
inner structure in the same manner as 
would an x-ray. 





New Sun Glasses On Market 


The Apex Optical Corp. of Providence, 
R. I., is offering the new Apex Glare-Bar, 
6-Base “Unbreakable” sun glasses to the 
trade. The lenses are made of unbreakable 
plastic and are ground and polished to a 
6-Base curve to minimize reflections and 
distortion. 








1847 Rogers Greets New Year 
Babies With 3630 Silver Gifts 


Several weeks prior to New Year’s 
Day, 1847 Rogers Bros. announced that it 
would give a Kiddie Kit, consisting of a 
silver spoon and fork together with a 








plastic plate, to each child born on Jan- 
uary 1, 1951. Twins were each to receive 
a six piece Step-Up silver service. 

The first twins to be born on January 1 
in the United States were those of Mr. 
and Mrs. A. W. Squires of Meriden, Conn. 
Mr. Squires is employed by 1847 Rogers 
Bros. 

In addition to the six-piece services, the 
Squires twins were presented with a 103- 
piece chest of 1847 Rogers Bros. silver by 
Maltby Stevens, president of the Inter- 
national Silver Company (who is standing 
on Mrs. Squires’ left), and John D. Shaw, 
sales manager of 1847 Rogers Bros. 
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Not a trace of dust escapes the 


LEIMAN 


GRINDER « POLISHER ¢« DUST COLLECTOR 
‘‘ALL-IN-ONE’’ UNIT 


© No danger to health 


® No soiled clothing or premises 
e Easy recovery of precious metals 


Cmca your own workshop! Are you tak- 

ing chances grinding, buffing or polishing 
without the latest, foolproof dust collecting 
equipment? You can do these operations effi- 
ciently—yet clean and safe for yourself or 
workers—by using the time-tested Leiman 
Grinder—Polisher—Dust Collector. In one 
machine, you get the most modern production 
equipment, with job-speeding conveniences— 
plus the famous Leiman high-suction dust 
removal system. Years and years of shop ser- 
vice and health protection, at a few cents cost 


per day. 















WRITE FOR FREE DETAILED BULLETIN showing 
various models and prices. No obligation. 





FOR May, 1951 


MODEL 47F. Needs only 18 x 29 inches 
floor space. Ideal for small shop, small 
work or restricted space. Has 1/3 h.p. 
motor for wheels or buffs up to 4”. Also 
Yq h.p. interior motor, suction fans and 
dust collectors. Adjustable dust hoods 
have wet pumice pans and electric light 
sockets. Very quiet running. May be used 
with your own polishing motor. Plugs 
into any standard 110 volt outlet. 
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i 
: \ MODEL A. Needs only 2x4 

seat foot floor space. Top pro- 
duction machine for all 
classes of jewelry and sil- 
ver work. Accommodates 
two wheels or buffs up to 
8”. Adjustable dusthoods, 
with electric light sockets. 
Available either with Y2 
h.p., 110 volt motor or 
1 h.p. 220 volt motor. Two 
dust collecting cabinets 
permit separate collection 
of gold, platinum or other 
dust for recovery. 








171 Christie St. 


LEIMAN BROS., INC. 12.2050. 
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Special Notices 


“Situation Wanted”’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word, 


“Help Wanted’’—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words: additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of ? endatio 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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Situations Wanted 








DIAMOND expert, including cutting; rep- 
utable gentleman; salary 0 to 
$25,000. Address “C., 1217,” care J C-K. 


WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
bat concern. Address “C., 1035," care 





WATCHMAKER; 25 years’ experience ; 
age 50; married; desires permanent 
position in Ohio or Maine; best of ref- 
erences. Lorimer S. Lewis, 1813 Col- 
lege St., Fort Wayne, Ind. 





SALESMAN; 29; single; fours years’ ex- 
perience; presently employed retail, de- 
sires change for better opportunities ; 
retail or wholesale. Address ‘*M., 1560,” 
care J C-K. 





RETAIL, silver salesman; 35 years’ ex- 
perience; desires position Metropolitan 
area; full knowledge; aggressive, ener- 
getic; A-l reference and appearance. 
Address “N., 1595,” care J C-K. 





WATCHMAKER; veteran; age 30; mar- 
ried ; five years’ experience ; dependable ; 
complete set of tools; desires perma- 
nent position, any location. Address “T., 
1535,” care J C-K 





CERTIFIED watchmaker, six years’ ex- 
perience including chronographs and 
timers; married; desires permanent 
position; references. M. A. Eannarino, 
431 Wood St., Muskegon, Mich. 








JEWELER, stone setter and engraver; 
long experience; best references. Ad- 
dress “P., 1533,” care J C-K. 





JEWELER and diamond setter, 25 years’ 
experience, store or trade shop; $2.50 
per hour; Florida preferred. Address 
“D., 1339,” care J C-K. 





TOP grade watchmaker for all types of 
work; experienced all kinds of chrono- 
graphs and timers; available May 1. 
Address “‘T., 4904,” care J C-K. 





JEWELER and diamond setter; 28 years’ 
experience; seeks position in a retail 
store; reference. Address “P., 25,” 
care J C-K. 





JEWELER: young, experienced in plat- 
inum and gold special orders and re- 
pairs, seeks steady job. Address “A., 
1583,” care J C-K. 





A-1 watchmaker, good ring sizer; age 42, 
desires steady job; 20 years’ experi- 
ence, close timing. Address “H., 1478,” 
care J C-K. 





JEWELRY designer; back from Paris 
with fresh outlook, seeks position with 
good jewelry firm or free lance work. 
Address “K., 1558,” care J C-K. 





MANAGER-salesman; thoroughly experi- 
enced in retail jewelry operations; ex- 
cellent references. Address “J., 1557,” 
care J C-K. 





DIAMOND cutter available; conscientious, 
loyal, reliable; experienced in all 
phases of manufacturing, from rough 
oO to gems. Address “R., 1602,” care 





YOUNG woman; experience with ring 
manufacturers; full charge of orders, 
sample lines and general detail work; 
references. Address “J., 1407,” care 





EXPERT stone setter and all around 
jewelry repairman, either gold or 
platinum, with 30 years’ experience; 
prefer to connect with a high class 
store. Address “L., 1576,” care J C-K. 





SALESMAN-buyer-manager; 14 years’ ex- 
perience all types jewelry, watch mate- 
rials and supplies; Metropolitan New 
York preferred; best references. Ad- 
dress “N., 1577,” care J C-K. 





YOUNG lady, desires secretarial position 
in first class jewelry store; college 
graduate; experienced, hearing aids, 
photo supplies, optical receptionist; best 
ee Address “N., 1360,” care 





PACKAGE deal; good men are hard to 
find; take either or both; diamond man 
and ring man; thoroughly experienced 
in assembling and merchandising a dia- 
mond ring line. Address “V., 1541,” 
care J C-K. 





DIAMOND man; 20 years’ experience; 
seeks position with reliable jewelry 
manufacturing company; familiar with 
assorting, cutting and present markets; 
excellent references. Address “V., 1600,” 
care J C-K. 





WATCHMAKER; 20 years’ experience; 
B.T.S. graduate; clock and jewelry re- 
pairman; chronographs; best of refer- 
ences; steady workman; manage store 
or repair department. Address “W., 
1542,” care J C-K. 





WATCHMAKER and salesman; age 38; 
experienced; 16 years last position; has 
to move to warm climate because of 
family’s health; Elgin College graduate; 
<r Address “B., 1467,” care 

C-K. 





WATCHMAKER, head; first class man, 
wants first class position at first class 
salary, in Florida or deep South; 36 
years old; 20 years at the bench; pres- 
ently employed. Address “F., 1510,” 
care J C-K. 





NEW blood in your advertising veins for 
more profitable sales-promotions; di- 
rect-mail, newspaper, television and 
radio experience; young, ambitious ad- 
vertising man, desires permanent posi- 
tion. Address “P., 1489,” care J C-K. 





YOUNG man, experienced jewelry sales- 
man, expert gem testing, identification, 
excellent gemological training, seeking 
position, Metropolitan New York, gem 
dealers, retail, wholesale jewelers, ap- 
praisers. Address “E., 1351,” care J C-K. 





DIAMOND buyer; mature, expert, ex. 
perienced assorter; employed at 
present; would entertain a reall 
worth-while proposition from : 
loose goods or bunch ring concern, 


Address “A., 1506,” care J C-K, 








DIAMOND buyer; presently employed py 
important ring house; expert knowledge 
of diamonds, their assorting and the 
“know how” of mounting them: 13 
years’ experience ; draft exempt; desires 
2 aie Address “L., 83,” care 








FIRST class manufacturing jeweler: 44 
years of age and married ; have had 28 
years’ experience, anything in many. 
facturing, setting and repairing; can 
furnish the very best of references ag to 
character and ability. Address “pp. 
1500,” care J C-K. 








OUTSTANDING, retail jewelry salesman: 
30 years of fine store experience ; regis. 
tered jeweler; pleasing personality and 
thoroughly at home in all departments; 
would prefer the East; capable of tak. 
ing complete charge. Address “S., 1598,” 
care J C-K. 








HERE’S a wealth of experience, proven 
abilities; managerial, buying, advertis- 
ing-merchandising ; diamonds, watches, 
silverware, all jewelry; genuine asset: 
highly productive executive for chain 
or major department store. Address “P,, 
1580,” care J C-K. 





—— 


WATCHMAKER; experienced; 33; capa- 
ble taking charge of watch department; 
experienced in purchasing cases, dials, 
bands, straps, etc., desires position with 
reputable watch importer; New York 
a ae Address “C., 1405,” care 





MANAGER-salesman; 30 years’ experi- 
ence in credit, cash jewelry store; 
familiar with all phases of the busi- 
ness; promoter, advertising, window 
trimming, estimating repairs of watches, 
jewelry, silverware. Address “B., 1507,” 
care J C-K. 





MANAGER, 13 years’ experience in credit 
chain and independently owned jewelry 
stores; good salesman, window trimmer 
and buyer; am supervising eight people; 
33 years old; married; have two chil- 
dren; desires to locate in Florida. Ad- 
dress “H., 1323,” care J C-K. 





CAN you use a top man; three years’ 
diversified jewelry and merchandise ex- 
perience for leading New York whole- 
saler; buying and inside selling experi- 
ence; capable of taking charge of entire 
jewelry department and office. Address 
“T., 1540,” care J C-K. 


—,, 


DIAMOND man, highly experienced 
in buying, assorting, merchandising 
and selling; capable executive, a¢ 
customed to responsibilities, seeks 
connection with reliable firm; ex 
cellent references. Address “D., 


1428,” care J C-K. 





—~ | 





POLISHER-lapper; 20 years’ experience 
on gold and platinum watch cases, at- 
tachments, rings, etc.; capable of tak- 
ing complete charge hand made and 
production; can also operate Swiss lap 
machine; wishes permanent position, 
reliable firm only. Address “A., 1543, 
care J C-K. 








WINDOW trimmer ; top man, desires col- 
nection with chain stores; will consider 
salary basis or any reasonable offer 
within 100 miles of North Jersey; was 
formerly salesman and buyer in jewelry 
field: 31 years old, married; presently 

employed. Address “H., 1516,” care 
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SITUATIONS WANT ED—Continued 





mily man, 33, desires position 
— yarn - would like work in jew- 
elry store, in medium or small city, with 
opportunity to learn business; am a re- 
cent graduate in jewelry repair and gem 
setting, also a graduate watch repair- 
man and engraver. James wLilcott, 3017 
N. 21st Place, Phoenix, Ariz. 





EEE ets 


7 AKER;; presently employed ; has 

waren managerial job with good 
paying concern, but has sound reason 
for leaving; can repair anything from 

‘ pin levers to complicated timers; add 
to this, good business ability and per- 
sonality and you have a fine all-around 
man. Address “L., 1594,” care J C-K. 











ION dollar manager of famous re- 
— jewelry store; 25-year record of 
increasing sales and net profit by modern 
merchandising methods ; registered jew- 
eler American Gem. Society, certified 
gemologist Gemological Institute of 
America; college graduate; $10,000 
year. Address “H., 1463,” care J C-K. 





—— 


RETAIL JEWELRY salesmen, whether 
watchmakers or full time salesmen, are 
in greater demand if they have studied 
diamonds, other gems, jewelry_ and 
silverware with the Gemological Insti- 
tute of America and received one of its 
diplomas; 5 E. 47th St., New York 17, 
N. Y., or 541 S. Alexandria Ave., Los 
Angeles, Calif. 





MANAGER-salesman; desires position as 
store manager, department head, factory 
representative or wholesale salesman ; 
have proven managership to quarter 
million ; several years’ experience selling 
watches, diamonds and general line 
seven Western States; fully understand 
all phases jewelry business; prefer 
Pacific Northwest; references. Address 
“F., 1572,” care J C-K. 





DIAMOND setter-jewelry repairman: A-l 
all around mechanic; experienced all 
types setting, including special order 
and jewelry repairs, both for trade and 
retail; personable; reliable family man; 
ability to estimate work and assume re- 
sponsibility for repair department; 
presently employed New York City, but 
willing to relocate for right position. 
Address “P., 1384,” care J C-K. 


BUYER-MANAGER, available; 25 
years’ experience in credit chain 
store, department store, and large 
store operations; thoroughly con- 
versant with all phases of merchan- 
dising, buying, advertising; have ex- 
cellent connections with best re- 
sources in industry; can furnish top 
references. Address “G., 1573,” 
care J C-K. 











WATCHMAKER;:;: the best of training and 
years of experience in fine watch re- 
pairing ; can do light jewelry repairing, 
ring sizing, trim windows, buy and sell; 
have had experience as store manager, 
now employed as head watchmaker, and 
manager of repair department in one of 
the best stores in the country ; this posi- 
tion I have had for eight years: can be 
available soon; sober, dependable; best 
F reorences. Address “S., 1538,” care 








SALESMAN ; 30 years of age, excellent as 
Owner's assistant; over five years’ ex- 
perience in jewelry field; chain and in- 
dividually owned store background; 
Eemology graduate; studied extensive 
courses in retail credit : thorough knowl- 
edge of buying : can trim windows; esti- 
— watch repairs; finest references 
urnished ; presently employed, but de- 
: re change; will consider position with- 
n commuting distance of New York. 


Address “E,, 1571,” care J C-K. 


YOUNG executive, wishes to make change 
to aggressive reputable credit jewelry 
company; presently employed as buyer 
diamonds, watches, jewelry, silver, etc., 
merchandiser, advertising and _ sales 
promoter, for large jewelry chain doing 
over two and one-half million dollars 
annually; excellent jewelry background 
and widely Known in the trade; min- 
imum starting salary, $10,000, plus 
bonus and commission. Address “C., 
1399,” care J C-K. 





GRADUATE of Gemological Institute of 
America, desires permanent position 
with reputable retail firm where ability 
and conscientious application are ap- 
preciated; thoroughly capable and ex- 
perienced in store management, retail 
buying and selling, and gemstone identi- 
fication and appraisal; young, married, 
ambitious and willing worker; prefer 
New England area; will consider ad- 
jacent States. Address “V., 1422,” care 





TWENTY-TWO years’ experience in all 
phases of buying, selling, especially dia- 
monds; complete knowledge of credit 
business; modern method of minimizing 
“P & L” accounts; estimates on all types 
jewelry repairs; excellent salesman with 
promotional ideas for increasing ac- 
counts receivable: ability to create fol- 
lowing of personal trade; married, two 
children; World War II veteran; owned 
and operated own business 12 years; 
references. Address “J., 1479,” care 








Lines Wanted 





LINES to wholesalers and jobbers: Pitts- 
burgh to Coast: North to South. Ad- 
dress Circular 214, Room 1415, Hey- 
worth Bldg., Chicago 2. 





PACIFIC Coast salesman, with finest con- 
nections, desires platinum or 14K line 
of jewelry, genuine stones: commission 
basis. Address “F., 1352,” care J C-K. 





WELL known, New York man, wishes to 
handle a non-competitive line to the 
wholesale and jobbing trade, in New 
York. Address “N., 1524,” care J C-K. 





SALESMAN, with established trade in 
Texas and Louisiana territory, desires 
jewelry manufacturers specialty line. 
Address “R., 1534,” care J C-K. 





WELL rated firm, with nation-wide 
distribution, seeks item of merit for 
exclusive distribution; confidential. 


Address “‘B., 1495,” care J C-K. 





SALESMAN, with following among retail 
jewelers in New England and New 
York State, desires change; married; 
has late model car. Address “N., 1532,” 
care J C-K. 





SALESMAN, 25 years’ experience with 
large gold jewelry and ring manufac- 
turer, wishes connection with good 
house, calling on wholesalers. Address 
“P., 1596,” care J C-K. 





SALESMAN; with following among retail 
jewelers in all Boroughs of New York 
City, Long Island, desires change; mar- 
ried; pleasing personality. Address “M., 
1531,” care J C-K. 








SALESMAN ; large following jobbers, ma- 
terial firms and watch importers New 
York City and East, is open for an addi- 
Sea line. Address “H., 1556,” care 





SALESMAN ; long experience, desires well 
known manufacturer’s line to the whole- 
salers and large users, for New York 
City and Eastern territory. Address “R., 
1526,” care J C-K. 





WESTERN representative, over 20 years 
in territory, desires prestige line 
watches, or fine jewelry; highest moral 
and financial reference. Address “G., 
1353,” care J C-K. 





SALESMAN, seeking reputable line to 
wholesalers and jobbers; familiar all 
types of merchandise; extensive follow- 
ing New York City and throughout East. 
Address “M., 1578,” care J C-K. 





PACIFIC Coast representative; estab- 
lished 20 years; large following among 
jewelry jobbers, material jobbers, watch 
importers; top lines wanted; A-l1 re- 
sults. Address “E., 1402,’ care J C-K. 





SALESMAN, with Chicago office; exten- 
sive Middle West following, wants man- 
ufacturer’s line for jobbers and larger 
outlets. Address Circular 213, Room 
1415, Heyworth Bldg., Chicago 2. 





SALES representative, to the jobbers 
in New York City, interested in 
watch band or watch case line with 
firm of outstanding reputation only. 


Address “A., 1320,” care J C-K. 





ESTABLISHED salesman, desires manu- 
facturer’s line of fine quality, sterling 
mounted rhinestone jewelry, for the best 
stores in the Middle West, also Philadel- 
phia, Baltimore and Washington. Ad- 
dress “E., 1471,” care J C-K. 





SALESMAN; Chicago office; young, ag- 
gressive ; 10 years’ experience; excellent 
following among Middle West whole- 
salers and catalogue houses, desires 
reputable line on commission basis; best 
references. Address Circular 218, Room 
1415, Heyworth Bldg., Chicago 2 


SALESMAN, Midwest territory; Chicago 





resident; traveling extensively; thor- 
ough coverage, department, jewelry 
stores, jobbers, wholesalers, catalog 


houses; large following: 20 years’ suc- 
cessful sales background, desires estab- 
lished manufacturer’s line. Address “L., 
1559,” care J C-K. 


MANUFACTURERS’ representatives, with 
show room in Chicago Merchandise Mart 
and doing large volume in Middle West, 
desires an additional line in gift field; 
have strong following with department 
stores, jobbers, premium accounts, etc. 
Address Circular 216, Room 1415, Hey- 
worth Bldg., Chicago 2 





— ——— 


JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
— stores. Address “H., 2006,” care 





Side Lines 








SALESMEN; with retail following, to 
carry side line of ladies’ gold dinner 
and fancy rings, diamond set; liberal 
commissions. Address “D., 1247,” care 
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SIDE LINES—Continued 





SALESMAN; Southwestern States; pre- 
fer resident of Dallas, who has re- 
tail jeweler following; fine line of 
identification bracelets. Address “‘K., 


1518,” care J C-K. 





POPULAR leading manufacturer, return- 
ing to $1 costume jewelry field, desires 
representation ; pins, earrings and glove 
holders; exclusive line for wholesalers 
only. Address “E., 1509,” care J C-K. 


SALESMAN; New England States; pre- 
fer Boston resident with following 
among retail jewelers; fine line of 
identification bracelets. Address “J., 


1517,” care J C-K. 








SALESMAN, with established following, 
to take on side line of fine platinum 
rings, with or without diamonds, on 
commission ; New York State, New Jer- 
sey, Pennsylvania. Address “C., 1508,” 
care J C-K. 





SALESMAN, with retail following; all 
territories; side line for popular priced 
watches; successfully introduced 
throughout the South; write giving full 
details. Nard Jewelry Co., Inc., 15 W. 
47th St., New York City. 





SILVERWARE; jobbers and distribu- 
tors to carry non-competitive ster- 
ling silver serving pieces, individual- 
ly boxed, low price; New York man- 
ufacturer. Address “G., 1554,” 
care J C-K, 





SALESMEN wanted, to represent manu- 
facturer of ladies’ fine jewelry and 
ladies’ and gent’s genuine stone rings, 
all 14K, for retail jewelry and depart- 
ment stores; commission basis; all ter- 
ea open. Address “T., 1599,” care 





ENERGETIC firm wanted as solo dis- 
tributor; attractive, popular priced line 
of sterling silver serving pieces will 
bring you a volume business throughout 
the country; liberal distributors’ dis- 
counts; if you are financially rated and 
can carry stock, please contact us for 
further details. Ambassador Cutlery 
Mfg. Co., 398 South St., Newark 5, N. J. 





RHINESTONE earrings, one dollar re- 
tailers; excellent side line, for sales- 
men with good wholesale and job- 
ber following, quantity users; any 
territory except New York City; pro- 
tected territory; commission, Ad- 


dress “F., 1502.” care J C-K. 





SALESMAN; experienced, vigorous, now 
calling on an established following of 
leading wholesalers, chain and depart- 
ment stores; to carry a profitable and 
extensive line of gent’s and ladies’ stone 
rings and gent’s diamond mountings, 
for an established manufacturer; all 
territories ; drawing against commissions 
» right man. Address ‘“‘G., 1475,” care 





MANUFACTURER of new line silver- 
ware wraps and bags; “Pacific” 
tarnish proof flannel; seeks repre- 
sentation in all territories; to call on 
wholesale jewelers and department 
stores; liberal commissions; state 
full particulars. Address, Columbia 
Products Corp., Brooklyn, N. Y. 
Department E. 


MANUFACTURER'S representatives 
wanted for top quality lines of cutlery, 
place setting items, specialties, all 
forged stainless steel; territories avail- 
able, all of the West Coast, Ohio, In- 
diana, Michigan, Illinois, Wisconsin, 
Minnesota, Iowa, Missouri, parts of 
South, Colorado and adjacent States; 
the man we want must have a following 
among better jewelry stores, better gift 
shops, and the gift shops of better de- 
partment stores; liberal commission; 
allied lines permissible ; write all details 
in full confidence, stating lines now 
handled. Address “P., 1601,’ care J C-K. 








Help Wanted 








WANTED: A-1, watch and clock repairer. 
Address “B., 1465,” care J C-K. 


WANTED, A-1 jeweler, who can repair 
and set stones. Address “‘V., 1461,” care 
J C-K. 


—_ -__—_——_ —----_- 


WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 


WANTED: A-1 engraver, with some 
knowledge of jewelry repair preferred. 
Address “C., 1466,’ care J C-K. 


LEADING retail jeweler in large Florida 
city needs expert jeweler and diamond 
setter: permanent position for right 
man. Address “A., 1162,” care J C-K. 








DIAMOND assorter wanted; experienced, 
for New York house; state salary and 
full particulars. Address “T., 1544,” 
care J C-K. 





ORDER clerk; young lady, for small New 
York jewelry manufacturer; state com- 
plete details and experience. Address 
“A., 1548,” care J C-K. 


COMPETENT, young lady, experienced in 
taking care of orders gold ring factory, 
giving out work, weighing gold. Joseph 
Berland, 6 W. 48th St., New York City. 








WATCHMAKERS, A-1; progressive, well 
equipped shop, specializing in repair and 
sale of watches; lake and mountains at 
your door steps. Tick Tock Shop, Bur- 
lington, Vt. 





CHASER and carver, capable of doing die 
cutting; $2.25 per hour and yearly 
bonus; a fine opportunity for a man 
able to take charge of this department. 
Address “V., 1513,” care J C-K. 





SALESMAN wanted by jobber, to sell 
loose diamonds, diamond rings and 
mountings, to retail stores; must have 
following in Metropolitan area. Address 
“R., 1486,” care J C-K. 





SALESMAN wanted; with a good follow- 
ing among jobbers, to sell gold and 
platinum general line of mountings, for 
established jewelry concern. Address 
“B., 861,” care J C-K. 











SALESMEN ; for one of largest and most 
progressive jewelers’ supply houses; 
selection of choice territories, except 
southwest ; experience not necessary, but 
helpful. Address ‘“‘H., 1504,’’ care J C-K. 





MANAGER; complete charge, one of 
West’s finest jewelry stores; established 
40 years; right man has opportunity of 
buying half interest in business whi] 
earning excellent salary. Address “nD 
1553,” care J C-K. . 





Le 


ee 


SILVERSMITH ; experienced in repair and 
restoration; knowledge of polishing 
buffing and plating desirable; mys} 
know sterling; permanent position in 
Nashville, Tenn. Address “K., 1599» 
care J C-K. 


—— 


MANUFACTURER of a line of mountings 
and special order work is desirous of 
receiving an application from a jeweler 
with 15 or 20 years’ experience, to take 
charge; write in detail. Address “Q 
1515,” care J C-K. 


- a 


SALESMEN ; to carry outstanding line of 
ladies’ 14K dinner, bridge and fancy 
rings of well established manufacturer: 
desirable territories available; drawing 
against commission. Address “Y., 1547.” 
care J C-K. 


a = = 


SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced: 
commission basis; write references, Ad- 
dress “A., 2256,” care J C-K. 


EXPERIENCED watchmaker’ wanted: 
good permanent position with high 
grade jewelry store now open; good 
working conditions in nice town of 
130,000; must be expert mechanic. Car! 
Rose, 826 Calhoun St., Fort Wayne, Ind. 





TOP notch salesmen, wanted by lead. 
ing diamond ring house, to carry 
part line; only good men need re- 
ply; must have following; Mid-West 
and Pacific coast preferred. Ad- 
dress “R., 1597,” care J C-K. 





JEWELER, one who is capable of doing 
special order work and_e supervising 
three or four men; $2 per hour, plus a 
good bonus; a fine, progressive city in 
which to live; married man preferred; 
give information in detail. Address “J,, 
1512,” care J C-K. 


— —— ED 





JEWELER, A-1; practical man possessing 
a knowledge of platinum and gold jew- 
elry and able to supervise a shop of 10 
people ; age from 35 to 40; state experi- 
ence, married or single, where in the 
past employed; confidential. Address 
“G., 1514,” care J C-K. 





SALESMAN; aggressive Los Angeles 
jewelry wholesaler, established 15 
years, needs good salesman, with in- 
vestment, to assist in sales expat: 
sion program; liberal commission 
and profit sharing. Address “A. 
1464,”? care J C-K. 


re 





NEW YORK manufacturer, established 50 
years, desires local representative in 
Chicago and one in Boston, to sell 14K 
line of crosses, lockets, chains and wed- 
ding bands to wholesalers and leading 
retailers; commission and/or salary. 
Address “M., 1359,” care J C-K. 








SALESMEN for Mid-west, also West 
Coast; old established gold ring 
manufacturer wants top men calling 
on retailers; hundreds of accounts 
in these territories; commission at 
liberal drawing to right men. 
dress “H., 1477,” care J C-K. 
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HELP WANTED.—Continued 


———— 


T MAKER;; light jewelry repairer ; 

ay capable, experienced ; this is a 
$5000 and up yearly position; perma- 
nent; fine store, established 40 years; 
capable men with satisfactory refer- 
ences. Write or phone for full partic- 
ulars. Murray-Humphreys Jewelry Co., 
Paris, Tenn. 























_— 


MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





—_———— 


COSTUME jewelry salesmen; sell jew- 
elers, high grade line gold filled, sterling, 
rhinestone, ete.; beautiful boxed mer- 
chandise, $3.75 to $25; Ohio, Michigan, 
Indiana, Illinois, Metropolitan New York 
and New Jersey open; high commission 
basis. Dept. CK, P. O. Box 365, Church 
ae a 





—_— — 


JEWELRY manager-salesman, for re- 
tail credit chain store; excellent op- 
portunity for aggressive salesman 
and top merchandiser, in long es- 
tablished store, in good middle west 
city; top salary, commission and 
bonus; send details and experience 


to “M., 1485,” care J C-K. 








SALESMEN to sell Jewel Brite jewelry 
cleaner ; its exclusive ‘immersion’? hook 
and brush attachment has tremendous 
appeal and sells easily; now being sold 
to leading accounts throughout the 
country ; write full information and ter- 
ritory covered. Trojan, Inc., 321 Fifth 
Ave. South, Minneapolis 15, Minn. 





MANAGER, for cash and credit store, 
located in Indiana, doing over a six 
figure volume; must be capable of 
selling, window trimming, collec- 
tions, and merchandising; attractive 
proposition to right man; also must 
be promotional minded. Address 


“D., 1469,” care J C-K. 


SALESMAN, with following, by long 
established wholesale jewelers and watch 
importers; selling popular priced mer- 
chandise to jewelers, department stores, 
Post Exchanges; territory: Illinois, In- 
diana, Ohio, Michigan; travel by car; 
drawing against commission ; references 
required. Address “K., 1575,” care J C-K. 





WATCHMAKERS ; we have several open- 
ings in our Toledo shop for watchmakers 
who can later be placed in permanent 
positions in many large cities through- 
out the country; state age, experience 
and salary expected. People’s Watch 
ggg Co., 120 Summit St., Toledo, 


_.... 





OPPORTUNITY for first class, experi- 
enced watchmaker and clock repairer 
for the summer ; terms: income from all 
watch and clock work with no over- 
head business expenses, as rent, light, 
telephone; exclusive Maine summer re- 
Sort; tools and materials necessary ; 
references required. Address “H. J. Co., 


1537,” care J C-K. 





A DIPLOMA HOLDER of the Gemologi- 
cal Institute of America has the advan- 
tages of a training designed to help you 
sell more diamonds, colored stones, sil- 
verware and jewelry, and to increase 
customer confidence in your store; his 
knowledge and training deserve special 
consideration when selecting a new em- 
ployee. G.I.A. located in New York at 
5 E. 47th St., in Los Angeles at 541 S. 
Alexandria Ave. 





TWO, jewelry or silverware, top flight 
salesmen wanted; manufacturers of 
popular priced line of silverplated hol- 
lowware and electrical table appliances 
are open for two salesmen who have a 
good following and can produce results; 
complete Southern territory from Vir- 
ginia to Florida including Texas; draw- 
ing account or straight commission; no 
objection to one side line. Address “S., 
1527,” care J C-K. 


EXCELLENT opportunity; salesmen, 
calling on jewelry stores, to represent 
established manufacturer fine prong-set 
boxed costume jewelry, also sterling 
identification bracelets; territories open ; 
West North Central, West South Central 
and Mountain Region; details and refer- 
ences first letter; replies confidential; 
men with car residing near territory pre- 
ferred; drawing when qualified. Our 
men know of this ad. Address “H., 
1476,” care J C-K. 





NATIONALLY known ring manufac- 
turer with a highly regarded line of 
diamond and stone set rings has 
open territories starting July 1 in 
the North Central and Western 
States; this is a splendid opportunity 
for experienced traveling men with 
following among the better cash 
and credit stores to become affiliated 
with a long established, reputable 
manufacturer; replies are invited 
from top-notch men only, stating 
qualifications and past experience; 
all such correspondence will be held 
in strictest confidence; our sales or- 
ganization has been advised of the 
appearance of this advertisement. 


Address “*C., 1585,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 











THIRTY-ONE year old jewelry store for 
sale; southern Connecticut, Fairfield 
County ; forced to sell because of illness. 
Address “K., 1482,” care J C-K. 


STORE for sale; one mile from Army 
camp; reason for selling, husband has 
been called back into service. Address 
“N., 1484,” care J C-K. 








FOR SALE; established pawn shop and 
men’s wear; Central Indiana town, 60,- 
000 population; selling on account of 
illness. Address “H., 1591,’ care J C-K. 





WELL established jewelry store, midtown 
New York City; good going business; 
plenty of repairs; reason for selling; 
no dealers. Address “C., 1567,” care J 


— 
A . 





SMALL, established jewelry and repair 
business, downtown Newark, N. J.; low 
rental and lease; must sell reasonable 
due to illness. Address “H., 1574,” care 





GIFT shop; well established ; mostly jew- 
elry, good repairs; lease; fine location, 
downtown New York City; reasonable 
price; moving West, health. Address 
“A., 1468,” care J C-K. 





JEWELRY store; long lease, low rent; 
stock approximately $4000; excellent 
jewelry and watch repairing trade; army 
reservist, being recalled. 203 Spring St., 
New York City. Walker 5-3977. 


JEWELRY store in State of Maine; 100% 
location, in busy town; excellent op- 
portunity; must sell because of death 
+ Pi ge Address “P., 1443,” care 


FOR SALE; jewelry and music store; 
old established store in Central Illinois: 
will inventory $2000; inventory can be 
cut to suit purchaser; write for particu- 
lars. Address “E., 1501,” care J C-K. 





LONG established jewelry store in New 
York State; clean stock, including Keep- 
sake franchise, Towle sterling, Hamilton, 
Elgin, Longines and Wittnauer watches. 
Address “J., 1592,’ care J C-K. 





JEWELRY store, complete with $20,000 
clean stock, or will sell fixtures and 
equipment; modern, completely lighted 
wall and show cases; Southern town. 
Address “B. W. C., 1497,” care J C-K. 





FOR SALE; fully equipped, modern 
platinum and gold jewelry shop, lo- 
cated in heart of New York jewelry 
center. Address “A., 1561,” care 
J C-K. 








JEWELRY store in very fast growing 
community, near Oakland, Calif.; no 
fixtures to buy; Hamilton, Elgin, Lon- 
gines, Wyler; about $14,000 inventory, 
for cash; retiring. Address “P., 1491,” 
care J C-K. 





WHOLESALE watch crystal fitting shop, 
servicing large area, located in large 
central Illinois city; established busi- 
ness; good opportunity; inventory ap- 
proximately $6,500. Address “V., 1545,” 
care J C-K. 





pr 


MODERN jewelry store, located Central 
Ohio; 100% location, desirable lease; 
nationally advertised lines, including 
sterling; opportunity for individual or 
expanding chain. Address “C., 1551,” 
care J C-K. 





JEWELRY store in Chicago’s Loop; ultra 
modern, brilliantly attractive, beauti- 
fully stocked; in arcade between two 
subway stations; splendid location for 
credit setup. Address Circular 219, Room 
1415, Heyworth Bldg., Chicago 2 





ILLNESS forces owner to sell entire 
established jewelry factory; fully 
equipped for production; molds, waxes, 
casting machines, stamping, polishing 
and rollers; all latest models. Address 
“A., 735,” care J C-K. 








_ — 


WELL established, active credit jewelry 
store north central Florida; nationally 
advertised watch and jewelry lines; ap- 
proximately $25,000 will handle; cash; 
reason for selling, other interests. Ad- 
dress “I., 1439,” care J C-K. 
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FOR SALE—Continued 





ONE of the oldest established diamond 
and jewelry buying and selling of- 
fices in San Francisco, fully equip- 
ped, desks, showcases, safe, scales, 
ete.; will sell with or without stock. 


Address “S., 1603,” care J C-K. 





THIRTY-TWO years established jewelry 
store; inventory stock as it stands, for 
sale; main income from watch and jew- 
elry repairs; must work on premises; 
cash only $15,000; no auctioneers. J. 
2a 206 Clifton Ave., Lakewood, 











IOWA jewelry store, under 10,000 popula- 
tion; excellent location; low rent, good 
lease ; clean stock ; inventory about $11,- 
000, with fixtures; excellent future pos- 
sibilities ; good repair business; personal 
reason for selling. Address “A., 1494,” 
care J C-K. 





OLD established jewelry store; cash, 
credit; 100% location; Metropolitan ; 
defense area; modern; nationally ad- 
vertised merchandise; owner wishes to 
retire; $30,000 minimum required for 
individual or chain. Address “D., 1569,” 
care J C-K. 





FOR SALE; jewelry store in industrial 
city of 50,000 population in Western 
Michigan; inventory at cost, plus mini- 
mum charge for fixtures; nationally ad- 
vertised lines; four-year lease; jewelry 
store in same site for over 40 years. 
Address “G., 1588,’”’ care J C-K. 





JEWELRY store, Hollywood, Calif.; top 
location; best franchises; death in 
family leaves me with large inherited 
manufacturing business, which will de- 
mand my full attention, consequently, 
must sell my jewelry store; rarely such 
a buy. Address “‘N., 1487,” care J C-K. 





MODERN store; rapidly expanding com- 
munity 75 miles from New York; steady 
employment industries; Gorham, Wal- 
lace, Heirloom, etc. ; all leading watches; 
Wedgwood china; retiring from busi- 
ness; don’t pass this by; investigate; 
stock $20,000, fixtures $5,000. Address 
“B., 1550,” care J C-K. 





FOR SALE; modern jewelry store and 
gift shop in industrial Georgia town; 
top silver and china lines; low rent; 
good repair business; have just re- 
modeled; new fixtures; clean stock; 
erfect for large credit business; going 
n service ; must sell. Address “C., 1496,” 
care J C-K. 





A very attractive store, in an excellent 
location, in a very good Wisconsin city, 
offered for sale for the first time; $35,000 
proposition, but will reduce some if 
necessary; owner has been in business, 
in same city, for 30 years. Address 
Circular 217, Room 1415, Heyworth 
Bldg., Chicago 2. 





BEAUTIFUL, modern jewelry and gift 
store in Central Ohio town of 20.- 
000 population; new building 37’ x 
$2’; good location and desirable 
lease; high grade merchandise and 
reputation; established 18 years; 
owner retiring due to poor health. 


Address “W., 1546,”’ care J C-K. 





MONTEREY, California; old established 
jewelry store doing cash and layaway 
steady business; big business can be 
developed from army camp, Fort Ord 
and naval training school; can handle 
to suit buyer; handling finest merchan- 
dise; retiring from business. Address 
“B., 1584,” care J C-K. 





HIGH class jewelry store and watch re- 
pair shop, for sale, in East Coast 
Florida resort town; finest location on 
main street; low overhead; new, clean 
stock, fixtures, equipment, materials 
and tools; $9,000 cash; retiring from 
business for good. Address “B., 1426,” 
care J C-K. 





LEADING credit jewelry store for sale 
at inventory price, $25,000; fix- 
tures, you can pay out like rent; 
collect $30,000 accounts, on com- 
mission basis; 100% location; es- 
tablished 22 years; 40 miles from 
Oklahoma City; name _ brands; 
Army calling. Address “R., 1493,” 
eare J C-K. 





FOR SALE; jewelry store, cash and 
credit; established five years; good lo- 
cation in busy industrial North Carolina 
town with very large payroll; good 
lease, low rent; heavy watch repair; 
reason for selling, strictly personal; sac- 
rifice for quick action; $15,000 includes 
stock and fixtures; can reduce stock; 
exceptional opportunity. Address ‘M., 
1523,” care J C-K. 





ONE of the finest jewelry stores of 
New Jersey, in Atlantic City, not 
Boardwalk, best main street loca- 
tion; established 60 years; all top 
lines merchandise; cash and credit 
business; price based on inventory- 
assets; will finance right party; 
Army service requires immediate 
sale. Address “D., 1586," care 
J C-K. 





FOR SALE; 14 years established jewelry 
store with large silverware and luggage 
departments, on the eastern shore of 
Maryland; large trading area, doing a 
fine business; 1950 being one of our 
best years; owner’s health is bad, have 
to move to another climate; have most 
all the better agencies; stock and fix- 
tures are all new and clean within two 
years; will inventory a little over $30,- 
000; books open for inspection; don’t 
answer unless you mean business. Ad- 
dress “L., 1522,” care J C-K. 





JEWELRY and watch repair store, up- 
state New York; established 15 years 
in center of city; population 400,- 
000; repairs alone gross $15,000 
annually; good proposition for 
watchmaker; clean, modern stock; 
owner retiring; lease just renewed 
at unbelievably low rental; $20.- 
000 takes large stock, fixtures, and 
good will; terms may be arranged. 


Address “P., 1492,” care J C-K. 





A watchmaker’s dream can come true in 
this dry healthy community of 28,000, 
located 60 miles from Los Angeles ; — 
guaranteed to clear $500 month wit 
possibilities unlimited; a home beauti- 
fully located on two and a half acres, one 
mile from town, amid producing Valen- 
cia orange trees, with equipment for 
300 chickens is included; ill health 
forces me to sacrifice this, but will re- 
main with business until you are con- 
vinced; full price $10,500; $5,500 will 
handle, balance $50 per month, includ- 
ing interest, if you act quickly. Address 
“G., 1503,” care J C-K. 





SAAT LOL LLL LDL ELE LT NOTE, 
For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. Pp 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 
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JEWELERS’ display cards, jewelers’ dia. 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies; visit our salesroom or write for 
samples. Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 21st St, 
New York 10, N. Y. ALgonquin 4-2174, 
We ship open account, parcel post, or 
express to any part of the United States, 





Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





SOLE distributor wanted by importer 
of high quality jewelers’ supplies. 
Address “G., 1511,” care J C-K. 





JEWELRY store to lease with fixtures; 
booming community near department 
store. Leon A. Katz, 125 E. 170th St., 
Bronx, N. Y., or Cypress 3-5555. 








AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ reference fur- 
nished; stocks bought. Herman Schwa- 
dron, 1575 N. W. 36th St., Miami, Fila. 





WE would be interested in partnership 
arrangement with jewelry salesman 
who has substantial following out- 
side New York. Address “B., 1562,” 
eare J C-K. 





SMALL jewelry manufacturing firm, 
seeks financial backing for a_ well 
planned expansion program ; opportunity 
to purchase stocks for investments; in- 
terested parties may contact Box “F., 
1472,’ care J C-K. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





AUCTIONS; Mr. Jeweler, my 20 years’ ex- 
perience and excellent recommendations 
from past sales, will protect your inter- 
ests, and reputation; correspondence 
confidential. Herman  Borress, Auc- 
ee 1500 Popham Ave., Bronx, New 
York. 








COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 
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BUSINESS OPPORTUNITIES—Cont. 


CO 
L GANSBERG will buy your sur- 
—_ entire stock and fixtures or 
estates for cash; my. direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden _ Lane, 
New York. Telephone, Rector 2-5928. 














GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 








AUCTIONEER; 8. successful sales 
conducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





——_ 


ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob 
Jones, care Robert E. Jones Sales 
Service, 702 E. 185th St., Cleveland, 
Ohio. Tel. Kenmore 1-8683. Na- 


tionally known for 25 years. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our method of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 








AUCTIONEER V. C. Kelley; just fin- 
ished liquidating five of the old 
Loftis Jewelry Stores; I was selected 
as the man most capable of per- 
forming this huge task; my services 
are now available to anyone wanting 
top dollar for their stock, or will 
pay spot cash for your stock and 
fixtures. Write or wire today, V. 
C. Kelley, 6956 N. Ashland Blvd., 
Chicago 26, Ill. 





CASH for you immediately; R. A. Zan- 
one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn, Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave.. Memphis, Tenn. Phone 
59-0660. 





JACOBS BROS., Ben and Henry, 
America’s well known jewelry auce- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references. 
Write or wire, 510 Madison Ave., 
New York City; 401 Jewelers Bldg., 
Boston, Mass.; 324 Irwin Keasler 
Bldg., Dallas, Texas. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 








Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking stools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED; established jewelry store any- 
where within 300 miles of New York 
City, by private party; with house for 
oe preferred. Address “L., 1519,” care 





INTERESTED in purchasing an estab- 
lished cash or credit store in North 
Carolina; no new operation; doing an- 
nual volume of $30,000; will pay cash. 
Address “J., 1324,” care J C-K. 





JEWELRY store or pawnshop, in or near 
New York City, old established pre- 
ferred; will pay all cash for immediate 
transaction ; correspondence confidential. 
Address “Y., 1396,” care J C-K. 





HARD-WORKING, ambitious veteran, 
28, with family, wants established 
store, better lines; Southeastern 
States; replies confidential; best ref- 
erences. Address “E., 1587,” care 


J C-K. 





CASH for your surplus diamonds, 
watches, jewelry, sterling flatware 
and hollowware; any make, any pat- 
tern, any quantity; your price paid 
or no deal; references; Citizens 
State Bank or Second National 
Bank. Jack Greene, 402 Scanlan 
Bldg., Houston, Texas. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold, and any other precious metals 
and jewels, for highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
reference: National Bank of Com- 
merce, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s Dept. K, 108 Beale 
Ave., Memphis, Tenn. 





SPOT cash for your surplus stock, 
watches, diamonds, jewelry, watch 
movements, old spectacle frames, 
gold and gold filled scrap, highest 
eash prices paid; check by return 
mail; all shipments held pending 
approval of payment; if check is 
unsatisfactory, shipment returned 
express prepaid; references: Hous- 
ton National Bank, Dun & Brad- 
street, Inc., Diamond Jewelry Co., 
M. & M. Blidg., Houston 2, Texas. 
Established 1933. 








Watch Work, etc., for 
the Trade 





RELIABLE watch repairing; all sizes 
and makes; guaranteed; references. 
Carl Lieberman, 116 Nassau St., New 
York 7, N. Y 





WATCH repairing for the trade; prompt 
service and reasonable prices; work 
guaranteed. G. Edward Fleisher, P. O. 
Box 944, Lancaster, Pa. 





KNOW your specialist; mail direct; same 
day service; vibrating, staffing, jewel- 
ing. Hairspring Vibrating, Co., 406 32nd 
St., Union City, N. J. 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





| 


ONE week’s service, Watchmaster tim- 
ing; references and price list on re- 
quest. Gerace Jewelers, 4243 Frankford 
Ave., Philadelphia, Pa. 





WATCH repairing for the trade; expert 
work on chronographs and all makes; 
10 years’ experience; prices reasonable. 
Write, Emery Soule, Orleans, Mass. 











GUARANTEED watch repairing; prompt 
service for mail orders; Watchmaster 
timed: reasonable prices. I. Green, 116 
Nassau St., Room 916, New York. Wo- 
2-5394. 





BOSTON, Mass.; expert and guaranteed 
watch repairing: prompt service; rea- 
sonable; price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





(Continued on page 246) 
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WATCH WORK, ETC., FOR THE 
TRADE—Continued 








COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





ANNOUNCING opening another H. B. 
Boyer, Fine Watch Repairing Trade 
Shop, May 1; demand and get the 
best. Address, 513 E. Main St., 
Elizabeth City, N. C. 





NO miracle or medicine men: but have 
long experience repairing watches to 
keep good time; reference and price list 
furnished. Rocky Mountain Empire 
i mem 27 Broadway, Denver, 

olo. 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





EXPERT watch repairing: eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
Pathe New York 32, N. Y. Lorraine 





FINE watch repairing on any make or 
type; work guaranteed; Watchmaster 
timed; 23 years of experience: price 
lists and references gladly submitted. 
E. Perlowin & Co., 238 Lafayette St., 
Dayton, Ohio. 





WATCHMAKER; honest workman- 
ship; fair prices; chronographs, 
self-winders, automatics; cases pol- 
ished; prompt mail service. M. L. 
Berry, 198 Broadway, New York, 
N. Y. Rector 2-9294, 





HIGH grade watch repairing; chrono- 
graphs, calendar and automatic 
watches; five days service; all repairs 
Watchmaster rated; guaranteed de- 
pendable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, III. 





CURRAN & McKay watchmakers; trade 
repairs, new accounts solicited; all 
work guaranteed ; hair springs vibrated, 
isicronal errors corrected, electronic tim- 
ing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. L., 
N. Y. Phone La 5-2203. 


TO the trade only; a better watch re- 
pair service for 29 years; a sample 
trial is solicited; if not convincing, 
price will be adjusted to your esti- 
mate; price list upon request. Na- 
tional Watch Repair Service, 150 
Nassau St., New York City. Estab- 
lished since 1922. 





FINEST watch repairing with seven 
days, or sooner, service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; 
located in the Middle West’s most 
convenient watch repair’ center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 


Cleveland 15, Ohio. 





WE guarantee speedy, inexpensive 
service; all watches, clocks; spe- 
cializing chronographs, automatics, 
calendars; time tested Watchmaster; 
request free self-addressed shipping 
labels; send watches for free esti- 
mate; dial refinishing at actual cost. 
Modern Technical Supply Co., 55 
CK W. 42nd St., New York 18, 
N. Y. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed: 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19, 
a Y. Recutting and Repairing Diamond 

utter. 





SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service; 29 
years’ experience. John G. Cronin, Coal 
Exchange Bldg., Scranton, Penna. 





SPECIAL order work on rings; ladies’ 
colored stone rings; gent’s colored stone 
rings; gent’s diamond mountings; ladies’ 
mountings, ete., and repairing; mail 
orders accepted. A. Marcus, 1947 Broad- 
way, New York 23, N. Y. 








COLORED STONES; direct importers 
at your service; replacing, recutting, 
repolishing, drilling, diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation. 
Max Stern & Co., Inc., 17 John St., 
New York. 





PEARLS and beads restrung, knotted 
woven; rosaries repaired, refinisheq: 
right prices, prompt service, monthly 
billing; we specialize on mail orders: 
our business is nation-wide. Woodman’s 
55B Eddy St., Providence, R. I, . 








JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





_-_ 


STONE encrusting, engraving and drill- 
ing; precious and semi-precious stones 
furnished and cut to fit your rings; 
lodge emblems encrusted and engraved: 
coats of arms; monograms and initials; 
military insignias; fraternal emblems: 
stone cameos up to 50 mm. size; onyx 
crosses: special jobs invited. Braunfeld 
& Mehlman, 108 Fulton St., New York 
City. 











SILVERWARE replated, repaired like 
new; also gold, copper, brass _plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 
lumbus, Ohio. 


GANS EARS LT LEI EE SEGA EEE ONTE 


To Let 








100% location on Boardwalk, Ocean City, 
N. J.: complete with wall cases and 
safe: cheap rent. Joseph Clair, 1517 
Boardwalk, Atlantic City, N. J. 





OFFICE space for rent; private ; diamond 
setter or engraver; three windows, 
North light ; reasonable; 9 Maiden Lane, 
New York City. Call Beekman 3-3398. 





ROCKY MOUNT, N. C.; 100% loca- 
tion in Rocky Mount, now occupied 
by jewelry store; rent $300 per 
month. Samuel R. Ives, 40 W. 25th 
St., New York City. 


SUT re tT LE LEP OTE TE 
Miscellaneous 





— 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Florida. 








“THE ’ Modern Clock” by Ward Goodrich, 
aids clock repair; new _ edition, 502 
pages, 173 illustrations, $4.95 postpaid ; 
at leading jewelers’ wholesale supply 
houses or order direct from publisher. 
North American, Dept. 101E, 2018 North 
Ave., Chicago 47, Ill. 


—$—e 








CHICAGO Institute of Watchmaking ac- 
credited by U.H.A.A. and certified by 
H.I.A. approved for veterans; write for 
our latest booklet, JC-5, describing 
courses and containing pictures from 4 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 
Lake St., Chicago 1. 
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Ahad Ja Creclueiomnss« 


B.C. A.D. 


The jewelers and their accountants had, only two weeks before, concluded their 
annual struggles with the complexities of the Federal Income Tax. At least, they 
seemed like complexities at the time.—But that was two weeks BC (Before Ceilings). 


On April 5, the OPS released, unheralded, right out of the blue, what is generally 
conceded to be the most complicated and confusing piece of Government regulation 
ever imposed on the retail jewelers of America: Amendment 2 of Ceiling Price Regu- 
lation No. 7. This amendment listed categories of merchandise found in the jewelry 
store and thus obligated the jeweler to meet the requirements of No. 7. 























But first he had to understand what those requirements were. 






Now when the original (General Price Ceiling Regulation) order was issued back 
in January, JC-K assigned one of its top editors to a continuing study of retail price 
control regulations. It was his job to become “an authority” on the subject. 








Yet, even with this background of growing up with the regulations and though 
aided by our Washington news bureau and the exchange of ideas in a specially assem- 
bled panel of editors from four other merchandising magazines, our editorial specialist 
found CPR 7 Amendment 2 one of the most involved pieces of legal literature ever 
to come out of Washington.—And that’s something! 


























Therefore, if you have only had a skirmish with CPR 7, don’t feel discouraged. 
You just didn’t tackle it with the proper respect, or with a serious enough intent. Yet, 
it’s like a visit from a mother-in-law whose house has burned down; you might as 
well learn to understand her, for she’s going to be with you for a long time. 


In full sympathy with the retailer who faced the involved phraseology of CPR 7, 
our specially assigned editor set upon the task of ripping the verbiage from the order 
and exposing its essential structure, so the retailer can see what he must do and how 


he should do it. 


Though it can never be reduced to simple terms, our explanation of CPR 7 is as 
accurate, concise and understandable as our three weeks effort could make it. 


If you have tried to understand the Government Order, unaided and direct from 
the official release, we feel sure you'll come to look with gratitude upon the eight-page 
presentation we have inserted in this issue beginning with page 113. You'll see why 
we have come to refer to it in the editorial department as CPR 7—AD (After 
Deciphering) .. 








We put hundreds of hours into its preparation. We did this in an effort to save 
thousands of hours for the retail jewelers of America. | 


We hope it will. Ma 


Keune APG 


Editor 
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RILUNA YG 
RINGS 


80) G@irelatommn-s.4 
HAND-SET 


Made by OSTBY & BARTON CO. O-B Mark of Quality Since 1879 


a a a a a ee ee ee ee 


Ostby & Barton Co., 118 Richmond Street, Providence 2, R. |. 


E DISPLAY! Please send me, free of charge, your “Father’s Day” display and ad mat as advertised, 
| agree to use them only to promote Genuine O-B Rings. 


IVERTISING MAT Please send me your “Father's Day” rings as illustrated. (Check and number rings desired:) 


Ip Osthy & Barton Dealers Sell More Rings! Upper Left 4K5363 Onyx and Dia. Initial $37.50K [) 


: . . . ignet. 10k yellow gold, $42.00K .rs.. 
Attention! Boost Sales with this attractive ee _ es — ” C] Nene... 


“producing display. Easel-backed, card- Center 4K5502-9 Synthetic Blue Sapphire $35.50K [] 4... 


rd - mounted, genuine velours ring pad. Tie- or ether Synthetic Stones 


* * 9.00K 
ot for your own newspaper advertising. a parece dag ” - 


fo Now! ower Right 4KS931 Synthetic Blue Sopphire, $47.50K [J 


HSA ONO ee COT OH EES EOONOSE SSDS OROSEDOR EST OF OES PROFESORS PERSO SOLE SER SOROS ESSE EOE E SIRS ORO TED 


A ddr ess Ae ee Oa ere ee OOO Eee OO OSeHOORSOPESTOSE EST SOFESPESEESTESOOESER SOR STORSO ESTE OF OS OROTE 
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This popular blond chest is heading sales sheets 
all over the country! And here’s why= 


Solid, handsome heavy limed oak—not just an oak veneer. 


Apple-green Kenized* anti-tarnish fabric lining— 
a decorator color found in many homes. 


Simple, modern design—styled and constructed in 
enduring good taste. 
Your customers, too, will prefer Community’s outstanding Imperial 
Chest. Display it! Promote it! In every way, it lives up to what 
one jeweler called it—‘‘a beautiful buy.” 
Available in all Community patterns. 


COME ALONG WITH 


THE FINEST SILVERPLATE 








